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1. [bookmark: _Toc72191843]Introduction

No matter which stage of the past or where in the world history has been addressed, one element that has always remained important everywhere is the key use of online social technology. A Huge part of this being how the identity of online companies seem, how accessible online services are; how electronic presence should look, but also how clients within enterprise make use of online platforms to support a buyer’s journey to measure the return of investment. Prior to the expansion of social media and online resources, companies were trapped relying on the full methods of communication available using either telephone, printed letters, or making face to face contact. The human aspect of face-to-face communication is often one of the most noticed physical characteristics, and often represents a huge part of an entire company’s identity. It is also part of how marketing companies wish to build partnerships and relationships with other business production within the social enterprise environment. This ensures customers are supported both online and offline. The creation partnered with the establishment of social media has supplied businesses, clients along with individuals selected opportunities to expand key methods further. Visual communication can also be specified but must remain controlled responsibly. This can help to establish a collective identity of all companies. 
Online interaction has been a key importance during everybody's lives throughout the course of recent times for a wide selection of purposes and reasons. Over the last few centuries in the life of many people the online community has delivered prospects allowing nations to express their ideas with others across the world varying on the reasons, what and why those platforms are used for. These details can be reviewed further in the body of this document. The empowerment of the social world has fundamentally changed the processes of how companies as well as additional citizens within the online community make assumptions along with conclusions. A wide selection of up to date online social platforms are being rolled out across the internet containing a wide selection of trends. These social trends vary between professional networking to virtual online conferencing services. It has been recorded during April 2020, due to the ongoing Covid 19 Pandemic the UK's Office for National Statistics (ONS) over 50% of UK workforce are recorded to work remotely by the end of 2020 [1].  It is for this purpose that the overall topic of how online companies use social media platforms requires further investigation. To assess the true impacts and effects of social media, a survey is justified. All questions shall be focused on the overall topic of social media as well as how companies maintain the use of marketing Tools to detect the ROI within enterprise. ROI is traditionally known to measure business performance, to gain an understanding on how much effort it takes to assess companies’ overall performance. The results of the survey along with the literature review, are studied and questioned, to gain a reasonable and overall conclusion of the investigation.


[bookmark: _Toc72191844]Aims and Objectives

The aim of this project is:
“To investigate how social media marketing tools help to track the buyer's journey and affect the ROI of a specific company”.  
The project aim has been broken-down into specific suitable objectives which characterises the overall structure of the represented aim being presented: 

The objectives of this project is to:
· Study and assess how Social Media marketing tools are utilised to track buyer's journey
· Examine and review the effectiveness of each available method
· Design a methodology to review the effectiveness of marketing tools and the ROI
· Evaluate project findings and identify key outcomes.

[bookmark: _Toc72191845]Hypothesis 

The increase in digital marketing tools available will improve how companies can track the ROI. alongside further promotion to assist a buyer’s journey. 
The hypothesis is trying to prove the positivity of using social media platforms within rapidly developing marketing industries


2. [bookmark: _Toc72191846]Literature Review

2.1. [bookmark: _Toc72191847]Introduction

The focus inside this section, explores deeper into present available research that has been collected and performed in areas related to the topic of this study. The collected information being laid out remains important throughout the entire process, while aiming to work towards achieving a suitable and fair investigation. The purpose of this literature review is to provide and explore a foundation of knowledge on the chosen topic area [2].  This involves collating and identifying some of the research collected, which is suited to the chosen area of the subject. Within the area of online communication platforms, businesses are continuously taking advantage of the dominant marketing tools that are available within the enterprise environment. Research around online communication and the behaviour of consumers continues to become an extreme interest to academics, especially in the last few years [3]. Although social media platforms have been around since 1997, digital companies have utilised them more for marketing purposes in recent times, thus, encouraging the formation of similar platforms. Likewise, social media sites accept executives alongside researchers to explore the capabilities of personal online branding [4]. 
The literature review has been split into designated sections to ensure the full social topic can be established and explored correctly. Social media is utilised by billions of people across the world and continues to fast become one of the significant technologies of our time. Social media platforms remain enduring, with further platforms being rolled out each year for various purposes [5].  Globally, studies of the expansion of social media show the significance of the interaction between customers and companies [5]. The initial phase, focuses and evolves around the issue of defining how each digital method assists the expansion of each social aspect, while being vigilant about key aspects of boosting a company’s presence. To begin, this section will look at the overall explanation of the terms of social media, while looking into aspects of how ‘Social Media Marketing Tools affect the ROI of a Specific Company’. In addition, further related literature on the choice of subject will offer a clearer range of information into the topic matter. A foundation of primary research shall be demonstrated and considered. This includes running an informal interview with a head of marketing within a formal company to gather further information.


1. [bookmark: _Hlk69854202]The opening section provides a full outline and background to the topic of social media overall as well as being established within marketing. This includes written definitions, breaking down the topic fairly as a way of deciding each potential approach.

2. [bookmark: _Hlk69889963]The second section defines how social media expanded to be one of the greatest and most used communication methods within the business industry.

3. The third section defines a useful directory of marketing tools available, as a way of allowing executives across corporations to consume data for sale productions.

4. The fourth section defines a useful insight into the aspects of a buyer’s journey. A buyer embarks along a series of steps allowing executives across corporations to work towards consuming data for sale productions.

5. The fifth section uncovers and provides a selection of key tools within Social Media Marketing Technology. This includes addressing key impacts that technology has had on an enterprise environment creating further developments.

6. The sixth section breaks down aspects of how companies can measure the ROI, while evaluating efficiency of a buyer’s qualities.

7. The final section is a conclusion of the literature review, examining each point that has been identified from each section. 


2.2. [bookmark: _Toc72191848]Definition and overview of social media 

[bookmark: _Hlk72146678]Marketers are continuously confronted through the expanding challenges of creatively developing and maintaining key methods of communication that will effectively reach their targeted audiences. Latest research has emphasised the requirements needed to expand unique marketing strategies to address these challenges to help online markets achieve their true potential. One of the most well-defined definition of social media scripted by Jimmie Manning [6], is … “Social media are online interaction sites that foster interactive participation among people with the intention to build, share, and change their idea and opinions on a wide range of issues”. Two additional recognised academic specialists, Kaplan & Haenlein [7] define social media as “…a group of internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user Generated Content”. Further definitions and explanations can vary; different industries can measure success through marketing using various matrix methods.

2.3. [bookmark: _Toc72191849]History of Social Media

[bookmark: _Hlk72146754]In the modern-day world, digital technology stands as one of the most popular establishments to be made. As time progresses, people tend to rely on technology. Digital technology is integrated into everyday life from organising daily tasks to online shopping. As a way of ensuring to keep up social media platforms has quickly evolved working towards offering a wide broad of topics catering for everyone else’s needs as most of the popularity continues to work online. These topics are seeking to transform the world in various ways, where nobody has ever imagined before. Throughout past decades, social media has progressed from offering straightforward electric information, to online virtual gathering programs. 
This shows that the evolution of social media fuelled by the human population has aimed towards moving into following a main direction, where companies can expand various publicity campaigns to a broad selection of customers and clients.  Most people believe social media may propose and approach the ability to create and raise awareness through regular and constant reception to Social Networks [8]. This can refer to an online plan of action that seeks to permit the moderate engagement, involvement, and collaboration between a specific group of individuals. The platform stands necessarily permitting the full involvement and sharing of ideas on a joint mission and concept. This is where new relationships, collaborations are recognised and formed [9].   As more corporate marketing departments intend to work towards the digital world all business must understand, plus, examine the full aspects of online marketing tools that are available. As time progresses further major internet tools, such as blogs, wikis, online communities, and virtual worlds are increasingly being used to build social connections, collaboration, affinity, and friendships. Within the enterprise world, the internet can help create online relationships between companies encouraging further partnerships. 
The arrival of social media began on May 24, 1844 during the pre-internet roots, where a series of electronic dots and dashes were tapped out by hand on a telegraph machine [10]. The first official electronic message from Baltimore to Washington, D.C., proved Samuel Morse understood the historic ramifications of his scientific achievement: “what hath God wrought?” he wrote. As time progressed further developments of social media mainly took off in the late years of 1970. Further developments were established through the introduction and arrival of the world wide web. The main invention of the online social world started with the Bulletin Board System (BBS) [11]. BBS allowed users to communicate with a central system by logging on to download/upload files, and post messages to other representatives across the platform. These were hosted on personal computers and remained only accessible to one person at a time: this would be the ideal way to communicate.

Following on from the success during 1971 the first online email was sent by computer programmer Ray Tomlinson [12]. Ray Tomlinson mailed a few messages to himself from one machine to another. This was completed using the "@" symbol for direction to be made. It was recognised that at the time Tomlinson did not realise was that he had just made history by sending the world's first email. Throughout today’s society, individuals and companies across the nation are recognised to take this method of communication for granted and consider email services as an inherent part of their modern digital lives. During late 1990s search engine providers AOL identified as America Online, launched its own instant messaging facility known as America Instant Messenger (AIM). This was recognised as one of AOL’s most popular features allowing members to form online communities to communicate online [13].  The messaging service unfortunately became discontinued during 2017 due to social media platforms, Facebook and WhatsApp taking over.
The year of 2000 witnessed a high-level increase of social networking platforms, as various online companies unveiled in every trend. These sites included Myspace and employment favourite Linked-in during 2003 [14]. In 2004, one of the worldwide web’s well-known social networking service to-date, Facebook evolved by Harvard university student, Mark Zuckerberg [15]. Facebook has become an ecosystem leading online advertising, with entrepreneurs benefiting from the advertising opportunities offered on the platform [16]. Figure 1 is a screenshot explaining key points a user must consider while considering marketing on Facebook [17]. It shows the various steps involved within Facebook Marketing.
[image: Timeline
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[bookmark: _Toc69808321][bookmark: _Toc71154477][bookmark: _Toc72161526]Figure 1 - Facebook marketing steps

2.4. [bookmark: _Toc72191850]Evolution of marketing tools

[bookmark: _Hlk72146949]The establishment of social media supplied clients with a place to voice their choices and prospects for the whole world to access and view. Throughout past decades high amounts of induvial users rely on online social media websites across the globe. This constitutes to up to 40% of the entire world’s population where individuals access social networks on mobile phones [18]. A positive example of the online sector can be much faster in terms of reaching out to customers respectively regardless of their location status. Digital marketing has gradually become more important as more businesses find themselves focusing their efforts online [19]. As the world focuses on the digital era, the one method that remains crucial is for any business is to contain good online social profile, alongside a high amount of online presence. Social Media Marketing (SMM) can be recognised as the trading of resources and information. These tools are used to help grow business while assisting the process of developing further content for clients. Researchers ,Vargo and Lusch label, social marketing tools as “the trading of resources and information, where consumers are equal and active partners who create market value together with marketers [20]. The high amounts of encouragement has fundamentally altered the approach citizens take in order to make any purchasing decisions alongside everyday services. This has allowed further expansion into how industries work towards maintaining their methods of marketing alongside their general marketing strategies.
[bookmark: _Hlk69763132]The biggest key importance within the world of marketing is all resolved around trust. Social media assists by pulling information together to ensure these marketing tools can help generate high amounts of sales bring clients and business together. Reviewer Gillen describes social media marketing as a chance of sharing experiences, opinions as well as creating interesting links and connections [21]. This information suggests that social media tools holds a high presence within the world of business, while remaining a critical park in competing with large businesses and for the survival of smaller firms. As the world leans further towards the digital era further proposals must be established to promote services further. One of the hidden secrets within any marketing brand is to have a positive set of social media management tools [22]. One way of reaching out further can be making use of one of the most highly promising digital marketing channels within social media marketing. Social media marketing can create a wide variety of benefits for any businesses. The process mainly refers to the procedure of obtaining further traffic through social media profiles [23]. This is the main positivity aspect of using online marketing tools. Throughout the present digital era, online video presence are leading the direction for companies to promote their services. In the field of social media there are five core pillars of social media marketing [24]. 

2.5. [bookmark: _Toc72191851]Pillars of Social Media Marketing

The following section refers to the process of each core pillar within social media marketing (see section 3.4 for further information on Marketing pillars). It is important to understand how each strategy can help assist social media marketing, while exploring and evaluating each pillar separately. These pillars facilitate marketing to stay vibrant. The five major pillars of existing social media marketing include Strategy, Planning, Engagement, Analytics along with Advertising.
[image: Diagram, timeline

Description automatically generated]
[bookmark: _Toc69808322][bookmark: _Toc71154478][bookmark: _Toc72161527]Figure 2 - Pillars of Social Media Marketing

2.5.1. [bookmark: _Toc72191852]Strategy

[bookmark: _Hlk72147718]The strategy phase is considered as a major part which leads the float of any company [25]. The phase supports owners to analyse, set relevant goals and helps set plans to organise a business. The more effective a strategy stands, the greater chance of becoming successful. The strategies incorporates everything related around planning, establishing goals in conjunction with how to engage with audiences. A second major feature of strategising social media campaigns would be the understanding correctly how to speak to clients professionally and appropriately [18]. Therefore, this addresses how strategies assist social media marketing.

2.5.2. [bookmark: _Toc72191853]Planning

A large amount of success within business focuses upon how well social media campaigns are planned [26]. Before any social media posts are made a full overall plan for must be in position. Further research of marketing trends include defining the set targeted audience and identifying, which kind of social platforms are more suited and intended for any business. To implement a positive plan a set of recommended objectives are likely to offer businesses long life assistance and safety protocols.

