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[bookmark: _Toc129963150]Abstract 
Background: The purpose of this study was to determine the effect of social media on sales promotions in the entertainment industry (Bhatti, 2018). The review of literature sections on social networks were organised, then data and methodologies were used to support the findings. There, the research on the effects of social media advertising on the income and sales of small internet businesses in the UK is being successfully debated. Because of a lack of knowledge and resources, inadequate employee credentials, paper clutter, and security concerns on the part of small businesses, Small and Medium-sized Enterprises (SMEs) do not successfully implement e-commerce software (Bhatti, 2018). Aside from this, small business owners have been slow to adopt social media marketing strategies, in part due to a lack of resources including money, time, labour, and energy.
Purpose: The main aim of the research is to impact (effectiveness) of social media advertising on sales promotion in small and medium-scale companies
Research questions: 
How Social media marketing assists SME’s enhancing product promotion?
 How could SMEs benefit from social media marketing?
 What are some of the significant social media marketing techniques utilized to benefit performance?  
Methodology: Researcher has use case study analysis and additional investigation to gather data for this study. Because supplementary research saves time and money, it is beneficial for this information-gathering survey. The researcher will collect information from 6 research paper. Researcher has focused on logical research method to guarantee the success of their studies. It is based on a systematic technique for locating qualitative research data by making choices that are presumably influenced by specific evaluation goals. This type of study can be finished more speedily and efficiently than logical research methods.
Conclusion: In summary, small businesses can use social media marketing to increase brand awareness, engage with customers, generate leads, and improve their overall marketing efforts. By identifying the right platforms, developing a content strategy, leveraging user-generated content, investing in paid advertising, engaging with followers, monitoring analytics, and partnering with influencers, small businesses can use social media to achieve their marketing goals. Positive reviews or comments can increase social proof and influence purchasing decisions. Furthermore, Social media platforms allow advertisers to target specific demographics, interests, and behaviours. 
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[bookmark: _Toc129963151][bookmark: _Hlk133099778]Chapter 1: Introduction 
[bookmark: _Toc129963152][bookmark: _Hlk133099533]1.1 Research Background 
Due to the successful growth of technology and rising numbers of internet users, large organizations may now successfully drive sales of goods and services, increase visibility and exposure, and engage with potential customers in real time online. Internet marketing is one of the best marketing strategies available because it makes use of one of the biggest consumer bases and accomplishes several corporate goals (Acampora et al., 2022). Social media platforms are regarded as the third revolution in communications, allowing companies to successfully communicate with their target market at anytime and anywhere. The appeal of social commerce was effectively raised by the rapid advancement. Because of this, the impact of advertising and internet technology in general is viewed as phenomena that has a big impact on organizations everywhere and is rapidly changing (Bhatti, 2018). Every nation sees the advancement of marketing as a crucial and essential subject with the potential to raise customer satisfaction and business profitability (Acampora et al., 2022). In the present world, every organization may handle online marketing objectives and goals successfully. More than half of their clientele will have anticipated them to be active on these platforms by the end of December 2022, when 84% of SMEs and micro businesses will have utilised social media advertising to reach out to new customers. 
Organizations have more options to successfully decide on the marketing tactics such as building relationships with communications, customers, online content distribution platforms, advertisement flexibility, and low costs operations. Thus, it is considered valuable for companies who want to motivate or instruct at the various stages throughout the purchasing procedure (Bhatti, 2018).
[bookmark: _Toc129963153]1.2 Research Aims	
The main aim of the research is to impact (effectiveness) of social media advertising on sales promotion in small and medium scale companies.
[bookmark: _Toc129963154]1.3 Research Objectives
· To examine benefits of the social media on sales promotion
· To analyse how social media marketing assists SME’s enhancing product promotion
· How SMEs could benefit from social media marketing
· To examine some importance of social media marketing tools used to benefit performance.       
· To examine the significant aspects that directly impacts the utilization of social media marketing on the revenue of online small companies.
[bookmark: _Toc129963155]1.4 Research Questions
1. How Social media marketing assists SME’s enhancing product promotion?
2. How SMEs could benefit from social media marketing
3. What are some of the significant social media marketing techniques utilized to benefit performance?  
[bookmark: _Toc129963156]1.5 Research Rationale
The purpose of this study was to determine the effect of social media on sales promotions in the entertainment industry (Bhatti, 2018). The review of literature sections on social networks were organised, then data and methodologies were used to support the findings. There, the research on the effects of social media advertising on the income and sales of small internet businesses in the UK is being successfully debated. Because of a lack of knowledge and resources, inadequate employee credentials, paper clutter, and security concerns on the part of small businesses, SMEs do not successfully implement e-commerce software (Bhatti, 2018). Aside from this, small business owners have been slow to adopt social media marketing strategies, in part due to a lack of resources including money, time, labour, and energy.


