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1. [bookmark: _Toc130900496][bookmark: _Toc143348552]Introduction
Role of social media marketing is becoming more important as current advanced technological interfaces has provided more opportunities for the business organizations to use social media in a different way as compared to past. The use of traditional marketing practices is changing because of the advancement of the technology and it is the basic reason why it has become important to evaluate the role of social media marketing for the success of the business organization. Social media is a new tool for marketing as compared to traditional marketing tools so it is the basic motivation for current research to evaluate its effectiveness as compared to traditional marketing tools.
Dynamic nature of the business environment is one of the basic reasons why marketing has become essential component of the practices of business organizations (Balio & Casais, 2021). The basic purpose of the marketing is to develop awareness about the brand, products and services of the business organizations to have positive influence on the buying behavior of customers (Hajli, 2014). Social media marketing changed the traditional marketing channels as it provided not only targeted marketing practices but helped business organizations to formulate marketing budget according to available financial resources (Brink, 2017). The basic focus of the research is to evaluate the role of the social media marketing for the success of business organizations in United Kingdom as social media has become one of the preferred marketing channels for business organizations. 
[bookmark: _Toc130900497][bookmark: _Toc143348553]1.1 Background of the Research
Start of the 21st century provided wide range of technological interfaces for the business organizations to rely on. Advancement of the technology was the basic reason that driven Ecommerce practices to engage customers with efficiency and effectiveness (Hajli, 2014). Social media became one of the relevant marketing channels for business organizations because of the easy access of potential and existing customers to the social media platform based on the concepts of social networking and social web (Parsons & Lepkowska-white, 2018). Targeted marketing along with two-way communication became essential element of marketing that changed traditional marketing practices for business organizations working in the intense competitive business environment of United Kingdom (Leung, et al., 2012). 
[bookmark: _Toc130900498][bookmark: _Toc143348554]1.2 Significance of the Topic
Current topic is significant not only for academic purpose but to add value to current literature while having relevant information sources to analyze.it has become important to evaluate whether social media is more effective tool as compared to traditional marketing for the business organizations working in United Kingdom. Social media is new marketing channel as compared to traditional marketing channels so current topic is effective in providing a good comparison of traditional and social media marketing practices for business organizations to choose the more effective marketing channel (Hajli, 2014). Critical evaluation of the secondary sources is the main focus of the research to highlight the effectiveness of social media marketing and value-added elements of the social media marketing practices. 
1.3 [bookmark: _Toc143348555][bookmark: _Toc130900499]Problem Statement
[bookmark: _Toc130900500]The basic focus is to evaluate how social media marketing has changed the conventional marketing practices and how social media has added value to conventional marketing practices or replaced conventional marketing practices. Social media is a new practice as compared to traditional marketing practices so it is still important to evaluate how social media is different from traditional marketing to add value to the success of the business organizations working in the intense competitive business environment. The basic purpose of the research is to understand the basic differences between traditional and social media marketing platforms along with evaluating why social media is more effective marketing channel specifically for business organizations. 
1.4 [bookmark: _Toc143348556]Aim and Objectives
The basic aim of the research is to evaluate the role of social media marketing for the success of business organizations in United Kingdom. 
Related aim and objectives are:
· To outline the basic differences of traditional and social media marketing in United Kingdom 
· To determine the value added by social media marketing practices to business organizations in United Kingdom
· To evaluate pros and cons of traditional and social media marketing in the operations of business organizations working in UK
· To determine the role of social media for business organizations in influencing the buying behavior of customers in United Kingdom
1.5 [bookmark: _Toc143348557]Importance of the research
Current research is important not only for academic purpose but to add value to current literature while having up to date data. Social media is still a new practice as compared to traditional marketing platforms so current research is important to evaluate the role of social media by comparing it with traditional marketing practices to learn what are the basic differences and what are the values being added to current marketing practices for the success of the business organizations. 
1.6 [bookmark: _Toc143348558]Scope of the Study
Scope of the research is limited to business organizations working within UK to learn how social media is adding value to the success of the business organization. Focus of the study is to add value to the learning experience of the researcher.