2.5.3. [bookmark: _Toc72191854]Engagement 

As industries expand, the excessive amount of demand continues to rise. In communal aspects companies continue to have plenty of services to offer alongside preserving consumers. This can include, implanting and maintain good social services to interacting with customers, on any available social platforms, to achieve a successful marketing campaign. By having good ratio of engagement customers are likely to build trust between organisations. A positive aspect is further engagement tools, such as analytics allow enterprises to track engagement ratios through the help of engagement tools for example, Slack [27]. These tools help by collating all online mentioned or posts shared across the World Wide Web [28]. This can attract further traffic to company’s services as a way of boosting communication.

2.5.4. [bookmark: _Toc72191855]Analytics

Analysing the potential routes of online presence can widely benefit marketing whilst planning to promote products or kick start any new business online community [29]. Analysing any set routes, tracking, and converting is very important. This can give firms enough vision regarding the correct directions that can be followed; a selection of analytics tools can help. Google Analytics [30] and further metrics can help drive and analyse the performance of online websites, while assisting key positions of marketing campaigns for future company direction [31]. An illustration can include vanity metrics, which states different protocols that blend into selected managing departments. An example can be potential management director’s matrix measuring success. Each corporation sale must detect how many possible sales can be achieved without stepping outside any set financial boundaries.
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[bookmark: _Toc69808323][bookmark: _Toc71154479][bookmark: _Toc72161528]Figure 3 – Director’s Matrix to measure success
2.5.5. [bookmark: _Toc72191856]Advertising

Digital online platforms are extremely powerful, while demonstrating aspects of promotion. Firms can make use of social aspects to push online advertising further, while aiming to boost awareness of products further. An appropriate example can include Google Ads [32] , Instagram [33] and Facebook. 
[bookmark: _Toc69808324][bookmark: _Toc71154480][image: Timeline
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[bookmark: _Toc72161529]Figure 4 - Digital advertising solutions
Google Ads is recognised to be suitable for business alongside customers at the receiving end to pop up commercials. This include promoting online services while watching videos. These aspects allow businesses to promote sales further by pushing deals. Social Media stands as a powerful aspect allowing full status of who can view company advertisements. Full use of Google and LinkedIn [34] business platforms allow the viewpoints of product promotion to be pushed. If departments attempt to push their work further the more likely extra electronic existence can be developed. This can lead to a successful achievement being made. Every company must always show full awareness and incitive to earn consumer’s trust. Without social media platforms firms cannot pull everything together without any sales being brought in unless clients go to advertised services to make any additional purchases. 
Certain companies can hold in house sales teams employed to monitor online status [35]. This aspect allows a way of establishing how much money can be invested within these institutes. While prices are established further campaigns can be addressed using social media marketing tools. As time progresses forward additional solutions can be discovered to generate the promotion of specialised products further. Each marketing service should contain its own visual brand, compared to others to head towards the relevant waves within a buyer’s journey. It is the overall sense that marketing directors expect to establish a journey from online tools to run within any set business objectives. The hidden aim is to invest further fiancé aspects into a company, which blends into further departments. Each department must identify further possible methods to achieve further investment. Further investment can be achieved by meeting any agreed targets, while attempting to raising awareness in conjunction with the correct promotions and correct individuals. These are the five main major pillars of social media marketing. To move forward, the different tools which can be used are recognised in the next chapter.

2.6. [bookmark: _Toc72191857]Marketing Tools 

Marketing tools are product development and promotional strategies, which are available to corporations as a way of developing further [36]. This works alongside the promotion of their products in addition to services. It is important to know which tools are finest to suit marketing industries. The most important aspect of any social media marketing strategy is to establish S.M.A.R.T (Specific, Measurable, Achievable, Relevant, Time bound) [37]. Marketing tools support sectors as a way of attempting to achieve every set primary goal in conjunction with objectives [38]. This works while gathering consumers data. Consumer’s data works as a way of measuring the amount of success through marketing [39]. At this point it is ideal to define suitable marketing tools which are used. The two most recognised marketing tools are Buffer and Hootsuite [18]. 

2.6.1. [bookmark: _Toc72191858]Buffer

[image: Legal Marketing Tool: Buffer Lets You Quickly Schedule Social Media Posts]
[bookmark: _Toc69808325][bookmark: _Toc71154481][bookmark: _Toc72161530]Figure 5 - Buffer marketing tool

[bookmark: _Hlk69212334]Buffer is a free packaged software application, which is designed and constructed for web and mobile utilisation [40]. The tool can enhance and manage complete handling of social accounts, while assisting with the scheduling of posts across platforms; such as Facebook, Instagram, and other digital platforms. The positive aspect of Buffer is it allows further analysis of overall results to be conducted, while providing full means of communication to engage with customers [41]. The feature operates as an extension addon, which can lead to additional benefits being offered as points progress further in time. These benefits can make the aspect of pursuing high performing content straightforward using key insights. These insights can be adjusted. depending on the platform type, alongside the required communication methods. 

[bookmark: _Toc71154482][image: Graphical user interface, website
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[bookmark: _Toc72161531]Figure 6 - Connecting Buffer to Social Media

2.6.2. [bookmark: _Toc72191859]Hootsuite 

[bookmark: _Toc69808326][bookmark: _Toc71154483][image: Social Media Marketing & Management Dashboard - Hootsuite]
[bookmark: _Toc72161532]Figure 7 - Hootsuite Social Media Marketing & Management Tool
Hootsuite is one of the most widely used marketing tools, which was created by Ryan Holmes in 2008 [42]. This social media marketing platform allows the building of smarter workflows, while scaling across an organisation to produce clear ROI [43].The remarkable tool allows the capacity to capture multiple streams at once, and review what customers are stating about available services. Additional features make further options available, to create collaborations between team members alongside the major extra benefit of being able to see comments and mentions all in one place.  The positive aspect of Hootsuite is it allows further aspects of planning whilst assigning tasks, plotting, and organising social media calendars, beside scheduling important updates. This operates as a free facility, but offers limited features compared to Buffer. Further elements can be reinforced through funded subscriptions, which can become cost worthy. These features can be adjusted depending on the type of platforms and support requested along with any vital methods expected by a client.
Between each defined marketing tool there are a wide selection of multiple differences between each tool. The primary difference between Hootsuite and Buffer is based around the scope of each tool. Hootsuite is a fully featured management dashboard, which includes a post scheduler, unlike Buffer concentrates on just pre-scheduling of content. Both platforms offer reasonable business features following similar structures, but it is ideal companies choose the correct tools to use their marketing needs. Meanwhile, Hootsuite can build integrated social campaigns including galleries. These can be embedded on websites, so they are not limited to social networks. Therefore, companies must create a specific strategy to focus which platform gains the most traffic, alongside features prior to the distribution of content and explanation further towards success.

2.6.2.1. Features

[image: Table
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Figure 8- Features of Buffer and Hootsuite
2.7. [bookmark: _Toc69808971][bookmark: _Toc72143761][bookmark: _Toc72145165][bookmark: _Toc72191860]The Buyers Journey

The following section investigates and evaluates the aspects of social media marketing throughout a buyer’s journey. When it comes to purchasing a product or service often, customers will commence a journey. The journey starts from the moment a particular problem is uncovered to where particular purchases are made to rectify a solution to a problem.  The buyer's journey is the process consumers go through to consider and evaluate a range of services further. This can assist while making decisions to purchase a new product or service. The biggest prospect of the buyer’s journey is for clients to being able to construct trust with companies. For many product and services, there are a few stages a customer will take before making an actual purchase. This can be recognised in most business to business purchasing decisions and big ticketed items. Each customer journey can vary from time to time depending on the brand, these journeys are made up of give stages. A buyer’s journey can run on and offline through different stages. These run between the bonding between both suppliers and customers. The stages are: Awareness, Consideration, Decision, Retention and Advocacy [44]. 
[image: A screenshot of a video game
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[bookmark: _Toc69808327][bookmark: _Toc71154484][bookmark: _Toc72161533]Figure 9 - steps to the buyer’s journey

2.7.1. [bookmark: _Toc69808972][bookmark: _Toc72143762][bookmark: _Toc72145166][bookmark: _Toc72191861]Awareness 

The first phase of a buyer’s journey is focused on education. To begin potential buyers are more than likely to not understand what a business can offer. It rests on to a business to stand out to targeted audiences, while establishing an association between brands and a current or future need. There are two types of customers. The first are individuals who already have a problem, but do not understand the solution [45]. At this point organisations should show prospects that a problem can be understood, while providing relevant information alongside resources can be offered to assist. The second is those who do not know they have a problem: to engage with these buyers, companies should focus attention around establishing content, which highlights any issues they may possibly face due to a result of not using any offered products or services. Instead of selling services at this stage, firms should work towards laying foundations of product knowledge, prior to the hard sell. This will ensure that the process of any closing deals run smoothly. During the stage of awareness, potential consumers could be researching a selection of questions before making any purchasing decisions. To support this process, it make sense to create content based around research, while producing key words to answer any further questions. In fact, a study by Forrester shows, 72% of buying decisions begin on google [46]. Therefore, the chances are customers could be typing questions directly into google searching for help.  It is important to carry out research and learn as much as possible about target audiences, to accurately predict the type of questions that may be asked. The use of how-to blog posts, videos advertising on social media and Google, also, remains crucial and helpful while raising awareness to attract customers. Systems can be categorised within the back end to split information based on topic across each recorded blog post. This works to avoid confusion while visiting ecommerce sites for view online sources, though stating the correct relevant information required to build further potential partnerships.

2.7.2. [bookmark: _Toc69808973][bookmark: _Toc72143763][bookmark: _Toc72145167][bookmark: _Toc72191862]Consideration

The second stage is all about expanding the association made between a brand and consumers need during the awareness phase. After carrying out initial research, customers may decide to make a purchase to solve their problem. This result may be based upon expertly targeted awareness stage content; the correct brand has been discovered creating certain aspects of interest [47]. Based around the outcome this is an appropriate moment to reach out if contact has been made. During stages of consideration, possibilities of prospects are likely be comparing a company’s brand, up against other competitors. In this case marketers must highlight, exactly, what differences a set business has making them better than the rest. Further pushes for sales can be addressed through demonstrations of price guides, product demos, webinars, and FAQs. This shows full volume of support, while trying to be helpful and friendly as possible demonstrating good quality customer service. An example can include, not losing business over something minor, such as taking too long to respond to a query. Thus, 78% of consumers do not make an intended purchase due to poor customer service [48]. Generous consideration can help ensure that no loss of business is received. A useful example companies can use is Google E-A-T. Google E-A-T allows real accredited experts within a specified field to review services based around knowledge [49].

2.7.3. [bookmark: _Toc69808974][bookmark: _Toc72143764][bookmark: _Toc72145168][bookmark: _Toc72191863]Decision

At the third stage, customers would likely have all the correct data required to make an informed decision. All set options can be narrowed down, to select few possibilities, to go ahead with a purchase. Before making any type of purchase, most customers would wish to know which option offers the best product or service containing the best features at a suitable price. Customers need the finest reassurance to ensure the correct choice is being made. Spiceworks recorded over 97% of customers rely on recommendations and reviews during the buying cycle [50]. Therefore, testimonials and case studies from existing customers should be implemented on websites demonstrating experiences. A live demo can be a great way to communicate options face to face using audio visual services (AV). This can help establish a solid relationship and answer any enquiries of a prized product. AV is a visual concept where solutions can be shown within a virtual online rendered room. Each solution can be accessed individually to learn further details or create contact to book a demo or enquiry. The target is to make a sales process as enjoyable and comfortable as possible for every single customer [45]. Further recommendations around useful decision making for customers can include, the possibility of comparing different technical products to witness comparisons based around a variety of prices and specs. This can be implemented using benchmarks, to put selected information into context to receive the best available deal. These changes can be run through social media, allowing further traffic to flow attracting additional customers to good quality customer service. Using digital AV services can assist the process of buying products using visual brands and human aspects. Most buyers state the process of human interaction is critical during the process of any sale to make a final decision.
[bookmark: _Toc69808977][bookmark: _Toc72143765][bookmark: _Toc72145169]
2.8. [bookmark: _Toc72191864]Social Media Marketing Technology

Social Media Marketing Technology (SMMT) refers to the utilisation of social media and social networks to promote a company’s products and industries services online [58]. SMMT has been recognised to help build an online business presence. These selections of tools remain important while supporting marketing officers alongside entrepreneurs who are working towards making further investments. Technology tools offer further assistance to help create a sense of balance while taking a business to the next level. Social media marketing gives companies different methods to connect with existing clients while reaching to attract new customers [59]. This can create further communication to be established while allowing them to publicise their desired mission, or tone appropriately. As society progresses further online marketing environments depend heavily on the use of purpose-built data analytics tools. These tools allow marketers to track the success of their efforts while executing exercises of social media marketing. Further aspects of marketing could include stating that customers can have the opportunity to receive discount codes or vouchers on their first purchase for example. This is an effective way to draw attention to an online business profile.