[bookmark: _Toc129963157]Chapter 2: Literature Review 
[bookmark: _Toc129963158][bookmark: _Hlk133099566]2.1 General Overview of Social Media
According to Camil (2017) social networking sites are crucial for both businesses and customers. Small stores can now achieve optimum growth and enable brand relationships with potential customers thanks to the development of social media markets. Social media is seen from the company's standpoint as a crucial channel and instrument to increase customer involvement and improve customer business experiences (Zhou et al., 2022). Social media is a powerful tool for businesses to successfully market to consumers both their products and their society. As a result, social media is a key conduit for effective communication is essential in the digital world, thus owners of online small businesses must advance their marketing strategies to work with social media platforms.        
[bookmark: _Toc129963159]2.2 Social Media Marketing (SMM) and Online Small Business
According to Camil (2017)'s observations, social media marketing is defined as any direct or indirect marketing strategy that can be used to successfully raise awareness of a brand, a person, a product, or another company while utilising social networking tools like blogging, micro - blogging, social media, bookmarking, and sharing of content. Moreover, social networking marketing is essentially the tactical innovation for successfully gaining long-term competitive advantages, creating opportunities for strategies and businesses. According to Deb et al., (2022), the SMEs inside the UK are performing well overall and are on track to achieve the government's 2020 goal of 41% of GDP, compared to the 491.2 billion british pounds with a GDP of roughly 37.8% in the year 2017, small and medium businesses reported a larger contribution of 521.7 pounds with a GDP of 38.3% in 2018 (Dzwigol, 2022). Research demonstrated showed SMEs are the main drivers of economic growth, helping to lower unemployment and boosting the GDP. As a result, SMEs have a global presence through social media, which includes selling services and products, promoting products, exposing competitors, engaging employees, and building relationships between suppliers and customers. Because of the market's increased competition and technical advancement, SMM adoption by SMEs is crucial (Dzwigol, 2022).
[bookmark: _Toc129963160]2.3 Social Media Marketing Strategy
According to Fahmi et al., (2022) social media marketing strategies include the use of online communities, social networking, and any other type of collaborative media to effectively increase performance in sales, marketing strategies, buyer's services, and public relations. Other than this, effective small business strategies include accelerations of customer value, inventiveness, and development (Fahmi et al., 2022). The overarching goal of marketing strategies is to properly comprehend what the company accomplishes and keep the competitive advantages that may be used to all participating organizations to take on the entire world.  The practice of SMEs Company and generating revenue on social media platforms like Instagram, Twitter, and Facebook is known as social media marketing (Yan and Musika, 2018). Social media marketing is when a company launches a new product with the intention of publicizing the launch on social media (Dzwigol, 2022). Using social media to advertise involves interacting with customers through remarks. Additionally, social media marketing happens when business create intriguing content that conveys the tenets and story of business. It involves advancing image. Posting advertising messages is best avoided unless it will truly and permanently increase brand awareness. Instead, give preference to writing that demonstrates them demeanour and views (Goldstein, 2022). As businesses gain more followers, they must create plans for presenting company to people who aren't already acquainted with it. Finding the most important conversations about business and industry is crucial for expanding audience (Goldstein, 2022). Also suggests it is nearly impossible to navigate social media platforms without scanning for specific terms, phrases, or keywords. By keeping an eye on these discussions, they can rapidly increase main audience (and reach audiences in area).
With the help of social media marketing, SME organization is engagement, so they pay to successfully explore methods to grab the attention of their current followers. This means organizations are required to experiment with content and messaging. Even something as simple or easy as asking questions could enhance their engagement rate (Gupta and Gupta, 2022). The buyers could be their best cheerleaders but only they are giving them the main reasons to do so.    
[bookmark: _Toc129963161]2.4 Customers’ Feedback
This study has brought attention to the value of customer evaluations and feedback. The availability of feedback from various customers has a big influence on purchasing choices. Electronic word of mouth primarily encourages customers to use reviews, tweets, and blog entries to inform other customers about the services, goods, and companies online (Gupta and Gupta, 2022). Electronic Word-of-Mouth is regarded as a potent marketing tool since it primarily provides a range of interaction options that successfully enable customers to communicate through online reviews and discussions. In addition, the likelihood those different customers will be aware of the availability of different items and standards increases as more buyers examine the product range (Ibrahim, 2022). Customers are drawn to the topic of interest by the repeated message via EWOM, which also increases consumer engagement. Also, discussions on EWOM channels have a dependable, significant, genuine, and realistic impact on customers' purchasing experiences. This study makes the case that positive customer reviews and examples of online small businesses succeeding through EWOM will enhance product quality, draw in more clients, and increase sales. Understanding how consumer feedback develops and changes over time might help online small businesses increase sales (Yan and Musika, 2018).
[bookmark: _Toc129963162]2.5 Communication on Sales Performance	
According to a study by Infante and Mardikaningsih (2022) communications made possible by social media advertising are regarded as beneficial, provided that certain strategies have clearly shown how important customer communications are to the operations of the company. Through direct connection, social media primarily fosters tight ties between businesses and their customers. These relationships can grow from one solution to another as well as from numerous to many answers. Also, social media marketing enables small business owners to effectively engage with their highly effective customers, and its use would foster honest dialogue that successfully builds common values (Infante and Mardikaningsih, 2022). Also, the friendly aspects of interaction styles have a greater impact on customer loyalty than professional displays, which have less impact on customers' loyalty. Communities are crucial for online business, according to the study's findings, because they may help build transparent, reliable businesses and a civilised society through communication (Wardati and Mahendrawathi, 2019).  Since communication may help create a society and business community that is more open and trustworthy, it is essential for small firms that operate online. So, the goal of this study is to ascertain whether online small enterprises may increase sales by utilising communication channels as a deliberate way to forge close relationships with customers. Jackson et al., (2022) has viewed that effective communication is significantly utilised for managing relationships with their employees, buyers, and stakeholders. Along with this, bad communication could ruin relationships and potentially outcomes in lost sales and also damaged reputations.   