1.7 [bookmark: _Toc143348559]Structure of the Research
Chapter 1: Introduction and background of the research are main elements to provide base for the research question, aim and objectives.
Chapter 2: Critical review of literature to have better understanding of the key terms is the main focus of the chapter.
Chapter 3: Having a clear methodology to have a good idea of the overall research process is the main focus of the chapter. 
Chapter 4: Analysis of the collected data to formulate findings is the main focus of the chapter.
Chapter 5: Meeting research aim and objectives and providing overall outcomes of the research is the main focus of the chapter. 
1.8 [bookmark: _Toc143348560]Summary  
Overall chapter gives a good idea of the research question in hand that is directly linked with the aim and objectives of the research. Chapter has helped in defining the research title to have a good idea of the purpose of the research. 

2. [bookmark: _Toc130900501][bookmark: _Toc143348561]Literature Review
[bookmark: _Toc130900502]Critical review of literature is based on the evaluation of wide range of journal and academic articles written on selected or related topic by different scholars and researchers. Shedding light on the findings of the researchers and having a good idea of the key terms based on the findings of the researchers is important to add value to the structured questionnaire for the primary research. Evaluation of the key terms and relevant theories/models is the main focus of the critical review of literature to provide a good understanding of the research topic in hand. 
[bookmark: _Toc143348562]2.1 Difference between Traditional and Social Media Marketing
Social media marketing has changed the traditional marketing practices as the basic focus of the traditional marketing was on having broadcast media for the above the line marketing channels along effective below the line marketing channels based on referrals, email marketing and face to face interaction (Balio & Casais, 2021). Change is the only stable element in the intense competitive business environment as changing according to the factors in the external and internal environment has become really important to sustain operations for the long run (Chawla, 2019). Social media is one of the major changes in the marketing field that has helped in shifting focus of the business organizations from broadcasting marketing to targeted marketing practices (Balio & Casais, 2021).
Traditional marketing channels were based on above the line marketing and below the line marketing (Clinehens, 2019). Small and medium enterprises with limited financial resources focused more on below the line marketing because of the high associated cost of digital above the line marketing channels (Bartolini, et al., 2019). Social media marketing has changed the traditional marketing practices as targeted marketing became the relevant practice well addressed by social media marketing channels (Brodie, et al., 2015). Two-way communication and effective feedback system became relevant practices to add value to traditional marketing practices (Vinerean, et al., 2013). Better management of the marketing budget using targeted marketing practices became relevant that has changed the focus of business organizations from high cost above the line marketing channels (Siddiqui & Singh, 2016). Traditional marketing platforms such as TV, radio and newspaper are more effective to use as a tool to target wider segments based on the broadcasting marketing practices so allocated budget for such practices is also high (Balio & Casais, 2021).
[bookmark: _Toc130900504][bookmark: _Toc143348563]2.2 Technology Acceptance Model
Technology acceptance model is the information system that is well focused on the acceptance of technological change and its use by the users (Doorn, et al., 2017). Providing target audience with the user-friendly technological interfaces such as sponsored and targeted advertisement on the social media channels has helped the target audience learn the effectiveness of targeted marketing practices and its impact on their buying behavior (Brodie, et al., 2015). The model gives a good idea how behavioral intention is influenced by attitude for the use of technology. Model not only explains the use of social media marketing for the business organizations but also address its impact on the buying behavior of potential customers (Buttle & Maklan, 2015). Dynamic nature of the business environment is one of the basic reasons why marketing has become essential component of the practices of business organizations (Balio & Casais, 2021). The basic purpose of the marketing is to develop awareness about the brand, products and services of the business organizations to have positive influence on the buying behavior of customers (Hajli, 2014). Technology acceptance models gives a good idea how the focus of the marketing practices changed towards social media platform as compared to traditional marketing practices (Følstad & Kvale, 2018). 
[image: ]
[bookmark: _Toc143348466]Figure 1: Technology Acceptance Model
Source: (Følstad & Kvale, 2018)
Advancement of the technology is the basic reason of the advancement of the marketing practices as initial focus was on having below the line and above the line marketing channels but not on the effective targeted marketing practices as being provided by the social media platform (Lal, et al., 2020). It has helped in changing the conventional marketing practices to add value to the outcome of the business organizations in term of better visibility and more effective branding (Leung, et al., 2012). Advancement in technology and relevant technological interfaces has helped in changing the buying behavior of customers and social media is the value addition that helped customers in accepting the technology more effectively by having impact on their attitude towards the use of technology because of its usefulness (Ahmad & Buttle, 2002). 