2.9. [bookmark: _Toc69808978][bookmark: _Toc72143766][bookmark: _Toc72145170][bookmark: _Toc72191865]Social Media Management Tools 

Social media is playing an ever-increasing role within marketing which can become overwhelming [60]. The management of social media can help professionals to understand the processes stronger than ever. SMM is the method of creating, promoting, and managing content across social media channels [61]. These tools are beneficial for entrepreneurs or additional business owners. The use of management tools can help apply a selection of social media platforms. A variety of examples can consist of Facebook, Instagram, Twitter, LinkedIn, and YouTube. According to Sprout Social, in 2021, the most prevalent Facebook users are between 18–29-year-olds. Holding a rate of 88% does suggest Facebook should be the main concern [62]. If a targeted audience is 65+ that does not mean Facebook ads should be avoided, as other customers are still likely to make use of Facebook rather than Instagram, Twitter, or LinkedIn. To be successful at social media management it is important to create the correct content for customers based upon what users expect to gain out of  available services [63]. As time progresses customers may be willing to make a purchase potentially leading to future partnerships or contracts. A customers first interaction with a brand, right through to where a purchase is eventually made is all part of a buyer’s journey (see 2.6). This is a vital role of helping business to control how customers experience brands. When it comes to creating a brand across all social media platforms certain tools are required to help make a task easier to complete and understand the data [64]. This can form part of a business social media marketing strategy. The data helps to expand marketing further using premium features to conduct the role of social media management. In this case each business must assign a set budget to remain within calculated costs. To help control each social media platform, businesses can make use of a social media management tool. The following section looks at management tools Agorapulse and Hootsuite.

2.9.1. [bookmark: _Toc72191866]Agorapulse

Agorapulse is a free packaged software application, which was founded during 2010, in Paris France [65].  The tool is a social media management application that can be used to respond to comments, poll reports, schedules plus lots of bonus features being considered further. Agorapulse is an easy-to-use social piece of software that allows users to drive further engagement and build authentic relationships on one platform. The tool can be applied to connect and manage all business social media accounts. Each tool shall be reviewed further. A screenshot of the Agorapulse dashboard can be seen observed in figure 8 below.
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[bookmark: _Toc69808328][bookmark: _Toc71154485][bookmark: _Toc72161534]Figure 10 – Agorapulse dashboard

2.9.1.1. Publishing

Agorapulse holds a well organised composed windows that allows users to preview their posts in real time as their created. This allows adjustments to be made before making posts. The positive aspect of previewing posts is it allows further analysis as post can be restricted using metadata based upon specific choices of location. This can be beneficial while ensuring to target the correct audience. Furthermore, compared to other tools Agorapulse can create hashtags sets, which are a list of hashtags that can be used on social posts. This is especially useful and helpful on Instagram, where businesses may choose to use the same hashtag multiple times. Based upon Instagram the program contains a simple switch that can be utilised rather than posting directly, a notification can be sent to a mobile phone to add other themes before directly publishing any information online. These benefits can make the aspects of pursuing high performing content more straightforward to understand. These understandings can be adjusted depending upon the platform type, alongside the required communication methods. Agorapulse offers a range of multiple features that can be addressed further. Overall, the publishing function persists towards remaining quick and simple for all users to operate.



2.9.2. [bookmark: _Toc72191867]Hootsuite
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[bookmark: _Toc69808329][bookmark: _Toc71154486][bookmark: _Toc72161535]Figure 11 - Hootsuite Website

Hootsuite, established in 2008 is the most popular and well-known social media management tool with over 10 million users as of 2015 [66]. The management tool allows businesses to have the ability to manage multiple social media accounts from one main dashboard. This allows businesses to pre plan posts to have everything scheduled out ready to post at a delayed date. Most features can be accessed using the free version at no cost, but this only offers limited access to social media accounts. At a set cost, Hootsuite offers users a variety of tools. These tools provide abilities to create lists, filter split social accounts, schedule posts, and analyse reports based on the activity of analytics on their platforms [67]. This can be conducted on unlimited accounts unlike any standard accounts that are limited.
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[bookmark: _Toc69808330][bookmark: _Toc71154487][bookmark: _Toc72161536]Figure 12 - Hootsuite Pricing Options
Hootsuite offers four different price options; a professional option costing £39.00 per month, a team option costing £99.00 per month, and a business option costing £520.00 per month, with Enterprise requiring contact to request a price [68]. Each option provides different elements which can be identified in Figure 7. These features contain unlimited posting options, message scheduling, additional user profiles plus access messages in one inbox etc. Users wishing to test the product can experience a free trial or request a demo from developers. This ensures that customers are making the correct decision. 
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[bookmark: _Toc69808331][bookmark: _Toc71154488][bookmark: _Toc72161537]Figure 13 - Hootsuite Dashboard

Figure 8 displays a screenshot of a Hootsuite dashboard in working action. This dashboard has been set to focus on Twitter and displays the tweets, mentions, replies and hashtags for a business. Hootsuite has been created to provide full vision to clients. This allows full accessibility to each post across all platforms to review processes. 







2.9.3. [bookmark: _Toc72191868]Email Marketing tools
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[bookmark: _Toc71154489][bookmark: _Toc72161538]Figure 14 - 8 best Email Marketing Tools – Hubstaff

Despite the growth of mobile messaging and chat apps, e-mail is an integral part of daily online life. Researched data shows that there are over 4.3 billion email users worldwide [69]. Due to most individuals making use of e-mail, a business cannot afford to not have access to an email marketing strategy. Email marketing is an efficient way to convert leads into sales by sending personalised emails to targeted audience. If a customer has expressed any interest in a product, companies can make contact through email. Email marketing is effective at each stage of the customers lifecycle or a buyer’s journey. This can include sharing newsletters with customers to learn more or promote products, providing additional discounts to encourage customers to make a purchase. A common type of email campaign is abandoned cart. Abandoned cart emails offer companies an incentive to reach out to recover customers who have added products to their cart but failed to complete the checkout process. Whilst generally large companies have access to resources and capacities to employ social media consultants, small businesses may not hold similar opportunities. In order to offer further support Email Marketing tools Mailchimp and Mailerlite can offer services to control the flow of communication across a company.




2.9.3.1. Mail Chimp
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[bookmark: _Toc69808332][bookmark: _Toc71154490][bookmark: _Toc72161539]Figure 15 - Mailchimp Logo

Mailchimp is a free online program that can be used to send emails, invitations, and reminders to clients. This is a platform that can assist and expand a lot of use particularly for new growing business, or new entrepreneurs entering the industry. Companies can distribute emails as marketing campaigns. MailChimp is one of the most popular email marketing platforms, due to its ease of use and ability to create great-looking emails with a drag-and-drop user interface. While logging into Mailchimp first time, one factor that is always goes noticed is that emails are known as campaigns. Campaigns are fantastic as these allow a split between emails to test which is the best campaign to lead. This is an ideal platform to use to send multiple emails. Mailchimp has the ability to keep track of all business mailing lists including individuals who have unsubscribed or made past purchases. A selection of features can be addressed throughout this product. These features can include: -
· Tracking which emails have been open and closed using A/B Split for campaign testing 
· Ability to create emails based upon a specific brand creating trust between customers 
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[bookmark: _Toc71154491][bookmark: _Toc72161540]Figure 16 - Mailchimp website

While using this application for the first time, it is important to be aware of what level account is being activated. At a set cost, Mailchimp offers users a wide selection of levels. Each different level can differ where an account can have more subscribers and send out extra emails to an additional number of people compared to basic access. If a user has a basic entry level access up to 7000 emails can be distributed to up to 2000 individuals. If at any time a business feel their outgrowing simple free access, there are many reasonably affordable options that can be considered to upgrade and still keep any information in the same place. All features within this application can be learnt without any coding language being required. This is a high-level benefit for any business for tracking or recording data. This can always increase a company’s bottom line leading to further expansion due the wide selection of ways to engage with customers. Another reason to consider using MailChimp as a small independent business is that the platform is scalable, as companies grow working towards affording more of its features and services. This is a great way of catering for all users to avoid not losing any customers.







2.9.3.2. Mailerlight
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[bookmark: _Toc69808333][bookmark: _Toc71154492][bookmark: _Toc72161541]Figure 17 - Mailerlite Dashboard

Mailerlite is a web-based email marketing software that has helped over 800,00 companies since it was founded in 2005. This email management application has been growing rapidly over the last few years becoming more popular. This platform offers freelancers and businesses access to a highly effective email marketing tool. All features are combined within packages set at reasonable prices. Pricing is one of Mailerlite biggest advantages, offering customers a free plan while access to reasonable features. Unfortunately, customers must be aware that having access to a basic package only allows a certain number of messages. This package comes with a 12,000-email cap and 1,000 subscriber limits. In order to continue promoting customers must put up with a small MailLite watermark on outgoing emails. Once users progress towards moving to a paid plan, which are not overpriced, unlike other marketing tools. Mailerlite offers some positive aspects offering a way for customers to track a campaign’s performance, thanks to its reports and analytics abilities. This can track which subscribers have opened sent emails and clicked on any embedded links. The Mailerlite marketing software presents high class assistance to customers through email and live chat. The support unit is available 24/7 and speaks multiple languages, providing support for customers worldwide. Unfortunately, live chat support is only available to paying customers. If customers make use of free available plan, users have to seek additional support via email. Customers can access background knowledge and tutorial videos that can offer further assistance making certain aspects easy to learn.
2.9.4. [bookmark: _Toc72191869]Data analysis

This procedure is taken while assembling data to produce reports. Each report can be based upon key metrics used gathering information from one or multiple social media accounts. This can include gathering information from stakeholder conversations across digital media accounts. These structured insights can include a number of important factors required to drive business decisions. These factors include more information to compete with similar brands or partnerships. Factors reveal that data and statistics are already being used by organisations to prevent future events from happening. This can assist while implementing specific measures to prevent these events from taking place. It includes extracting data such as tweets, shares, likes, and hyperlinks. Certain business may wish to exchange information between each departments and communities of different languages, to expand business further. Business Intelligence Solutions (BIS) can use API connectors to offer marketers the capability to study data captured, which are generated by popular social media platforms. These platform examples can be recognised as Twitter, LinkedIn, or YouTube. This analysis provides a quick and cost-effective way of understanding the impact of social media marketing events. Further aspects of data analytics can be carried out through the use of marketing tools. 
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[bookmark: _Toc69808334][bookmark: _Toc71154493][bookmark: _Toc72161542]Figure 18 - Business Intelligence solutions






2.9.5. [bookmark: _Toc72191870]Online Adverts

Social media promotion is the process of using paid adverts on social media to direct people to a destination. Recognised platforms including Facebook, Twitter and other social networks are filled with millions of active consumers. Paid social media advertising is very different to any other form of advertising, due to how adverts are displayed. A Facebook advert will look similar to a basic Facebook user post; therefore, these specific adverts are created to be less destructive, while generating large amounts of virtual engagement. Paid marketing adverts on Facebook has been recorded to have over eight times the click rate compared to regular adverts [70]. Using paid social media promotion is a great opportunity for a business for numerous reasons: advanced targeting options and prevalence of mobile devices. Due to social media gathering such a large amount of user information, paid social can attract and target audiences in a wider variety of ways. Mobile users are already constantly checking social content multiple times of day on various electronic devices [71]. Paid social is the most excellent way to reach out frequently without generating any disruption. These points help out while working towards raising further awareness of any business and boosting sales. 
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[bookmark: _Toc69808335][bookmark: _Toc71154494][bookmark: _Toc72161543]Figure 19 - Social Media Marketing campaign



2.9.6. [bookmark: _Toc72191871]Graphic design

These days, digital environments are filled by tweets, posts, texts, and messages on customers devices. While users devote a set amount of time aside digesting information, users can easily become attracted by certain brands. Graphic designs are visual content used in digital marketing. Whether it is a Facebook profile, Twitter background, website header or blog, graphic design works towards creating a brand. This can benefits companies massively to gather new customers to extend both fresh and alternative products. Many customers are visual learners, so they are likely to memorise brands visually, as an alternative of hearing or reading about them. Both a company’s brand and logo plays a large part in just how a product or service is recognised and understood by consumers. Using appropriate and attractive graphics to strengthen brands can be perfect to build trust with consumers in order to show reliability and full professionalism across a business. Having client testimonials can help to create goodwill for products, while showing potential customers a positive brand history. This can create large advantages within a buyer’s journey possibly leading to purchases being made. Marketing tools such as Canva can offer various templates for everything from social media images to marketing flyers and business cards. When it comes to designing and sharing marketing images, marketers will not find a decent quality tool available similar to Canva. 

2.9.6.1. Canva
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[bookmark: _Toc69808336][bookmark: _Toc71154495][bookmark: _Toc72161544]Figure 20 - Canva logo

Canva is a powerful suite of graphic design tools available on the web as well as an app on Android and iOS. This tool that has been created to support non designers. It is certainly true that the templates and intuitive tools mean users can create something professional-looking very rapidly. Over 6.7 million people rely on Canva to make excellent graphics for social media alongside prints without requiring any additional software or experience. As Canva remains online there is no software required making everything cloud based. The application offers pre-made designs for many different ideas. There is social media graphics, presentations, and posters. Every Single design can be modified based upon designs to match a brands colours or match personal colour preferences. Designers can begin with a template or a completely empty space and build a personal design based on requirements. This product offers both free and premium access to all users, which is a great way of deciding whether or not the offered service is suitable. The only difference between premium is customers can access additional templates and tools. All Designs can be synced between each device through the use of a cloud on a customer’s account. While comparing Canva against other design tools such as Adobe Creative Cloud, there are a large amount of differences. Depending on personal experience certain people may choose a simpler, option that takes minutes to learn and that's exactly what Canva is. While advanced consumers may require extra tools in terms of functionality and flexibility, there is no disagreements with the value of the results that Canva can produce.