[bookmark: _Toc129963163]2.6 Content Sharing
Company social media posts may lead to greater shareholder trust and more frequent purchasing decisions. As a result, once businesses upload valuable content, customers are more likely to share it or re-tweet it with their peers and boost its value (Wardati and Mahendrawathi, 2019). But, to grow their brand, proprietors of online small businesses must teach their workforce how to produce pertinent social media content. This is because businesses can increase exposure and bring in new customers by providing interesting content on their websites or social media profiles. Also, employing hashtags while referencing things on social media helps customers uncover important information about a product (Jackson et al., 2022).  Information that can help attract clients must be relevant, reliable, and beneficial on company media platforms. This study aims to ascertain whether posting high-quality online content is one of the factors influencing the sales performance of small internet businesses given the significance of the material published. Organizations can use social media work to successfully share content that satisfies these requirements (Jiang et al., 2022). Social media markets harness psychological power to develop and share content that would reach their related audience and produce traffic. The organization thinks regarding the need to feel understood as they have observed that advertisement that has relatable moments and thinks to themselves regarding how that services and products can serve them. Even beyond this, different share to nourish and grow the relationship. Sharing content in different ways which are high quality and relatable creates the business appear trustworthy and personable (Wahid and Gunarto, 2022). In the end, this could enhance sales, views and many more leading to organic profits and growth. Perhaps the many common forms of content sharing, social media posts and videos could comprise much content. Customers frequently share many memes like short videos, the latest news and videos that could incorporate all the reasons why they share like to create branding, to be seen and even to educate (Jiang et al., 2022).         
[bookmark: _Toc129963164]2.7 Customers’ Relationships
Marketing strategies of successfully utilizing social media to effectively interact with buyers and connects with target marketplaces overlap with the areas of the buyer’s relationship management (Jones et al., 2022). With the concentration on the relationships among buyers, most online small companies would successfully adopt social media like WhatsApp, Facebook and Instagram or Blogging to interact with their buyers to order to successfully maintain good buyer relationships. The SMEs companies are enabled to consider extensive buyer relationships to successfully manage methods that have the potential to develop the values for buyers through successful collaborative experiences (Wahid and Gunarto, 2022). This is because fostering relationships assists online small companies to create positive rapport with the buyers within the community (Jones et al., 2022). Thus, this kind of study examines in case of creating relationships as a significant tactic for successfully continued revenues and growth of online small companies. Various buyers successfully enjoy engaging with the business brand and feel valued at the time brands offer growth and opportunities to successfully connect (Jones et al., 2022). Relationships and connections, in general, are very significant to today’s shoppers and buyers' experience has a massive effect on buying decisions. At the time of online shopping, make sure shopping the security and safety of the data of buyers is paramount to creating a positive relationship. Businesses can focus on CRM software that they centralize, streamline, and optimize their communication (Wahdiniwaty et al., 2022). The better and more effective identification they know their buyers, the higher their relationships would be with them. In fact, the majority of the companies that considered implementing CRM systems, foremost and first is observing the method to develop the consistency and quality of their relationships with buyers and also create buyers’ loyalty. Creating buyer relations is significant as they successfully enhance revenues, deliver invaluably, decrease buyer attraction, boost staff morale, and turn buyers into their research and development departments (Kapoor et al., 2022).                
[bookmark: _Toc129963165][bookmark: _Hlk133099616]2.8 Sales Performance
According to research by Kapoor et al., (2022) the number of profits from successful collections can be used to convey sales performance when comparing different time periods. Sales of goods and services for money or other benefits to the vendors and owners of the goods and services are the beginning and completion of the activity that generates revenues. Each business and organization focus primarily on the sales amount of the entity that depends on earnings and profits. When profits and volume rise, it effectively makes administration of the business easier. According to Khamaludin et al., (2022), increasing income directly contributes to the growth of a company. As a result, the primary objective of advertising strategies is to effectively increase the volume of contact between businesses and prospective customers. As an example, advertising, sales promotions, and public relations, generate new income streams or new products and ads (Sufian et al., 2020). Due to the higher degree of the buyer's services and increased client happiness brought about by these practices, the profits may consequently increase. Strong revenues enable better-performing revenue representatives in the pipeline, which results in a robust tube that is effectively filled with possibilities and obvious next action steps (Vieira et al., 2022). Sales representatives are effectively provided with the tools, resources, and training necessary to produce quality leads that are more likely to close by using sales marketing opportunities. Another advantage of sales promos as good sales performance management software is improved statistics. The company will be able to evaluate KPIs and lagging and leading signs. With the tools at their disposal, they could identify their salespeople and customers in each territory and effectively match each territory to each salesperson's specific skills, skill sets, and degree of experience. It would be important for revenue performance management if each transaction allowed for higher ROI on revenue support (Vieira et al., 2022).                   
[bookmark: _Toc129963166]2.9 Conceptual framework 
Theoretical structure illustrates the concept and theory to understand the relevant research issues. The research investigates the effects of the social media marketing on revenues of the online SMEs and micro business (Khamaludin et al., 2022). 
[image: ]
Figure 1: Conceptual framework