[bookmark: _Toc143348564]Targeted Marketing and Broadcasting Marketing Practices
Targeted marketing practices are different as compared to broadcasting marketing practices as the initial focus of the above the line marketing was on broadcasting the marketing message (Lamberton & Stephen, 2016). Having higher associated cost was the major challenge as the target market was not specified and wastage of the financial resources was a major problem (Ahmad & Buttle, 2002). Effective use of TV, newspaper and other digital platforms used the above the line marketing channels as broadcasting marketing channels (Atherton, 2019). Social media changed the basic practices as the focus shifted towards having targeted marketing practices by knowing the nature of target market, needs of the target market, demographic characteristics of the target market along with buying behavior of the target market (Banyte & Dovaliene, 2014). It changed the overall dynamics of the business operations towards the use of marketing budget by keeping the budget within the controlled parameters (Craven, 2012). Customer engagement became easy as the focus of the target marketing practices was on influencing the buying behavior by targeting their needs so customer engagement practices became more relevant and it added value to the satisfaction level of customers by providing customers what they looked for (Dharmawan & Hendrayati, 2019). 
[bookmark: _Toc130900503][bookmark: _Toc143348565]2.3 Two-way Communication and Marketing Practices
Social media has added value to the traditional marketing practices as it has not only driven targeted marketing practices but also used two-way communication to keep the potential and existing customers engaged for long run (Motta-Filho, 2021). Buying is not one time process so social media has helped in driving two-way communication process to keep the customers engaged (Patino, et al., 2012). It shows how customer relationship management process is well addressed by social media marketing as compared to broadcasting mediums based on above the line traditional marketing channels (Parsons & Lepkowska-white, 2018). Feedback of the customers is important as such feedback provides opportunities for the business organizations to improve quality issues in the products or services so two-way communication on the social media is the value addition practice as such practices were not common while relying on the conventional marketing practices (Atherton, 2019). Reviews of the customers play important role in influencing the buying behavior of potential customers and social media is the platform that has provided required base for feedback and reviews (Brodie, et al., 2015). Learning about the queries and concerns of the existing and potential customers and working to improve such issues has become possible using social media marketing channels (Ahmad & Buttle, 2002). 
[bookmark: _Toc143348566]2.4 Importance of Customer Engagement Practices
Buying is not one time process as it is the initial practice towards developing strong and long-term relationships with the potential customers (Nguyen, et al., 2017). Keeping customers engaged and updated has become important as it is one of the ways to have influence on the buying behavior of customers (Hanlon & Tuten, 2022). Social media is different from traditional marketing platforms as it is the marketing channel that is more focused towards developing effective database of existing customers to use the database to drive positive word of mouth practices along with using the database to drive promotional practices (Kaplan & Haelein, 2020). Customers are referred as the king for the business organizations as revenue depends on the buying trends of customers (Brodie, et al., 2015). Customer engagement has become really important for the business organizations as it is the key to have sustainable sales as buying is not one time process (Ahmad & Buttle, 2002). Social media is not only a marketing platform but a platform to generate database of existing and potential customers in the form of subscribers and followers (Brodie, et al., 2015). Such practices are different from traditional marketing practices and added value to the engagement level of customers as customers became more aware of the brands and relevant products, services and promotional activities (Vinerean, et al., 2013). 
[bookmark: _Toc130900505][bookmark: _Toc143348567]2.5 Summary
Evaluation of the key terms has helped in providing a good idea about the basic concept of social media marketing and its difference from traditional marketing practices. Value added by social media marketing is another important focus of the critical review of literature. Social media marketing has changed the traditional marketing practices as the basic focus of the traditional marketing was on having broadcast media for the above the line marketing channels along effective below the line marketing channels based on referrals, email marketing and face to face interaction. Traditional marketing channels were based on above the line marketing and below the line marketing. Small and medium enterprises with limited financial resources focused more on below the line marketing because of the high associated cost of digital above the line marketing channels. Critical review of literature has helped in shedding light on the value addition elements of the social media practices different from conventional marketing practices.