2.10. [bookmark: _Toc72191872]Social Media Platforms

Across the internet there are a wide selection of social media platforms available that companies and marketers should be engaging with. With large amounts of social media platforms being available it can be difficult to select which platforms are best suited for a commercial environment. People can be persuaded to experiment with all platforms in order to achieve the best maximum potential, however certain platforms are not necessarily built or suitable for all brands [72]. Different types of social media can have an influence on how companies can interact with customers [73]. This can include assessing what kinds of contact is made or how often business account shall be monitored. This is why companies certainly should understand the kinds of platforms and analytics that are open for use. Although certain platforms offer their own analytics services, there are other platforms available that can integrate all platforms together [74].

2.10.1. [bookmark: _Toc72191873]Facebook

Facebook is the most used social networking service within society. Users within industry can create profiles to interact with other networks or colleagues to discuss common interests or trends. Facebook hold its own personal analytic system to monitor progression and engagement with posts alongside a business manager. Facebook hold a Business Manager, this is a free tool that allows industries to manage all their accounts, advertisement campaigns and selective permissions all on one dashboard [75]. This allows organisations to monitor ,exactly, how each are functioning and where additional improvements must be produced. Figure 19 shows a screenshot of the dashboard showing an active Facebook page and how many people have reacted to a specific page.
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[bookmark: _Toc72161545]Figure 21 - Facebook Business Suite

2.10.2. [bookmark: _Toc72191874]Twitter

Twitter can be used by a business through a Personalised account [76]. Each account can offer useful features to allow posts, tweets, or adverts to be published to connected followers. Each tweet is only limited to 140 characters since there are millions of conversations every day. Twitter does not only allow businesses to tweet anything, but customers can communicate for support through the application. Additionally, departments can track whether promotion is growing stronger or weaker by monitoring statistics on each tracked tweet, profile visits and mentions [77]. Figure 14 is a screenshot of UWTSD School of Applied Computing Twitter page from a consumer's viewpoint.
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[bookmark: _Toc71154497][bookmark: _Toc72161546]Figure 22 - Twitter Profile example
2.10.3. [bookmark: _Toc72191875]Instagram

Instagram started as a photo sharing service that introduced video sharing service. Developers were inspired by the sudden popularity of similar platform vine that dissolved during 2017 [78]. Instagram has a 15 second limit of videos, which is twice the length of videos on vine. This means more brands are using Instagram to promote their products through videos and images [79]. The aspects of multimedia allocates great variety of creativity, while helping raise brand awareness through visuals. Online videos is set to become the next big advertising agent. [80] Posts can automatically be mirrored across multiple platforms, allowing additional time to develop promotional content further. Figure 21 indicates an example of a Business page. 
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[bookmark: _Toc71154498][bookmark: _Toc72161547]Figure 23 - UWTSD School of Applied Computing Instagram page

2.10.4. [bookmark: _Toc72191876]LinkedIn

LinkedIn has been categorised as the world largest professional network helping individuals find and collect new opportunities across companies every day [81]. Compared to other platforms LinkedIn is where colleagues can make business connections with their peers. One of LinkedIn`s most distinctive features is connections [82]. Connections collate members to each other through the use of common contacts. This is more suited to enterprise as there are groups presented for almost every profession. Together with LinkedIn companies intend to take more control, while selecting what appears in search engine results. By holding a robust profile companies are more likely to generate additional partnerships. Having business platforms connected can allow quick and easy communication while on the go. These features can allow opportunities to gain the best out of the Platform. 
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[bookmark: _Toc71154499][bookmark: _Toc72161548]Figure 24 - UWTSD Student Union LinkedIn Business Page

2.11. [bookmark: _Toc72191877]Return of Investment
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[bookmark: _Toc71154500][bookmark: _Toc72161549]Figure 25 - Return on Investment
A big challenge for marketing is demonstrating its business value [83]. Return of Investment (ROI) helps by measuring the performance utilised to evaluate the productivity of an investment or assess the effectiveness of several different investments [84]. This can fully depend around the amount of depth and what investment is being judged. ROI can be recognised as a popular metric due to its simplicity. It stands as essential within a business to clarify a full understanding, ensuring no implementations have any serious effects. It is simply a measure used to investigate money gained or lost upon an investment [85]. The term ROI is what people expect to get back from what is being spent as an investment [86]. Marketing campaigns can be recognised as investments, which need to me measured alongside all smart investments. This ensures that all money has been spent sensibly. Companies can calculate ROI in certain ways, but the simplest formula can be recognised. ROI is the calculation below.
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[bookmark: _Toc69808337][bookmark: _Toc71154501][bookmark: _Toc72161550]Figure 26 - Formula Measuring Return of Investment
This calculation can result in a positive or negative percentage. "Current Value of Investment” refers to the proceeds obtained from the sale of the investment of interest. As ROI is measured as a percentage, it can easily be compared with returns from other investments, allowing one to measure a variety of types of investments against one another [87]. If a marketing campaign does not have a positive ROI, then it should not be undertaken. Each campaign can be compared to identify the best approach based around results. If other prospects with greater ROIs are available, these signals can help investors eliminate or select the best options [88]. An example can be comparing to different results, if a marketing campaign produces 70% and the other shows 150%, the chances are that marketers shall choose to spend the most budget on the campaign showing the highest performing result. Therefore, investors should fully avoid any negative ROIs, which indicate a net loss. Calculating the ROI of marketing efforts can be tricky but can assist to display any marketing efforts to directors. The better understanding of ROI, the more information can continuously improve methods of marketing investments. It shall help to spend or set a budget for campaigns that can create high returns for any company. The more money that is generated within a business, the higher change of further expansion within the future. Unfortunately, ROI is not always used in the way an accountant would understand it causing certain difficulties.

2.11.1. [bookmark: _Toc72191878]Measuring ROI Using Social Media

Most markets are measured by how companies respond to certain use of metrics while depending on each marketing campaign [89]. Revenue is one of the ultimate indicators of social media marketing success, but depending on a company’s sale cycle, it can take time to collect new customers from a social media campaign. The most important factor to keep in mind, while measuring social ROI, is to use the same metric that is used for all other social channels [90]. Directors also want to be tracking any social media expenses to calculate ROI against other outgoing marketing campaigns. A key example can be, tracking the amount of costs required to maintain social media software and services. Once full understanding of each social media aspect  has been assessed, cost amounts can be mapped to companies’ social media campaigns to determine the overall ROI [91]. Failing to notice or answer any client concerns via online, social media marketing communities could result to someone switching to an industry competitor. In this logic, customer service can provide a huge ROI while requiring just a little bit of extra effort. The ROI of a social media action is calculated by dividing the net income by the cost of action while multiplying by 100. It can also sometimes be possible for ROI to appear as negative, in this case further amendments must be made to campaigns. All findings must be reported back to team members and executives. When it comes to measuring ROI, the benefits are endless, therefore, adjusting campaigns to be more effective and moving spends towards plans that can be more beneficial to a business can lead to success [92].

2.12. [bookmark: _Toc72191879]Evaluation

The literature review explained the definition of social Media, explaining each meaning and its overall evolution ( see 2.1.1). This part linked into a brief evaluation of key social platforms in further detail. This broke down the topic as a way of deciding each potential approach based upon just how popular each platform seemed. Social media has expanded to be become one of the greatest and most used communication methods within the business industry. This shows how important social media is within industry. This can only be possible through certain steps being applied within marketing known as cores. For A process of each core pillar within social media marketing (see section 3.4). It remains important to understand how each approach can assist social media marketing, while exploring and evaluating each pillar separately. Each pillar enables social media marketing to remain vibrant. After analysing each pillar, it became clear how every point can be separated allowing companies to expand their marketing strategies further using different methods. It remains important to investigate all qualities within each accessible marketing tool that are available to companies. This can link up to a buyer’s journey. The buyer’s journey was made up of 5 steps: Awareness, Consideration, Decision, Retention and Advocacy. Without reliable marketing tools companies can experience a low rate of ROI. Based upon each pillar, a buyer’s journey can allow companies to expand further to measure ROI. ROI can be credited as a popular metric due to its simplicity involved while measuring amounts of investment further across a company. A process of ROI can be observed (see 2.9).
Overall, the literature review investigated many key aspects of social media within marketing, how it commenced to expand to offer the most popular utilized platforms. After exploring each technology tool, it was made clear that each tool offers senses of both positive and negative points. The majority of negative points can be prevented by choosing the best suited tools based upon a company’s gain out of each service. Certain aspects within the literature review also uncovered how a business may turn towards social media to expand promotions further. Each measure is documented through adapting a social media marketing strategy. Overall, the literature review has showed that social media is an important process taken within marketing due to amount of advantages offered to expand enterprises further.
 
3. [bookmark: _Toc72191880]Research Methodology

In order to successfully gather together all the essential information needed to accomplish and recognize this topic; a large quantity of research must be carried out on various subject matters and areas linked to the project aims. The goal of this section is to produce the aspects of each procedure that shall be conducted to accomplish the research objectives:
· Produce and distribute a survey based on “How Social Media Marketing tools Affect the ROI of a Specific Company”, with questions being formed from data throughout the literature review
· Analyse the survey results based on social medias impact within organisations
· Test marketing tools using various social platforms, to determine the real influences it provides  upon companies.
· Compare and evaluate the results of a distributed survey, structured focus group and literature review. This helps to achieve the projects aim while obtaining a full conclusion on the assembled research. 

3.1. [bookmark: _Toc72191881]Research Philosophy

According to McNeill, “research is the process used while asking questions about a specific subject or topic, using resources to find the answer, and communicating the findings of your research to others” [93]. McNeill goes on to explain that the objective of research is to increase a user’s understanding and stock of knowledge. Any research that is undertook will generally be primary or secondary knowledge. This project shall contain findings from both primary and secondary resources, and each phrase shall be specified within this project report. While all of the necessary research has been achieved, all marketing tools must be assessed and executed. This process shall follow a firm set of procedures that are put into place by the chosen methodology. Finally, each method will go through a testing procedure in order to allow a full evaluation to go ahead. The final testing results shall signify whether each chosen marketing tool has achieved their anticipated purpose, and which method is deemed most appropriate for a marketing department or company. 

3.1.1. [bookmark: _Toc72191882]Positivism and Phenomenology

Positivism is a social phenomenon that can only be identified through subjective data that is gathered and investigated to understand feelings and ideas . Certain examples include case studies, research, and focus groups. [94] Phenomenology is a social phenomenon that can only be understood subjectively through data that is collected and examined to understand further ideas. Certain examples can involve documentation, studies, surveys, and focus groups. [95]
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[bookmark: _Toc71154502][bookmark: _Toc72161551]Figure 27 - Features of the main paradigms

In order to conduct valid research to accomplish each research objective, aspects of phenomenology shall be used. phenomenology shall be used to complete the objectives while working with documentation, a literature review representing sources of second-hand information, a survey to test marketing tools alongside conducting a focus group with a head of marketing department within a company.
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[bookmark: _Toc71154503][bookmark: _Toc72161552]Figure 28 - Characteristics of Positivism and Phenomenology
3.2. [bookmark: _Toc72191883]Research Approach

Figure 26 and 27, refer to processes taken within a research framework; they show two different philosophies  which can be used in most theory driven projects.  Before beginning a major project, it is worth looking at which philosophy suits this field of study and the approach that comes with it. An Inductive approach is involved with the generation of new theory emerging from information unlike a deductive approach that is aimed towards testing a specific theory. In order to perform sufficient and trustworthy research to achieve each objective, the inductive approach shall be utilized. This entails collecting and analysing data.

3.3. [bookmark: _Toc72191884]Research Strategies

This section defines the chosen research strategies that will be applied to complete each objective within the project. A list of research strategies that can be applied includes an experiment, document review, and a survey. In order to perform valid and reliable research, the strategies that shall be used are a focus group and survey. Through these strategies’ documentation shall be produced . Documentation is part of the Phenomenology strategy. The survey shall be created and distributed to complete the first, and second objectives within  the proposed research, while taking part in the focus group shall help achieve both third and fourth objective.  From this strategy It has been made clear that the obvious research philosophy for this project is Phenomenology.

3.4. [bookmark: _Toc72191885]Data collection

[bookmark: _Hlk72156974]Data collection is defined as the procedure of collecting, measuring, and analysing accurate insights for research using standard validated techniques [96]. This allows full testing of hypothesis and evaluation of outcomes. The following section discovers the procedures that will be applied to collect the data to answer the planned research question. These consist of a survey  and a focus group.




3.4.1. [bookmark: _Toc72191886]Survey

[bookmark: _Hlk72157020]A survey is a research instrument consisting of a set of questions that intends to collect information from a respondent [97]. A research survey is usually a mix of close and open-ended questions. Chudoba states [98], a recommended number of questions in a survey is 10. A survey will collect primary information from marketing departments to help understand the real impacts social media has had within their industry. The first drawback is looking out for marketing professionals to complete a survey. This can be overcome by ensuring plenty of marketing officers with experience are contacted. Unfortunately, certain people may not be available to receive a survey, so response rates can be low. This can be solved by ensuring a large number of individuals are invited to take part. Each question shall be based around topics such as Social Media marketing tools, a buyer’s journey, and ROI.