[bookmark: _Toc129963167]Chapter 3: Research methodology 
Research Onion Method 
As per the publication of Lamminen (2018), research onion model is a framework that assists to designing the robust research methodology, which means they would put help me to make series of decisions that enables systematic research. One structure that aids in the development of strong research methods is the research onion. Simply stated, it is beneficial to make a set of decisions that enable people to take effective actions that support methodical study. This method can be used by researchers to evaluate successful action research, poll, experimental, case study, interview, comprehensive literature review, and other research methods (Lamminen, 2018). The details needed for the investigation and the goal of the task are taken into consideration when selecting a tactic. 
[bookmark: _Toc129963168]3.1 Research Philosophy 
Research philosophy is regarded as a vast subject and concept, as well as an in-depth study of this research concept, in accordance with the work of Lamminen (2018). Research work's nature, expertise, and presumptions are all related to research ideology. It can be beneficial in some ways to increase understanding. As research must carefully address this issue because various assumptions about knowledge can be held by researchers, and the theory of truth aids in our understanding of these assumptions. These four research philosophies are interpretivism, positivism, pragmatism, and realism. They are discussed in this research technique (Napawut et al., 2022). The idea that researchers take on positions to watch social work is the foundation of the interpretations research theory. According to the positivist study theory, the social world can be better understood through an impartial lens. This approach is founded on an impartial analyser. Incorporating operational choices based on what is most useful for analysing the responses to the questions asked in successful research is another worry of the pragmatism research theory. The realist research methodology, which is founded on the notion that truth is autonomous of the human mind, is the ultimate research theory (Napawut et al., 2022). This is connected to the presumptions made by scientific methodologies to effectively apply scientific thinking methods.
To effectively finish the research within the allotted time, the researcher concentrated on practical research methods (Napawut et al., 2022). It has been noted that the realism research theory offers a perspective with important methodological benefits for both qualitative and quantitative research and can also help with dialogue and collaboration between the two. This is regarded as a flexible research strategy that is very malleable if it is recognized by the numbers and facts. The methods are made up of various theories and models for the purpose of greatly enhancing other research methods through realism, and it is regarded as the foundation (Nguyen, 2016).     
[bookmark: _Toc129963169]3.2 Research designs    
According to research by Nguyen (2016) research design refers to the general research strategy chosen to bring together the various elements of the research study in a rational and cohesive manner. Because research assignments serve as the standards for the evaluation, assessment, and collection of research data, researcher makes sure that people finish them effectively. There are three types of research designs: combined methodologies, observational research, and experimental research designs (Piranda et al., 2022). While exploratory research designs concentrate on examining research subjects that have not been fully examined before, descriptive research designs endeavor to characterize phenomena, circumstances, and populations correctly and systematically. Explanatory research design is a crucial research technique that focuses on determining why something occurs when there is little evidence or knowledge. 
For this investigation, researchers primarily used observational research techniques (Piranda et al., 2022). This is because it thoroughly analyses the subject that people wish to research and depends on the degree of rejection that people may find to be extremely useful and instructive in descriptive research. Relationships cannot be established or maintained using this technique. When responding poll inquiries, individuals might not be socially desirable or give honest answers (Suartina et al., 2022).
[bookmark: _Toc129963170]3.3 Research Approach
A research approach is defined as the method chosen by a researcher to analyse, collect, and interpret information. Inductive and deductive research approaches are two types of research approaches. The inductive researcher's approach is given to successfully complete by moving from specific information to general information (Piranda et al., 2022). The method is based on a systematic research approach to identifying qualitative research data, and identification may be guided by specific analytical goals. A deductive research approach is defined as individuals primarily associated with scientific research and evolution. Deductive research approach is successfully started with the existing approach and develops the issues statement while industries research approach starts with low-cost research approach (Rachmawati and Afifi, 2022).  Researchers examine which assignments have been successful, read existing approaches to determine whether the phenomenon they are studying is effective, and test successful hypotheses from those approaches. 
The researcher has successfully emphasized on the inductive researcher ways to effectively conduct research and it is relied on the systematic research procedure for identifying qualitative research data in that analysed in the probably instructs through certain developing aims. The researcher has mainly concentrated on the inductive researcher method as they successfully conduct research, and it is relied on the systematic research procedure for successfully collect information through qualitative research data in that analysing is probably instructed by the specific guidance through evaluation aims.
[bookmark: _Toc129963171][bookmark: _Hlk133099650] 3.4 Research methods 
A study methodology is a method a researcher employs to assess, collect, and comprehend data. Inductive and logical study methods are two distinct categories. To successfully complete the job, it is advised that the inductive researcher's technique, which advances from specific to general information, be used. The method's foundation is a methodical study approach, and specific analytical goals may have an impact on identity (Rachmawati and Afifi, 2022). Deductive study methods are used by people who have a concentration on science and growth. To determine whether the behaviour they are studying is effective, researchers examine successful tasks, assess successful theories from successful methods, and prove those assumptions (Rachmawati and Afifi, 2022).
As a researcher, has focused on logical research method to guarantee the success of their studies. It is based on a systematic technique for locating qualitative research data by making choices that are presumably influenced by specific evaluation goals. This type of study can be finished more speedily and efficiently than logical research methods. 
[bookmark: _Toc129963172]3.5 Research strategy 
Because they provide strategies and plans for assembling and analyzing data to complete research tasks, researchers value strategic research methods like statistical methods, surveys, and interviews (Rafsanjani et al., 2022). Analytical tactics, methods, and processes are merged to make a research methodology to discover new data or information or to better understand a research topic. The experts used case study research to conduct this inquiry. A case study is a research method used to gain in-depth understanding and analysis of a complex problem from a functional perspective. For this study, the researcher has created a case study that uses qualitative data to look at realistic company management options (Rafsanjani et al., 2022). 
By looking at a variety of case studies, obtaining a multidimensional grasp, and thoroughly analysing complicated issues from a real-world viewpoint, the case study technique is essential to getting real results.  
[bookmark: _Toc129963173]3.6 Data collection methods
Primary data refers to material that was collected directly by the researcher. Researchers are said to have used tertiary data if they had previously obtained information and data from others (Raji et al., 2019). Original data examples include focus group talks, surveys, tests, notes, and personal interactions; secondary research examples include papers, journals, specialty areas, and business reports. As a researcher has use case study analysis and additional investigation to gather data for this study. Because supplementary research saves time and money, it is beneficial for this information-gathering survey. The researcher will collect information from 6 research paper.  
[bookmark: _Toc129963174]3.7 Reliability and validity 
All poll information will be applied lawfully. Additionally, devotion has been linked in this study's results to the accomplishment of respectable outcomes.
[bookmark: _Toc129963175]3.8 Ethics-related matters     
These are important components that aid in concentrating on the various kinds of data or information required for trustworthy study (Raji et al., 2019). For this research to yield reliable findings, effective data collection and replicated data from pertinent sites are needed. Effective data and information collection is also crucial for its proper presentation.


[bookmark: _Toc129963176]Chapter 4: Data analysis and discussions 
[bookmark: _Toc129963177]4.1 Analysis 
	Reference  
	Research Topic 
	Author name 
	About the research 
	Research methodology 

	Lamminen, V., 2018. Social Media Marketing and its impact on product promotion in small enterprises. The case of Blendtec.
	SOCIAL MEDIA MARKETING AND ITS’ IMPACT ON
PRODUCT PROMOTION ON SMALL
ENTERPRISES
	Lamminen Vera
	The customer's attractions become increasingly essential and significant in the expanding world of trade relations and the enhancing competitive climate for companies (Lamminen, 2018). The advantages of the internet for humanity are undeniable, and as a result, the internet and other media have a big impact on how consumers perceive reality and behave as consumers.   The growth of organizational interactions has benefited greatly from the internet's advancement. First, businesses primarily use the internet for efficient client contact. Second, compared to conventional methods of selling, the internet makes it possible to advertise goods and engage in social media marketing practices much more frequently and quickly.  The study's primary goal was to effectively evaluate the benefits of employing social media marketing strategies and tools and to clarify the importance of SMM for SMEs.
	A qualitative study methodology was used by the scholar, which is appropriate for an effective understanding of the SMM advantages for the businesses (Lamminen, 2018). The quantifiable approaches emphasize the statistics and evidence of the SMM platforms and the expansion of the company. Numbers make up quantitative data, whereas data and pictures are the primary components of emotional information. For providing justifications for specific findings in the research report, qualitative research is incredibly effective.   