3.4.1.1. Validity and Reliability

Due to a low amount of cohorts the survey has ran into a pitfall making reliability low. Throughout this project information can differ based around location and situations across the world. As expected, this project does not state an accurate representation of what is going on within the real-world environment. This can differ due to a low amount of cohort, but it is a starting point in order to progress further. Within different cultures and countries, it is understood that aspects of Marketing can differ compared to the UK. For example, Marketing officers may operate differently in India for various reasons. As experienced during the course of Covid 19 most marketers could have been required to amend normal operation to become more digital. For these reasons, collected information may not be reliable but is a snippet of what is going on currently throughout this world even at times where marketers are experiencing new online marketing tools and platforms.

3.4.1.2. Creating survey

[bookmark: _Hlk72157104]The survey shall be produced through Google forms, an online platform that offers a form creation tool to accomplish high-level findings [99]. At the beginning of this project the ideal facility to construct any questionnaires was Survey Money. Unfortunately, while constructing sample questionnaires the service only allowed up to 15 questions to be included which limited what questions could be included. Google Forms allowed unlimited questions to be included allowing good quality data to be collected for research. For this reason, Google seemed a suitable approach. While comparing each platform Google offered a simple dashboard layout demonstrating good usability techniques. Each program offered a variety of superb templates making a survey construction as easy as possible while saving time. All questions within the survey shall be decided based upon secondary information collected within the literature review. Each question has been divided into specific categories based upon each topic. This allowed each question to blend into each other making a user’s experience a lot more pleasant. In order to remain professional no images were applied but all results shall be converted into Graphs to visualise.

3.4.1.3. Targeted audience

When it comes to getting results intended for Social Media marketing, one of the most important considerations to remember is to target the appropriate audience. Having a set audience can entail recognising exactly who each individual is alongside how far within the social media world they are. This is crucial as not everybody shall be fascinated or experienced within this subject. This can only work while applying the correct resources wisely such as time. The ideal targeted audience for the survey will be marketing professionals within industry. This is due to the fact these people would be most suitable and qualified to answer questions. This can consist of marketing officers within universities or small businesses. Whether participators are entrepreneurs or influencers, the factors that brings everyone together is assessing an interesting topic as this is the unique factor everyone is interesting in. Alongside Marketing professional’s alternative audiences could have been selected such as buyers or product managers. The topic of marketing can consist of both a buyer’s journey and measurement of ROI. Unfortunately, due to time limitations it seemed wise to focus on surveying professionals within the subject due the amount of experience these clients would have with SMMT while measuring success through ROI.

3.4.1.4. Distributing a questionnaire

A designed survey shall be circulated through a suitable method to connect with a large number of contributors to achieve suitable analysis. Circulating a survey can help gain feedback on ideas allowing people to give feedback on suggestions to improve further. Each individual shall be contacted via email to complete a survey; email shall include a polite invitation alongside benefits of participating. The alternative way of collecting responses is social media. As Marketing professionals may not disclose social media accounts email remains the best way of making contact. The survey has been planned and designed while considering each appropriate question. It is critical to consider how every single question is relevant to the subject matter alongside how participants shall react while answering.  This helps to give a better understanding on a topic alongside clarifying why a certain question is being asked. The ordering of all questions is important as this helps brings logic and flow to the survey. A copy of the designed survey can be found within Appendix 2.

3.4.1.5. Pilot survey

[bookmark: _Hlk72157490]Before distributing a finalised version of the survey, a pilot sample was conducted between key individuals. According to research, a pilot survey is a “approach taken to test a survey using a reduced sample in comparison to an intended size [100]”.Conducting a pilot facilitates full improvement of the survey through allowing additional feedback to be collected from the respondents completing the sample. The pilot survey was circulated amongst 3 individuals; a university enterprise lecturer who runs a business, a LSA and a marketing officer of a technology firm. The lecturer recommended making certain changes. This included adding multiple checkboxes and revising “how would you describe ROI?”. Apart from the slight adjustments, he was happy with its condition. Once these amendments were made, the pilot was sent to the LSA and marketing officer. Both individuals were happy with the survey and had no further comments. A copy can be discovered in appendix 2.

3.4.2. [bookmark: _Toc72191887]Focus Group

According to Jung Yun [101], a Focus group, is “a gathering of individuals who share common interests and who are asked to take part in an interactive discussion”. Cottrell declares [102], in order for an interview to be successful, it must  
1. Contain a selection of pre-prepared questions. 
2. Involve many sections where each section must end with further points that can be made available for further discussion.
3. Contain relevant information for attendees to address questions or concerns.
4. Remain true and appropriate to all attendees while sticking to a series of actions.




3.4.2.1. Advantages and Disadvantages

A more useful approach to this project is to focus on selecting data that are appropriate to each research questions being studied and the resources that are available to the researcher. This includes duration of time and personal expertise. Implementing aspects of project management can rationalize project performance and enhance overall organizational performance within a project. The first most important advantage of planning time within a project is by using a Gantt chart or making lists. This is because throughout a project full time management must be taken to ensure any assigned deadlines are met effortlessly in an expected time period. This also demonstrates good quality planning techniques. Next a structured interview with a head of marketing officer within a technology company shall be conducted. This helped massively while discovering the impacts each researched social media marketing tool has within a business. The second advantage of conducting a digital focus group is the wide variety of data that can be collected. This helps to conduct further analysis alongside a survey. Unfortunately, due to Covid 19 restrictions no face-to-face contact could be made. For this reason, everything had to remain digital using Microsoft Teams. This created certain disadvantages such as technical problems including unreliable network connections to conduct a meeting which can be avoided if conducted face to face. Conducting an informal interview helped to gain a full insight into how much effort is involved behind the scenes to create and maintain a company’s brand both online and offline throughout a buyer’s journey. Due to time constraints, there will a limited amount of time available to conduct an interview, along with a restricted amount of time to evaluate each marketing and technology tools used by this company. This was avoided by allowing additional time to assess and monitor any impacts on marketing tools through certain social media accounts.

3.4.2.2. Objectives

· Conduct a qualitative interview with a marketing officer a find out how companies use analytics or marketing tools
· Evaluate marketing tools through the information collected throughout this interview
· Create an online business account to measure analytics by using available marketing tools
· Monitor a page over a certain amount of time to determine any impacts based upon each marketing tool.
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2.4.2.1 
2.4.2.2 
Validity

Technology helps provide customers a better service while ensuring a company keeps up with any latest trends to keep ahead of competitors and not miss any opportunities. Comcen currently use social media to advertise services, but continue to expand further to cater for a buyer’s journey. This invokes keeping up to date with new developments. As an organization, it is important to remain modern on technology or face loss of trade. Companies attend to approach buyers as a way of allowing customers to try out new things through the use of demos. Many companies will offer alternative editions of new software that customers can demo or try for free even before making a purchase. keeping ahead of time with technology is a requirement if a company anticipates long term strength and expansion. Social media can be a very valuable tool to keep on top of any up-to-date products. Firms often maintain customers communication through their social media. This can assist to understand exactly what customers wish to see on market. This is why identifying the buyers journey continues to be useful while improving validity through the rapid progress of technology. For this reason, It can benefit businesses to work alongside industries such as Microsoft,  to receive regular technology updates to improve everyday experiences. 

Interview
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[bookmark: _Toc71154504][bookmark: _Toc72161553]Figure 29 - Focus group with Kim Wills - Head of Marketing at Comcen

Firstly, to achieve each objectives of the interview methodology (see section 3.5.2.2) a focus group was conducted together with Kim Wills, a Head of marketing who works as part of a company known as Comcen. This purpose was to discover further information required to assess how Social Media marketing tools are utilized  for a buyer’s journey. A transcribed interview can be accessed in Appendix 1. The first subject discussed how Comcen measure success through marketing alongside each aspect of social media. There are various metrics used to determine how many sales can actually be achieved while working with competitors. These can help communicate with customers more to build up trust. Secondly, we discussed different waves of products Comcen use. Alongside offering support for companies and education Comcen provide medical equipment to NHS. Kim explained that Comcen has been using various marketing tools such as Canva to design graphical content alongside social platforms including Facebook to promote business. As expected, it would not take long for technology to slowly change. These tools would be the best places for target audience, as the majority of marketing officers use online tools on a daily basis. 
Thirdly Comcen highly rely on digital marketing. It was confirmed that using social media can help pull customers to the web in order to access available products. This remains part of the buying journey. Finally, the topic that was spoken about was ROI. Posting online updates regularly can keep customers up to date allowing further ROI to be measured. All analytics shall be monitored through tools including Facebook Analytics. The interview concluded after Kim discussed additional information involving certain online tools used by schools. Additional evidence of a focus group being conducted can be seen by referring to Figure 28. Kim’s goal has been to create a digital presence for Comcen with a trusted website and eCommerce platform. 

4. [bookmark: _Toc72191896]Survey Analysis

[bookmark: _Hlk71132559]The purpose of the survey was to establish social media’s impact on enterprises through a selection of questions. The survey was active for 10 days and included 22 questions and received 7 respondents. All respondents were reached by an invitation to complete the survey through email correspondence. Due to current climates a limited amount of marketing professionals were approached to participate due to availability. This shall help keep the project simple to complete within a set time frame.
Based on research conducted (as outlined in the Methodology section),it was discovered that there is a high amount of demand for online Marketing tools within the world of marketing. At time periods moves forward more individuals are making use of social media for various reasons. It was discovered that more people are making use of tool such as Tiktok compared to emailing marketing. Based upon these reasons companies have had to adapt to modern platforms to keep up with new trends of technology. As  younger generations make extra use of the online world, changes must be made to accommodate younger audiences. Even if marketing involves sharing a silly story or video, companies are still getting in front of viewers while building up profits. This can even link to collecting new reviews or future possibilities while extending new opportunities out to clients. The open communication and convenience of social media is extremely helpful while aiming to build deeper relationships with any new potential clients. An example can include  sharing video reviews with potential customers. This is a well-known company goal while developing new audiences and promotional techniques. The survey that were used to conduct this research, alongside results can be found in Appendix 5. Based upon information gathered through both focus group and survey, further implementation of marketing tools shall be carried out while testing certain tools to measure any outcomes. Linking tools back to any set objectives is key as this can be taken further within a company.
4.1. [bookmark: _Toc72191897]Testing

In order to certify that the use of marketing tools can make a difference, suitable testing should take place to investigate each tool further. Conducting experiments can improve and measure user’s engagement between marketing tools. All this can be done to ensure all published content remains productive. To review the general functionality of each application, numerous analysis will be carried out. Marketing professionals shall receive a questionnaire based upon the use of social media and certain opportunities that can be carried out by using marketing tools. All tests will be based on analytics and choice of platform. The first element of this section analyses content posted through a Facebook page, whilst the second will review the tool  ‘Canva`. By testing technology tools further technology skills are being enhanced further while attempting to achieve set objectives.

4.1.1.1. Canva
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[bookmark: _Toc71154505][bookmark: _Toc72161554]Figure 30 - Designing posters through Canva

Before carrying out any content design, businesses must choose the correct information that they wish to share on their social platforms While ideas have been finalised, further constructions can go ahead. Canva is an online graphic design platform which allows users to create engaging content. This is recognised as a creative tool that is well known to allow full communication when it comes to working with Social media. Figure 28 displays a campaigning poster for a Student Union Election. This poster shall be upload onto social media to encourage people to engage. This represents collaborative opportunities for both beginners and designers. For extra information regarding the content posted, (see technology tools Section 2.7.4.1)
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[bookmark: _Toc71154506][bookmark: _Toc72161555]Figure 31 - Sharing posts on Social Media

As witnessed above pieces of text content has been posted online alongside a designed poster, to keep students up to date on a student union election campaign. This has been shared on a Business Social Media page through a Management tool. Further analytics can be investigated to assess any engagements that were made. This represents a process taken during social media publishing. Businesses can work towards monitoring their brands through various ways. This can involve examining the amount of likes or hashtags used to engage with customers while building relationships. This is maintaining, monitoring, and improving the social media account which stands as the job role of an administrator.

4.1.1.1.1. Buffer
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[bookmark: _Toc71154507][bookmark: _Toc72161556]Figure 32 - Buffer Marketing tool online dashboard

Figure 28 shows the  publishing dashboard of Management tool Buffer. A wide variety of content has been published to social media through Buffer on a regular basis, to allow viewers to keep up to date with information across a wide selection of platforms. This  provides certain resources and knowledge to operate online accounts all in one location. Through certain management tools companies can choose to monitor how well  their content is performing by using Buffer analytics or even schedule a post to be shared at a specific time. As expected, a social media page cannot be created and then left to endure on its own accord. This process can lead to the loss of clients which can impact a business financially especially if money has not been invested responsibly using unfamiliar tools or material.
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[bookmark: _Toc71154508][bookmark: _Toc72161557]Figure 33 - Buffer post queue
As technology can be accessed by wide-ranging targeted audiences at different ages, It seems Facebook would be the ideal place to advertise promotions as it is the most commonly used social media platform in the world. By looking at Figure 29 a campaign post had been scheduled ready to be published onto a page.
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[bookmark: _Toc71154509][bookmark: _Toc72161558]Figure 34 - Scheduled post
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[bookmark: _Toc71154510][bookmark: _Toc72161559]Figure 35 - Shared Buffer award on Facebook
By using services offered by Buffer an image has been uploaded onto a post. Through Buffers services this has been published directly onto a Facebook campaign business page.