	Sufian, A., Min, C.S., Murad, M.A. and Aziz, N.A., 2020. The impact of social media marketing on sales performance of small online business. European Journal of Molecular & Clinical Medicine, 7(3), pp.922-940.
	THE IMPACT OF SOCIAL MEDIA
MARKETING ON SALES
PERFORMANCE OF SMALL
ONLINE BUSINESS
	Sufian et al., 2020
	This study has outlined the variables that have a direct impact on the revenues of Malacca-based tiny web businesses when social media marketing is used (Sufian et al., 2020). Data were gathered by the scholar using an explanatory poll.  To analyse the data on the income achievement of the online SMEs, 4 independent factors including content sharing, customer comments, and client connections will be evaluated (Sufian et al., 2020). The study's findings show that customer feedback has no direct impact on sales performance, communication directly affects revenue performance, content sharing has no direct impact on customer relationships, and sales performance directly affects online SMM in Malacca's sales performance.
	150 internet small business proprietors who either had or did not have experience using social media marketing to promote their establishments in Malacca make up the group (Sufian et al., 2020). The reliability analysis, pilot test, descriptive statistics, validity analysis, multiple regression analysis, Pearson's correlation analysis and hypothesis test analysis are the requirement analysis tests that are used. 


	Nguyen, H., 2016. Social Media Marketing for Small and Medium Enterprises in Helsinki Case Meng Loan Oy.
	Social Media Marketing for Small and Medium Enterprises in Helsinki
Case Meng Loan Oy
	Nguyen, 2016
	The main objectives of the research paper are to investigate how social media has evolved into a significant marketing tool for the various SMEs in Helsinki and to offer Meng Loan Oy support, analysis, and suggestions for implementing social media marketing (Nguyen, 2016). The study paper is composed of theoretical sections and a practical portion that appropriately discusses the example business. The theory portion successfully looked more closely at the foundations of online marketing, especially the various social media platforms.  The study paper's conclusions are usefully valued for the case business as well as for numerous other SMEs generally as they get ready to increase their use of integrated marketing strategies and social media marketing.    
	The basis of this investigation is the qualitative research methodology (Nguyen, 2016). A survey was successfully created and disseminated to a range of office staffs and business owners eating at Meng Loong restaurant in order to correctly assess the prevalence of social media marketing and its impact on consumers' purchasing habits. The initial survey respondents' target was 100.       

	Camil, A.J., 2017. The Effectiveness of Social Media Marketing in Small Business Performance: A Case Study of Central Business District Nairobi (Doctoral dissertation, United States International University-Africa).
	THE EFFECTIVENESS OF SOCIAL MEDIA MARKETING
IN SMALL BUSINESS PERFORMANCE: A CASE STUDY
OF CENTRAL BUSINESS DISTRICT NAIROBI
	Camil, 2017
	The main goal of this study is to examine Facebook's marketing accessibility effectiveness for small business performance, Instagram's marketing accessibility effectiveness for SMEs business performance, and Totter's marketing accessibility effectiveness for small business performance (Camil, 2017).  The research's results indicate that Twitter can improve the performance of SMEs. Most respondents concurred that Twitter influences consumer purchasing decisions. A higher percentage of respondents disputed that Twitter had improved customer decision-making in their businesses (Camil, 2017). Many participants disputed that Twitter enables simple conversations with customers. Many respondents were divided on whether using Twitter for business had reduced operating costs. According to the survey's findings, most participants disapproved of Facebook raising small businesses' brand recognition at the expense of only big corporations. Most respondents acknowledged that the promos and discounts advertised on their Facebook business page increased sales and that the majority of respondents viewed different business pages before their consumers made a purchase. The findings imply that Facebook contributes to environmental protection, and many respondents concur that Facebook fosters relationships with clients. Instagram influences shifts in business tactics and customer interaction. The participants in the survey concurred that Instagram affects their buying choices.
	This research paper made significant use of research designs, which are approaches that try to effectively evaluate and explain the various variables present in the given scenario as well as the connections between the variables. The target populations of about 12500 businesses were used to select the sample size of 100 firms. Using both closed-ended surveys, the data gathering was completed effectively (Camil, 2017).     