4.1.1.2. Linkedin
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[bookmark: _Toc71154511][bookmark: _Toc72161560]Figure 36 - Uploading content to LinkedIn

As most industries rely on Business tools, It seems LinkedIn would be the ideal place to advertise business promotions as it is the most commonly known enterprise marketing tool. By looking at Figure 29 a campaign post had been prepared and scheduled to be published onto a page.
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[bookmark: _Toc71154512][bookmark: _Toc72161561]Figure 37 - Published content on LinkedIn

By using Buffer, a duplicated image has been uploaded to LinkedIn alongside Facebook. Through Buffers services this has been published directly onto a LinkedIn page for employers to view. This has been shared across multiple social platforms while demonstrating useful aspects of management tools in addition to other marketing tools.
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[bookmark: _Toc71154513][bookmark: _Toc72161562]Figure 38 - Buffer Analysis

In order to satisfy all of the requirements, each platform analysis needed to be suitably studied. To ensure Online Pages are performing well, all Social Media pages must be monitored through a social media management tool/social media analytics tool. A wide range of selected models can include Facebook Insights or Buffer Analysis. As certain companies may not want to be affected financially while finding ways to analyse or monitor their page’s progress and content, Facebook Insights can be accessed by all companies free of charge unlike Buffer that extends further advanced analysis at an additional fee. By carrying out analysis companies can recognise whether to add some more functionality to the pages, The element also featured a commenting system, allowing all users of the page to add comments on each post that was made. Due to this being an active campaign any administrators would have been requires to be able to edit posts, publish or unpublish posts and also manage user comments. This could have assisted while aiming to gain even more followers throughout the duration of online operation. Unfortunately, due to restrictions and not holding a paid service plan, audience engagement could not be caried out, but this service is available at a set fee. Overall, the results received from the testing samples were helpful and shall assist while formulating conclusions, evaluations, and recommendations.
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Figure 39 - Buffer engagement




5. [bookmark: _Toc72191898]Evaluation

Overall, the literature review, survey and documentation determined that social media has impacted  marketing in a wide variety of ways. Based upon the results of testing, it is noticeable that the marketing tools displayed great methods allowing posts to be easily and quickly shared across multiple social media platforms. Whilst the literature review contained positive information both survey and interviews were used to evaluate these impacts through professional marketing officers. These collected results partly reflected the complexity of both a buyer’s journey alongside the measurement of ROI. As shown in section 2.10, each social media platform has been assessed in all areas which felt to be fundamental in evaluating each marketing tool further. It was felt that, over all of the areas, Facebook alongside Canva was the best suited platforms to design and distribute information. Unfortunately, due to time restrictions only one interview could be constructed. Performing a follow up interview with Comcen could have been useful to raise any useful questions while learning new knowledge around this topic alongside thank the company for their support throughout this project. It was sensed that, across all areas of this project, all answers that were uncovered were correct and backed up using suitable available research and assets. The only restriction that was encountered during this project was the amount of responses collected within the survey. If this project could be carried out again it would be excellent to try and attract public members alongside large companies who may utilize marketing tools throughout their daily life. This was unfortunately restricted due to Covid 19 circumstances alongside lack of face-to-face contact.


 


6. [bookmark: _Toc72191899]Conclusion and recommendations

The goal of this project was to investigate  how Social Media Marketing Technologies affect the ROI of a Specific Company, and how companies can make use of each marketing tool. The whole topic was researched, and the relevant information was documented appropriately. This included looking into the social media technology tools that are popular today, and how each tool can be used throughout a buyer’s journey within a marketing industry. All results were utilised by taking sensible approaches as originally planned. This information was critical while deciding which functions were the most effective to use within a marketing industry in order to analyse each method in further detail. All these steps were taken in order to achieve objectives one and two “Study and assess how Social Media marketing tools are utilized to track the buyers journey” and “Examine and review the effectiveness of each available method”. Once the main review was complete, the second section involved evaluating a large selection of further technology tools that are accessible online. This information could not be presented without the further research gathered throughout the buyer’s journey as discussed within the literature review.

The methodology section involved of an in depth look into some of the research methods that could utilised. This involved a survey and focus group ( see appendix 1 and 2 for survey and focus group). At this point the second objective could begin as survey questions could not be created without having additional information from a marketing professional. This purpose was to uncover social media’s impact on enterprises through a series of 22 questions, and was aimed at marketing professions. The survey was produced through Google forms and received 7 responses. After being live for 10 days, the survey’s results were analysed and assessed in order to achieve objective three “Design a methodology to review the effectiveness of marketing tools and the ROI”. (For additional information regarding survey results, see appendix 5). After conducting an interview and conduction a survey, marketing tools were tested using a Facebook Business page. After being active for a short amount of time, the page and its content were analysed through the tool Buffer. (For additional information regarding testing, see section 4.1). Now that all of the appropriate data had been gained, objective four had now been completed “Evaluate project findings and identify key outcomes” along with the overall aim of the project.







7. [bookmark: _Toc72191900]Reflection

• Reflect on  what would be performed within the project differently if conducted later within the future
• What has been learnt ?
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8.1. [bookmark: _Toc72191904]Appendix 1 – Interview with a Companies Head of Marketing – Kim Wills – Comcen

Kim – Hi there so what types of things do you need to look through for your project?
Matthew – Hello Kim lovely to meet you, myself and my learning support tutor have had a chat about your company Comcen.
Kim – ok that is great.
 Matthew – I have completed some research into the company so I have a background into the company, but I wondered if you could provide some more information and advice.
Kim – Yes of course, what types of things are you looking at in your assignment, please remind me what areas was it again ?, was its metrics, how you can measure success ?
Matthew – It is going to be how social media marketing tools affect the return of investment of a specific company.
Kim – Right ok.
Kim – it has been a weird year this year aswell. So yes, we have two new websites, what I can give to you is how we (Comcen) measure success through marketing. There are different things like vanity metrics which then goes into the director’s metrics really on success so how many sales does it actually achieve, you know, and can it work without the others as well? You know you need that awareness. The biggest thing for people is trust. So, when they look at a website, they need that trust so that social media and everything  pull all that together.
Matthew- Yes.
Kim – It is really hard to prove that it actually brings sales in, and unless they actually click it to go through to purchase one. One of the biggest things I am in the process of currently changing is that the company has an inhouse sale teams. 
Matthew- Oh Yes.
Kim - The inhouse sale teams are in charge of how much they charge their customers, how much money they make. They did not want prices on the website so, it is almost as alright. We have the website presence, but without the prices no one is going to click through. You know.
 Matthew-  Yes.
Kim – That was one of the biggest things we`ve had to change. I am changing it this week, so we will now have those prices on the website. When the prices are available, we can really start to do campaigns to come through and buy now buttons. I could not have any buy now buttons up until this point because the sales time would kick off and complain we are charging different prices to what they want or that is way cheaper.  
Matthew-  Yes, I understand what you mean.
Kim – It has been a culture change as in the sales team have been here over 20 years, so they have been very product based so they might look at. I`ll give you an example. They have been selling toner to company’s years and making hundreds of pounds a month on it.    
Matthew-  Yes.
Kim – As of now the way things are moving. It is more of a solution. A solution that we`re offering them. So instead of it just being product based now it`s all linked in so we can manage your computers. We can fix them. We can manage. We printed. We can do so much to reduce you waste we can make sure people are not printing without needing to or we can make sure its back-to-back. 
 Matthew-  Obviously, with the circumstances now, a lot of people are working from home, and a lot of other things including printing or processing certain documents can now be completed digitally.
Kim – Yes, Exactly, so we`re  looking to manage printer thinking, ok you are printing less. Do you need all those printers? Basically, should everyone have multiple printers on their desk where you`ve got hundreds of toners, hundreds of different things you are going to get for then you do not know what people are printing and you have no control over it. Anyone’s data could be taken from there and so on. An example could be an office of 20 people, maybe you need access to a printing unit where you are required to use your card to login. This could be included in a company’s printing allowance.
Matthew-  Yes that could encourage sustainability across a company.
Kim – Yes if your working from home now due to Covid you are not printing as much information, so you can eliminate a lot of those. Then you have all the video conferencing facilities coming in.
 Matthew-  Yes.
Kim – What we found before the first national lockdown is you have Brexit, and you have everyone now working from home wanting video conferencing. So basically, everyone wanted laptops, headsets, you know ways of getting a telephone system at home. VOIP phones that were are currently pushing right now. With Brexit and everything else we could not guarantee the stock. The stock was  going really quickly. Prices were going up. It was crazy. 
Matthew-  Yes, I can imagine.
Kim – So what we do now is we are in a  position where people have kind of made do and they`re trying to survive with the tech that is now moving forward like lots of other companies. What this has done is this has moved how companies do business forward a good couple of years. I think we`re always headed towards remote working. So, where companies now do not necessarily need to hire people from where they are, they can hire. They would not have hubs all over the place. 
Matthew-  Yes as people continue to work from home there may not be any need for company hubs in the everyday working environment.
Kim – In order to do that, we have got people like Microsoft teams, creating rooms for directors and people at home so they can communicate with people on the road, It works well as its like having them in the room.
Matthew-  Yes.
Kim – That is where we are pushing now, so whereas there was a big push on things like Office 365 with teams for individuals. Now I have to do campaigns  and massive pushes on Microsoft 365 which is enterprise standard  for businesses.
Matthew-  Yes.
Kim – I now think companies shall be looking at how they can move forward in this new way. How people can still work remotely from home. What they need to do to make it a permanent fixture. So that is the route we shall be moving down with social media. Social media is working with suppliers. I provide them a stakeholder approach to markets and state what now needs to be done to build relationships with both customers and suppliers. We must show the solutions we have available because people could be buying toner and may not realize the rest that we do because the sales team do not want to lose that toner deal. This can push customers away because we have not moved forward enough on that. This is a lot to do with culture.
Kim – I can show you our two websites that we use.
Matthew – That would be great, thank you.
Kim – ok so the other that I have had to do is categorize everything in the back end of this. I have had to design this with limited points and then when I have the points, I can add additional information to make the website work. What I have tried to do now is I wanted prices to appear on our website. Now everything that we have sold was hidden up until now because the sales team did not want it available. So, if you came onto our website certain sections may be confusing, in order to solve this, I am categorizing everything in the back end of the website  to reduce the amount of confusion allowing customers to select a product to be navigated to the correct item and prices. All information shall be run through a feed that I need to check every so often.
Matthew – That is a good idea.
Kim – I am trying to make the website more ecommerce but until prices are displayed more work must be done. Prices can be accessed without logging into our website allowing customers to brose and compare services before signing up to anything. Basically, I have created categories for all our blogs so all our pieces of hardware blogs. I have pulled through all the information  that is only linked to hardware which can be filtered. 
Matthew – Filtering information can help direct customers to the right services quickly.
Kim – Yes so now we have all stories that are related to the hardware page, it is pulling customers into the right areas of the website. Now when someone comes onto a page now, they have the products we sell, the latest stories related and then we have a section building on our suppliers. I have also linked our products based on suppliers. It is now pulling everything through to our shop, but I could not do that until I was allowed to show the prices. It is only this week I am doing that.
Kim – Next, we have our benefits section which leads into different types of software .
Matthew – With the pricing aswell, obviously you are going to be pulling a lot more customers in to toe company. This can help build further partnership with Comcen.
Matthew – Yes that is right.
Kim – I have also got portals in the backend for each customer’s account level, so if we say we work with the NHS we can create a new landing page for them all about their services so that is what we shall be doing moving forward aswell so that we get our customers coming in to use a self-service. Based upon self-serve our customer service team are available to help them with the bigger things
Kim – The other thing we are doing is have you heard of Google Eats ?
Matthew – I believe I have; I have done come further reading into it. 
Kim – That is great, that is quite big now and you will start to see companies saying right we need experts in the field. So, whereas before companies would write anything that was topical to get themselves rated, one of the major things I have got to do is to get all these account managers and specialists in certain areas and to get them all accredited so that when people come on to talk about software, they know the persona their talking to is accredited in selling all software. I am starting to do that and then getting them to write the blogs and product reviews to go on the pages that I am hoping these are going to help us. This can allow google to help push us up. There are all sorts of things that had to be put into place and now we are in a position to get our prices up and start to move forward with this. Basically, the more product reviews to do, propose to pull the traffic through to the right pages. The people writing our product reviews are full time experts so all reviews shall be going up onto our website. I am hoping now by looking at the slight changes we have made we will bring  further products in;  it would make more sense to people coming here so each page shall have a little introduction  which is all our company keywords aswell. So, what we do. Links right to our shop and products not to confuse anyone they know where the products are. The latest blogs link to that area, who the partners are. You can see all partners and link them through and then you have your benefits. On the Benefits I wanted to create benefits for the reader, so not like we have been here since the 80`s, we are this we are the other. That is not what customers want to know. They want to know what they are going to get by working with us
Matthew – Again it is all about getting straight to the point.
Kim – Yes, it is what we can do for you basically and your company sort of things, so that is one of them. Because its IT management managed print services have to be functional. You know my main objective is to get this working as an online shop, but my dept director told me to take on amazon but I am not sure of that. 
Matthew – It would have been a bit of a challenge
Kim – It is a bit of a challenge, yes.
Kim – I have also got more a visual aspect within the website.
Leezann – Can Matthew access this outside the interview or would he need an account?
Kim – No this is all live and accessible. 	This is the thing to be shown now but anything that he needs to know I can help with aswell.
Leezann – That is great, I do think aswell to add on to the whole putting prices on products on your website as it gives you a more trustworthy vibe 
Kim – It really does, one of the things customers can do is compare prices and products. One of the things I really want featured which is brilliant is the ability to compare tech. You can not make comparisons without having a set price.
Leezann – yes you need a benchmark and need to know for your own account. Any business must estimate this information before putting it out there really. You can always find with stores that do not put prices out, you do not want to go to because you know  they’re going to be expensive or overpriced.
Matthew – A lot of companies could have a set budget that they need to meet and stick to aswell.
Kim – Yes, they do even during these times.
Kim – Through the available website features customers can compare tech to see which one is better plus how much it shall cost them. These are the types of things I need to start to run through social media and it is the website blogs linked to each page that will help us get the traffic coming through
Matthew – yes.
Kim – We want people to call our account managers to view the best options available as they can save our customers money. They have great relationships with our suppliers, and they know the best products to offer. 
Kim – The other thing concern is focusing around is AV. This is the big part. We want our AV to be more visual, so this is where we want to create some solutions in a virtual rendered room. An example can be a classroom. These virtual rooms can be changed by us all the time.  These rooms allow us as a company to place the solutions inside for people to see what embedded. They are supposed to be looking at these for me and regularly updating them, but I need to nag them for that to. Again, while we go through to each product, we have a form that appears on each page. I didn’t want them to fill out loads because people don’t wo when someone filled out this form, we can tell which page the form was completed on. 
Matthew  – Yes
Kim - Ideally  there will be a buy now button which there is but in order to get the buy now buttons to work we need the prices and buy now on our previous system. A buy now URL shall be sued to direct to the shop. 
Matthew  – Yes
Kim – It is confusing but what I found was Comcen AV did need its own sort of visual brand compared to IT.It is the fifth wave aswell so if you are looking at waves with schools and things, I think IT and hardware is the fourth wave and AV is coming in as the fifth wave. This is now here classrooms and further people are heading more towards is the AV. Again, this cannot be completed until a Buy now button is embedded. 
Kim – I do have a document if I can find that that explains how I can explain a buyer’s journey while measuring success. A buyer’s journey is based both online and offline. What I did is I looked at problem identification. This is what a customer would do . Let us suggest for example they needed AV to make video conferencing more long term, they have discovered the problem, they will explore the solutions ,they will then build any set requirements. They will choose the suppliers , probably more than one if they have a tender then they would be looking at taking up the service and then hopefully they become loyal to us. So, what I did was I looked through all the different actions that they take, who the different people are in customers.
Matthew – Yes
Kim – so technology managers would come in all the way through. But then the CEO might just come in at a sales presentation and you`re looking at turnovers and things. They always come in at the end to ensure things cannot be found cheaper so the finance department shall come in now and again. This means we have the people who are solving the problems and doing all the work then you have got the major people who come in. As a marker, you  need to communicate with each of these people and know the different people who you will be dealing with throughout the whole buying journey.
Kim – From these points we then lean towards measuring success. This is done through the use of metrics. This is measuring what can work  by looking at the different objectives 
Kim – Have you heard of the Leaders network framework ?
Matthew- I have not sorry, can you please explain.
Kim – Alright, it has been designed by leaders and it was designed for measuring the effectiveness of communities that a lot of online companies seem to create. This can include portals. There is a YouTube video I can pass on that shall explain how you take matrix from social media and how you bring them into your marketing within a business. You must be able to take your vanity metrics, social media metrics and you have to eb able to pull them into the business objectives. 
Kim- it is definitely a huge topic
Leezann – definitely we need to narrow down our vision of you are trying to do. I definitely think you should take on board Kim’s advice for your project and vision towards assessing this topic.
Kim- I will send over those documents but start with the YouTube video because it is quite intense to take in, but it is the seriousness of what marketing directors want from social media. You want the journey from online into their business objectives. There will only be one objective really for manager and that is to make more money. That objective travels through all the departments. We know this but how can more money be made ?, That’s where marketing comes into force. This can be building awareness by targeting the right people with the right promotions. That is how we do it.
Leezann – Also the key thing that you said that we thought was great, I have made a note of is that it brings a human aspect to it 
Kim - Yes
Matthew – Yes
Leezann – From what I am gathering from this, your job really is to generate the human aspect, managers want the facts, figures, and data. Your job really is to take that human aspect while making it measurable. After being measured it can become real as people want the human aspects.
Kim – Yes, they do.
Leezann – I think that is something useful to focus on the human aspects this brings aswell as discussing each social metrics making everything measurable.
Kim – Yes, especially with covid being the biggest impact alongside Brexit which can cause large effects for any business in certain ways. With covid, Brexit and all the borders closed there may be a huge demand for technology, but we cannot get it as it all comes from china.
Kim – The things that Brexit will affect is stock, taxes on stock, time taken to receive stock. By having account managers who can offer additional assistance. This can include recommending additional stock from other suppliers. We must remember to look at how account managers can solve certain problems  and why keeping them is so important. We have a lot of different distributers who offer the same things, this way we can check stock from one to the other. The importance is the stakeholders’ relationships because the distributers along with supports help offer additional services to customers.
Matthew – That right as if customers are tied into a business, you do not want them using other suppliers.
Kim – That is right, no you do not 
Leezann – that’s why marketing exists as it is all about retention making sure that the customers are getting exactly what they want.
Kim – yep and on that note with a buyer’s journey, online and offline activities remain really important
Matthew – yes because obviously even the way social media is expanding aswell its really changing so much.
Kim – Yes and you know I have looked at different aspects, LinkedIn seems to be the best one for business to business. Facebook and others seem pretty good at keeping the ideas flowing so say you do marketing campaign on LinkedIn  where you are talking to people about different things you may want to target people that have shown an interest just on Facebook later on at night. Twitter may be a big focus within schools and public sectors as lots of teachers use Twitter.
Matthew – It is surprising as even before schools went digital, for communication methods many schools are using social media. This can include teachers even using other ways of communicating. 
Kim – Yes that can show that the public sector use twitter, but private sections may possibly focus more on  LinkedIn.
Matthew – Yes.
Leezann – It’s all about understanding your clients well and what types of social media they use. Activity all sorts of social media depending on targeted audience is a viable way of making communication. We are really focusing on a buyer’s journey but both online and offline adds part of the process.
Kim – It is all about the relationships and social media is there to hold the hand of your main business functions really.
Matthew – That is great as this interview has allowed me to gather further ideas.
Leezann – Thank you Kim, Thank you for your time.
Matthew – Thank you Km.
Kim – That is no problem, anything you need to chat about please let me know.
Kim – Remember to include that you have conducted an interview with a marketing officer of a company as that is a great example of primary research.
Kim – If you need any social matrix that the company use, I can access them to allow any testing to discover any further improvements.
Matthew – That’s great Kim thank you for your help and allowing me to conduct this interview.
Kim – That is no problem, nice to meet you, Bye Matthew.
Matthew – Thank you Kim, Bye and take care.
Leezann- Bye Kim
End of interview