	Yan, L. and Musika, C., 2018. The social media and SMEs business growth: How can SMEs incorporate social media.
	The Social Media and SMEs Business Growth
How can SMEs Incorporate Social Media
	Yan and Musika,  2018
	To effectively market their services or goods and build their brands, SMEs must interact with their target customers (Yan and Musika, 2018). This is where their popularity has dramatically increased. Thus, SMEs that use social media to significantly expand their businesses have drawn a lot of attention from both the corporate and scholarly sectors (Yan and Musika, 2018). The research's primary goal is to examine and assess the factors that small and medium-sized businesses consider when deploying social media to effectively learn how SMEs can take those factors into account at that time.
	Six semi-structured interviews with six case groups were conducted as part of this study's effort to find and evaluate the steps that small businesses in Sweden have made to adopt social media (Yan and Musika, 2018). Three SMEs in Vaxjo, Sweden, and three SMEs there that use social media for commercial reasons were chosen.


	Wardati, N.K. and Mahendrawathi, E.R., 2019. The impact of social media usage on the sales process in small and medium enterprises (SMEs): A systematic literature review. Procedia Computer Science, 161, pp.976-983.
	The Impact of Social Media Usage on the Sales Process in Small
and Medium Enterprises (SMEs): A Systematic Literature Review
	Wardati and Mahendrawathi, 2019
	The dramatic growth of the internet online has led to the successful emergence of two significant phenomena such as social media and online search engines (Wardati and Mahendrawathi, 2019). From the perspective of social marketing, it is observed that communication channels between the companies, comprising small companies and their buyers, enable them to interact directly with each other.   The main aim of the research is to successfully identify the impact of social media on the sales procedure of SME businesses (Wardati and Mahendrawathi, 2019). The main impact of obtaining is primarily regarding the stakeholders, customers, and companies with partners as well as rivalries. Thus, the effects obtained in this research paper are still general. Thus, more research is required to obtain higher insight into the drivers of social media utilize in small and medium size businesses with their impact on SME performance.    
	The approach of this study was a comprehensive literature review. (SLR) (Wardati and Mahendrawathi, 2019). This process entails going through a variety of books that address relevant study topics. The results of this study demonstrated that social media employ by SMEs in different countries had similar effects. Social media use differs by industry and type of social media used according to the business goals of the small firm.



[bookmark: _Toc129963178]4.2 Discussion
Though, social media marketing strategy has become an integral part of modern-day marketing, but it is not without its limitations and criticisms. The article argues that it provides limited organic reach. Social media platforms have become increasingly saturated with content, making it more challenging for businesses to reach their target audience organically. This means that businesses may need to invest in paid advertising to ensure their content reaches the right people. Furthermore, social media algorithms determine what content users see on their feeds, making it difficult for businesses to control the reach of their content. This means that businesses need to focus on creating high-quality content that is likely to generate engagement and reach a wider audience.
Another article argues that social media users have short attention spans, making it challenging for businesses to create content that captures their attention and keeps them engaged. This indicates that businesses need to create visually appealing and informative content that is concise and easy to consume. There is also always a potential for Negative Feedback. Social media provides a platform for customers to voice their opinions and feedback, which can be positive or negative. Negative feedback can damage a business's reputation and create a public relations issue, which means that businesses need to be proactive in addressing customer complaints and concerns. Furthermore, social media platforms have come under scrutiny for their handling of user data and privacy concerns. This means that businesses need to be transparent and ethical in their use of customer data and comply with relevant laws and regulations.
While social media marketing can be an effective marketing strategy, businesses need to be aware of its limitations and potential drawbacks. By creating high-quality content, being transparent and ethical in their use of data, and responding proactively to customer feedback, businesses can use social media marketing to achieve their marketing goals.