8.2. [bookmark: _Toc72191905]Appendix 2. Survey Layout and Justification

The survey design has been summarised below, explaining each motives and principles for asking each question.
Section 1 – Social Media
This set of questions will ask about an individual experience of social media.

1.  How often do you use the internet?
This is a common opening question. In this context it will be used to identify how often the person answering the questionnaire uses the internet. This question must be answered.

2. Do you use social media?
This is a common question. In this context it will be used to identify if the person answering the questionnaire uses social media otherwise, they should not continue to take part in the questionnaire. This question must be answered.

3. On a typical day how, much time do you spend using social media (for marketing purposes)?
[bookmark: _Hlk71044578]This question will be used to identify how much time the person answering the questionnaire uses social media for marketing purposes. This question must be answered.

4. On Average, how frequently do you post on social media?
[bookmark: _Hlk71045740]This question will be used to identify how frequently the person answering the questionnaire makes a post on social media. This question must be answered.

5. What social media platforms do you use the most?
The response to this question aims to establish the most popular social media platforms currently used by businesses. Respondents may select more than one answer.


6.  In what ways do you use social media platforms to communicate with potential customers?
This is a multiple-choice question which aims to identify how a business uses a social media to communicate with customers. This question must be answered.

7.  What social media marketing or management tools do you use?
This question tries to determine what social media marketing or management tools e.g. Google Analytics, Facebook Analytics etc a company uses. Respondents may select multiple answers, but the question must be answered.

After completing section 1 responders shall move onto section 2.
Section 2 - Social Media Marketing tools
This set of questions will discuss a person’s experience using social media marketing tools. 

8.  How frequently do you use social media marketing tools?
This question will be used to identify how frequently the person answering the questionnaire uses social media marketing tools. This question must be answered.

9.  What approaches do you utilize to communicate with potential customers across social media platforms?
[bookmark: _Hlk71047464]This question tries to clarify the approaches businesses utilize to communicate with potential customers across their social media platforms. This can include using videos Etc. Respondents may select multiple answers, but this question must be answered. 

10.  What improvements do you observe as a result of the use of marketing tools?
This question determines what improvements a company observes as a result to using social media marketing tools. Respondents may select multiple answers, but the question must be answered.


11.  I believe that Marketing tools, for example “Canva” can enable a business to create content quick and easily, even without any knowledgeable skills?
[bookmark: _Hlk71047957]This is an open statement where respondents must select whether they agree or disagree with the above statement. Respondents may only select one answer, but the question must be answered. 

12.  How do you do online analytic(s) Please write below.
This question tries to determine how companies do online analytics. This can include making use of the most popular social media analytic tools. Respondents may identify as many tools as they wish, but the question must be answered.

Section 3 - Buyers Journey:  
This set of questions will discuss an experience throughout a buyer’s journey. 
13. Do you understand the term “a buyers’ journey”?
This is an open question which asks respondents if they understand the term “ a buyer’s journey”. This question must be answered.

14.  If yes, do you understand the use of marketing tools within a buyer’s journey?
If the respondent answers yes on the previous question, then the question shall skip to question 15. If the respondent answers yes, then the question shall continue. This question remains optional.

15.  How often do you get a sale from a buyer’s journey?
This question tries to determine how often companies make a sale through from a buyer’s journey. Respondents may select various answers, but the question must be answered.

16.  Which features are most valuable to you when making a purchase online through a company’s website?
This is an open-question which asks respondents which features are most valuable to them when making an online purchase. Respondents may select various answers, but the question must be answered.

17. [bookmark: _Hlk71051529] What do you think are the most effective social media marketing tools in helping a customer through a buyer’s journey?
This is an open-question which asks respondents what they think are the most effective social media marketing tools are while helping a customer through a buyer’s journey. Respondents may select multiple answers, but the question must be answered.

18. Do you agree that Social Media Influencers play a part in influencing a purchasing decision?
This is an open statement where respondents must select whether they agree or disagree with the above statement. Respondents may only select one answer, but the question must be answered.

Section 4 – Return of Investment
This set of questions will discuss experience throughout a buyer’s journey. Please select the appropriate boxes.
19. Do you understand the term “Return of Investment (ROI)”?
This is an open question which asks respondents if they understand the term “ Return of Investment (ROI)”. This question must be answered.

20. Are your aware ROI can be linked to social media and the buyers journey?
This is an open question which asks respondents if they are aware the terms ROI can be linked to both social media and the buyer’s journey. This question must be answered.

21.  How would you describe ROI?
[bookmark: _Hlk71054121]This is the most important question within the questionnaire as it establishes whether the responder understands the Return of Investment or not. This topic links to the overall aim of the topic. Responders may describe the topic as much or little as they wish but must answer the question.




22. How do you measure Return of Investment in your social media marketing campaigns?
This is an open-question which asks respondents how they choose to measure ROI throughout their marketing campaigns. This can include using Facebook which could have gained them more customers through the likes of shares and free marketing. Responders may describe the topic as much or little as they wish but must answer the question.

23.  Please share any additional comments or suggestions using the box below.
This is the final question that symbolises the end of the questionnaire. This is an open-question allowing responders to share any additional comments or suggestions. This remains an optional question.





















8.3. [bookmark: _Toc72191906]Appendix 3 - Social Media Business Stack
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8.4. [bookmark: _Toc72191907]Appendix 4 - Supply chain management model
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8.5. [bookmark: _Toc72191908]Appendix 5 – Survey Analysis

1. How often do you use the internet?
[image: Chart

Description automatically generated]
[bookmark: _Toc72161563]Figure 40 - Q1. How often do you use the internet?

· Summary
The results showed that 7 of the respondents use the internet everyday whilst all other points were not selected . The results show that 100% of respondents use the internet every day.

· Expectations and Links Back to the Literature Review
It was expected that the majority of people who participated within the survey would use the internet regularly as part of their role within Marketing. It was not expected that everybody would have participated by completed the survey, as it was assumed they would have other important duties to complete.

· Correlations
This question had no correlations with any other questions.







Q2. Do you use social media?
[image: Chart, bar chart
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[bookmark: _Toc72161564]Figure 41 - Q2. Do you use social media?

· Summary
The results showed that 7 of the respondents use social media whilst all other points were not selected . The results show that 100% of respondents use social media.

· Expectations and Links Back to the Literature Review
It was expected that the majority of people who participated within the survey would use social media. There were no links to the literature review.

· Correlations
This question had no correlations with any other questions.