[bookmark: _Toc129963179]Chapter 5: Conclusion, Research limitations and Recommendations   
[bookmark: _Toc129963180]5.1 Conclusion 
The above discussion showed that social media marketing surely does have influence on the marketing and sales strategy of small businesses. The utilization of social media can benefit small businesses in several ways, including increased brand awareness. For example, social media provides small businesses with a platform to showcase their products and services to a larger audience (Deb et al., 2022). By creating engaging and informative content, small businesses can increase their brand awareness and reach a wider customer base. It is also a Cost-Effective Marketing strategy which small businesses can opt for. Social media marketing is a cost-effective way for small businesses to promote their products or services. Most social media platforms allow businesses to create and post content for free, and paid advertising options are often more affordable than traditional advertising channels. 
The above discussion showed that social media platforms allow businesses to target specific demographics, interests, and behaviours, which can result in a higher return on investment. Small businesses can also use social media analytics to measure the effectiveness of their advertising campaigns and adjust their strategy accordingly. In addition to this, social media provides small businesses with an opportunity to engage with their customers and build relationships (Camil, 2017). Responding to customer inquiries and feedback can help businesses build trust and loyalty among their customers. Small businesses can use social media to monitor their competitors' activities and stay up to date on industry trends. By doing so, they can adjust their strategy and remain competitive in their respective markets.
According to the research published by Camil (2017) social media marketing also have great impact on consumer purchasing behaviour. Social media marketing can increase brand awareness among consumers. When consumers see a brand consistently on their social media feeds, they are more likely to remember that brand when they are in the market for a product or service. Social media allows consumers to see what others are saying about a brand or product. Positive reviews or comments can increase social proof and influence purchasing decisions. Furthermore, Social media platforms allow advertisers to target specific demographics, interests, and behaviours (Dzwigol, 2022). This means that ads are more likely to be seen by consumers who are interested in the product or service being offered.
Dzwigol (2022) views that influencers on social media have a significant impact on consumer purchasing behaviour. Consumers trust the opinions of influencers they follow and may be more likely to purchase a product or service if it is recommended by an influencer they trust. Social media also makes it easy for consumers to shop online. Many brands have integrated e-commerce into their social media platforms, allowing consumers to make purchases with just a few clicks. Overall, social media marketing can influence consumer purchasing behaviour by increasing brand awareness, providing social proof, offering targeted advertising, leveraging the power of influencers, and making shopping more convenient.
[bookmark: _Toc129963181]5.2 Research limitations
A major limitation of the research work is based on secondary data. Data already collected for important purposes, but some relevant to current research needs. Simply put, it was collected by someone in the past (Singh, 2022). Secondary data is basically used information because it is not used for the first time. Secondary information is usually established in various resources such as reports, libraries, and the Internet (Singh, 2022). This information may be of high-quality content, especially when collecting information and collecting data over the Internet, as the source of this data and information may be questionable. Because they effectively rely on secondary information for information-driven decision making, they need to assess the reliability of information by understanding how it was collected and researched (Suartina et al., 2022). Secondary research does not collect business-specific data very well. Rather, it is available to many organizations and individuals for free or for a small fee. So, it's not exactly a competitive advantage for them. Current and potential rivalries can also access information (Suartina et al., 2022).  
[bookmark: _Toc129963182]5.3 Recommendation 
Here are some recommendations on how small companies can use social media marketing:
· Identify the Right Platforms: Small businesses should focus on the social media platforms that their target audience uses the most. For instance, if the target audience is primarily professionals, LinkedIn might be the best platform to use. If the target audience is primarily young people, Instagram or TikTok might be more appropriate (Ibrahim, 2022).
· Develop a Content Strategy: Small businesses should develop a content strategy that aligns with their brand values and target audience. This could include posting educational content, behind-the-scenes glimpses, customer testimonials, or other engaging content (Ibrahim, 2022).
· Leverage User-Generated Content: Small businesses can encourage their customers to share their experiences with the brand on social media. This can be a powerful way to create social proof and attract new customers (Infante and Mardikaningsih, 2022).
· Invest in Paid Advertising: Small businesses can use paid advertising on social media to reach a wider audience and generate leads. They can target specific demographics, interests, and behaviours to ensure their ads reach the right people.
· Engage with Followers: Small businesses should engage with their followers by responding to comments and messages. This can help build trust and loyalty with customers (Infante and Mardikaningsih, 2022).
· Monitor Analytics: Small businesses should monitor their social media analytics to see what is working and what isn't. They can use this data to adjust their strategy and improve their social media marketing efforts.
· Partner with Influencers: Small businesses can partner with influencers to promote their products or services to a larger audience. Influencers can help create social proof and generate buzz around the brand (Jackson et al., 2022).
In summary, small businesses can use social media marketing to increase brand awareness, engage with customers, generate leads, and improve their overall marketing efforts. By identifying the right platforms, developing a content strategy, leveraging user-generated content, investing in paid advertising, engaging with followers, monitoring analytics, and partnering with influencers, small businesses can use social media to achieve their marketing goals (Jackson et al., 2022).	
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	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
No risk


(this box should expand as you type)
	How you will mitigate the risk to the investigator:


No risk
(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
No risk


(this box should expand as you type)
	How you will mitigate the risk to the University:
No risk


(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:no risk



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
Full confidentiality

(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	no☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	no☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	

none
(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Cosmin Daniel popa
	06/05/2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	MD sadeque Imam Shaikh
	Date:06/05/2023

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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