Q3. On a typical day how, much time do you spend using social media (for marketing purposes)?
[image: Chart, bar chart
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[bookmark: _Toc72161565]Figure 42 - Q3. On a average day how much time do you spend using social media (for marketing purposes)?

· Summary
The results showed that 7 of the respondents use social media whilst all other points were not selected . The results show that 100% of respondents use social media.

· Expectations and Links Back to the Literature Review
It was expected that the majority of people who participated within the survey would use social media. There were no links to the literature review.

· Correlations
This question had no correlations with any other questions.







Q4. On Average, how frequently do you post on social media?
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Figure 43 - Q4 - On average, how frequently do you post on social media
· [bookmark: _Hlk71918994]Summary
The results show that 4 people frequently make posts daily on social media showing 57.1%. The second result was weekly followed by every few weeks and every few months with 14.3%. The graph shows that nobody selected that they never make posts frequently on social media.

· Expectations and Links Back to the Literature Review
It was expected that there would be a variety different results, as not all businesses make regular social posts.

· Correlations
This question had no correlations with any other questions.








Q5. What social media platforms do you use the most?
[image: Chart, bar chart
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· Summary
The graph shows that the most common social media platforms companies use is Facebook and LinkedIn with an 71.4% response rate and 5 respondents. The second most popular platforms used was Instagram and Twitter with 57.1%%, followed by Ticktok with 14.3%. The answer that received no responses was Pinterest.

· Expectations and Links Back to the Literature Review
It was expected that 71.4% would use Facebook and LinkedIn due to Facebook being one of the most famous well-known platforms alongside LinkedIn being built well for enterprise purposes.

· Correlations
This question had no correlations with any other questions.






Q6. In what ways do you use social media platforms to communicate with potential customers?
[image: A picture containing chart
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· [bookmark: _Hlk71924937]Summary
The graph shows that the most common ways people use social media platforms to communicate with potential customers is through videos scoring 85.7% alongside scheduled posts and articles with 71.4%. Other ways with 28.6% included Reviews. Those who use live chat and paid forms had a 14.3% response rate. Finally, one responder uses lead generation forms to generate sign ups to taster sessions which also had a 14.3% response rate.

· Expectations and Links Back to the Literature Review
It was expected that there would be a variety of ways companies used social media platforms to communicate with potential customers, as different businesses were contacted such as universities. The question has no links to the literature review.

· Correlations
This question had no correlations with any other questions.






Q7. What social media marketing or management tools do you use?
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· Summary
The results show the most popular social media marketing or management tool was Google analytics with 100%, followed by Facebook Analytics with 85.7% and ‘Google Ads with 71.4%. Next a well-known tool was Hootsuite with 57.1%. Other tools with 42.9% included Canva and Tweetdeck with 42.9% with finally Buffer scoring 14.3%. Additional comments scoring 14.3% included Buffer, Bing, sprout social etc.

· Expectations and Links Back to the Literature Review
It was expected that there would be a variety of marketing tools companies would use to reach out to their customers as described in the literature review (see Section 3.7 for more information on marketing and management tools).

· Correlations
This question had no correlations with any other questions.



Q8. How frequently do you use social media marketing tools?
[image: Chart, Teams, bar chart
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· Summary
The results show that 3 respondents, 42.9%, do not use marketing tools daily, 2 respondents, 28.6% use marketing tools every few months, whist the remaining 2 respondents, 14.3% either use marketing tools weekly or every few weeks.

· Expectations and Links Back to the Literature Review
It was not expected that individuals would use marketing tools frequently at numerous times. This could be as not many companies may wish to use marketing tools as much as others. The question has no links to the literature review.

· Correlations
The question had no correlations with any other questions.






Q9. What approaches do you utilize to communicate with potential customers across social media platforms?
[image: Timeline
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· Summary
The graph shows that the most common approaches utilised to communicate with customers across social media platforms is social media posts and Videos which both outputted a response of 85.7%. Next with 28.6% included live chats. Finally, two responders selected reviews and Eventbrite (event advertising) which also held a 14.3% response rate.

· Expectations and Links Back to the Literature Review
It was expected that there would be a variety of approaches companies would use to communicate with potential customers across social media platforms, as different businesses may differ such as universities. The question has no links to the literature review.

· Correlation
The question had no correlations with any other questions.




Q10. What improvements do you observe as a result of the use of marketing tools?
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· [bookmark: _Hlk71146819]Summary
The graph shows that the most common improvements observed as a result of the use of marketing tools are Effective promotional advertisement and Attraction of a target audience with 85.7%. Next with 71.4% included both further relationships being established and further communication with clients. Finally quick response to questions with 57.1% response along with 14.3% selecting to raise brand awareness.

· Expectations and Links Back to the Literature Review
The high response to those using marketing tools for attraction of a target audience was expected, as the literature review examined how each social media marketing tool can allow a business to connect social media accounts to communicate with clients further. The question has no links to the literature review.

· Correlation
The question had no correlations with any other questions.




Q11. I believe that Marketing tools, for example “Canva” can enable a business to create content quick and easily, even without any knowledgeable skills?
[image: Chart, bar chart
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· Summary
[bookmark: _Hlk72065646]The graph shows that responders believe that Marketing tools, for example “Canva” can enable a business to create content quick and easily, even without any knowledgeable skills. 3 responders strongly agreed and somewhat agreed with 42.9% , followed by 1 responder selecting ‘not applicable with 14.3%.

· Expectations and Links Back to the Literature Review
The high response to those agreeing was expected, as the literature review assesses how Marketing tools, for example “Canva” can enable businesses to create content quick and easily, even without any knowledgeable skills. The question has no links to the literature review.

· [bookmark: _Hlk72008137]Correlation
The question had no correlations with any other questions.




Q12. How do you do online analytic(s) Please write below.
There was no graph to be displayed as this was asking users to explain, but answers can be seen below.
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· Summary
The results show that out of the 7 respondents, all respondents use online analytics in multiple ways. The responses to this was mainly record how people use online analytics such as Google analytics and Facebook Analytics.

· Expectations and Links Back to the Literature Review
The amount of answers above was expected, as many of the social media analytics services discussed within the literature review such as Google Analytics, are free tools. Many businesses do online analytics using various tools. This question does not link back to the literature review.

· Correlation
The question had no correlations with any other questions.



Q13. Do you understand the term “a buyers’ journey”?
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· [bookmark: _Hlk72012149]Summary
The results show that 7 of the respondents, 100%, understand the term of “ a buyer’s journey”, with only no respondents claiming they did not understand a buyer’s journey.

· Expectations and Links Back to the Literature Review
The high response to ‘do you understand the term a byers journey’ was expected, as the literature review defined the terms of a buyer’s journey alongside a buyer’s journey being a big part within marketing. 

· Correlation
The question had no correlations with any other questions.


Q14. If yes, do you understand the use of marketing tools within a buyer’s journey?
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· Summary
The results show that 6 of the respondents, 85.7%, understood the use of marketing tools within a buyer`s journey, with only 1 respondent claiming they did not understand the use of marketing tools within a buyer’s journey.

· Expectations and Links Back to the Literature Review
The high response to ‘do you understand the term a buyer’s journey’ was expected, as the literature review defined the terms of a buyer’s journey being a big part inside marketing. (see Section 3.6 for information on a buyer’s journey).

· Correlation
The question correlates to question 13,  showing that out of the 7 respondents that used social media, on the previous question only 1 responder did not understand the use of marketing tools within a buyer’s journey.





Q15. How often do you get a sale from a buyer’s journey?
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· Summary
The results show that 4 respondents, 57.1%, receive a sale once a month from a buyer’s journey, 3 respondents, 42.9% receive a sale once a day from a buyer`s journey, whist the remaining 1 respondent, 14.3% receives a sale every day.

· Expectations and Links Back to the Literature Review
It was not expected that the responders would often receive a sale from a buyer’s journey as many businesses may not market the same as others to receive high sales. There were no links to the literature review.

· Correlation
The question had no correlations with any other questions.







Q16. Which features are most valuable to you when making a purchase online through a company’s website?
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· Summary
The results show that the biggest feature most valuable while making a purchase through a company’s website is Security with 100% followed by communication with 85.7%. The third biggest features was photos and videos with 71.4%, followed by user generated reviews with 57.1%. Other features with 28.6%, included FAQ and regular promotions. The lowest response rates was social proof and advanced payment options with 14.3%.

· Expectations and Links Back to the Literature Review
It was expected that there would be a variety of features important to respondents, as so many people make purchases in different ways. The question has no links to the literature review.

· Correlation
The question had no correlations with any other questions.





Q17. What do you think are the most effective social media marketing tools in helping a customer through a buyer’s journey?
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· Summary
The graph shows that the most popular marketing tools was Facebook with an 71.4% response rate and 5 respondents. The second most popular was Instagram with 57.1%, followed by Linked In with 57.1%, YouTube with 32.43%, and Google ads/TikTok/Spotify with 14.3%.

· Expectations and Links Back to the Literature Review
It was expected that Facebook would be the most popular as this was discovered within the literature review. Most companies make use of Facebook to promote services to customers while helping them through the process of a buying journey.

· Correlation
The question had no correlations with any other questions.





Q18. Do you agree that Social Media Influencers play a part in influencing a purchasing decision?
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· Summary
The graph shows that responders believe that social media influencers play a part in a purchasing decision. 4 responders selected somewhat agree with 57.1% , The second most popular was not applicable with 128.6%, followed by strongly agree with 14.3% and nether agree nor disagree with 14.3%.

· Expectations and Links Back to the Literature Review
It was not expected that somewhat agree would have the highest response rate, as a higher response was expected in terms of ‘strongly agrees after more companies such as Comcen hold professionals to review services and products. This question does not link back to the literature review.

· Correlation
The question had no correlations with any other questions.





Q19. Do you understand the term “Return of Investment (ROI)”?
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· Summary
The results show that out of all 7 respondents, all 7 of these understand the term “Return of Investment” with 100%, whilst 0% stated they did not understand the term Return Of Investment.

· Expectations and Links Back to the Literature Review
The high response to those who understood the term Return of Investment, as the literature review examined how ROI is measured within Marketing. along with the benefits it offers (see Sections 2.9) for a description of ROI.

· Correlation
The question had no correlations with any other questions.



Q20. Are you aware ROI can be linked to social media and the buyers journey?
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· Summary
The results show that out of all 7 respondents, only 6 of these were aware ROI could be linked to social media and the buyer’s journey with 85.7%, whilst 14.3% stated they were not aware of the link.

· Expectations and Links Back to the Literature Review
The high response to those who understood the term Return of Investment, as the literature review examined how ROI is measured within Marketing. along with the benefits it offers (see Sections 2.9) for a description of ROI.

· Correlation
The question had no correlations with any other questions.





21. How would you describe ROI?
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· Summary
The results show that out of all 7 respondents, all respondents could describe ROI. All of the responses were positive with respondents explaining how it measures the amount made on a sale alongside advertising costs, value gained from value invested, measure all social media activity using values and amount of time invested within a company. All answers can be witnessed in the screenshot above. 

· Expectations and Links Back to the Literature Review
The responses to this question were expected as the literature review provided a description of all the positive impacts ROI offers. (see Section 2.9 and 2.9.1 for additional information)

· Correlation
The question had no correlations with any other questions.



Q22. How do you measure Return of Investment in your social media marketing campaigns?
	ROI is usually expressed as a percentage and can be calculated by dividing the NET PROFIT by the COST OF INVESTMENT and multiplying that number by 100. We use tracking software on individual campaigns to ascertain the number of enquiries and track those through to applications. It is a complex process as there are so many customer touch points, so the campaign could not be the sole reason for application, but its the simplest way to get a general overview on a campaign's success.

	Hours put in versus outcome in organic. Cost of paid promotion against outcome in paid media.

	Increase in leads, sales and subscriptions.

	Difficult to measure, as it's not always clear whether customers come to us entirely via social media or via other methods to eg word of mouth.


	Track conversions on Facebook & Google Analytics, use GTM & UTM

	Depends on campaign objective - try to use benchmarks and goals.


	Click through rate. Followed by Google analytics acquisitions and goals through to the contact us form and also to submit form page.


	Click through rate. Followed buy journey to cart and payment page.


	Follow up analytics for repeat marketing for those that abandoned baskets.




· Summary
The results showed that all 7 of the respondents responded to the question. Although respondents described different ways to measure ROI within social media marketing campaigns, the majority praised the positive impact it had on their business. Respondents also explained how ROI leads to increase in sales and subscriptions, but this can vary on a campaign’s objective. One respondent explained ROI is difficult to measure, as its not always clear whether customers approach them through word of mouth or use of social media. All answers can be witnessed in the screenshot below
· Expectations and Links Back to the Literature Review
The responses to this question were expected as the literature review provided a description of all the positive impacts ROI offers. (see Section 2.9 and 2.9.1 for additional information) What was expected was the various responses, explaining how hard ROI can be to measure even while using different methods. Overall, these results show that although ROI can be measured differently both positive impacts and negative impacts are generated creating company sales.

· Correlation
The question had no correlations with any other questions.

Q23. Please share any additional comments or suggestions using the box below.
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Summary
The results showed that only 2  respondents shared additional comments. All answers can be witnessed in the screenshot above

Expectations and Links Back to the Literature Review
This was not expected or has no links back to the literature review as this is personal information.

Correlation
The question had no correlations with any other questions.
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