3. [bookmark: _Toc130900506][bookmark: _Toc143348568]Research Methods and Methodology
[bookmark: _Toc130900507]Research methodology plays important role in providing the required guideline for the researcher to conduct any research process within specific parameters. There are different phases of any research process and research methodology shed light on each phase in systematic way. Research approach, research philosophy, data collection and data analysis methods are important to outline in the research methodology to provide a proper guideline for the researcher to follow. Research methodology is important to set specific parameters and to keep research in specific parameters. 
[bookmark: _Toc143348569]3.1 Research Philosophy
Research philosophy is the belief about the way data about a particular phenomenon should be gathered, analyzed and use. There are different types of research philosophy and it is important to have better idea of the research philosophy more relevant to research topic in hand. Positivism is one of the relevant philosophies that is based on the study of social world using a scientific approach (Abutabenjeh & Jaradat, 2018). Positivism is objective in nature and the focus is on quantitative data to be analyzed based on the relevant data collection method. Other relevant research philosophy is interpretivism research philosophy as it is more subjective in nature. It is more focused to understand and interpret social meanings of the research topic in hand. Positivism is the relevant philosophy for current research in hand (Kothari, 2004).
[bookmark: _Toc130900508][bookmark: _Toc143348570]3.2 Research Paradigm
The research paradigm is the method or model that adds value to the process of conducting research. It is based on the set of ideas, beliefs and understandings related to theories and practices. Mostly of paradigms are driven from either positivism or interpretivism research philosophies (Abutabenjeh & Jaradat, 2018).
[bookmark: _Toc130900509][bookmark: _Toc143348571]3.3 Research Approach
Research can be inductive or deductive in nature. Inductive is more relevant approach if less or no relevant information is available about the research topic in hand so generating new theories becomes relevant approach. Deductive is based on testing existing theories and models. Current research is deductive in nature as social media marketing is not a new concept but required effective evaluation to learn its effectiveness (Kothari, 2004). 
[bookmark: _Toc130900510][bookmark: _Toc143348572]3.4 Research Strategy
Research strategy is important component of the research methodology as it provides a better idea of the overall plan for conducting any research. Planning, execution and monitoring of the research process is the main focus of the current research study. 
[bookmark: _Toc130900511][bookmark: _Toc143348573]3.5 Data Collection Method and Sampling
Data can be qualitative or quantitative in nature. For qualitative data, the main focus is on using interview or observation as the relevant methods. For quantitative data, survey is the relevant approach to have data gathered from selected sample population using the structured questionnaire. The main focus of current research is on survey technique. Sample has been selected using convenient random sampling technique from customers visiting supermarkets, restaurants or other related business organizations within UK. Sample population is based on 100 respondents.  Having easy access to the target customers is the main focus of the research. 
[bookmark: _Toc130900512][bookmark: _Toc143348574]3.6 Data Analysis Method
There are different ways to analyze the quantitative data such as using SPSS or MS Excel. Focus of current research is on MS Excel to store and analyze data to present it using graphs. 
[bookmark: _Toc130900513][bookmark: _Toc143348575]3.7 Ethical Consideration
Providing the target sample population with information sheet and consent form along with structured questionnaire is the main focus of research to manage the ethical consideration. It also highlights the right of withdraw for the sample population (Bello, 2010). It is important to kept research anonymous so no use of the personal names is intended to focus on in data collection process.  







4. [bookmark: _Toc143348576]Data Analysis and Findings
[bookmark: _Toc143348577]4.1 Introduction
The basic focus of the chapter is to make sense of the primary data collected from the selected sample population using convenient random sampling technique. Response gained from the sample population is important in adding value to current research process to have better understanding of the set aim and objectives of the research. 
[bookmark: _Toc143348578]4.2 Analysis of the Primary Data
Structured questionnaire has been used for the primary data collection and initial questions have been asked about the demographic characteristics of the sample population followed by structured questionnaire based on the elements evaluated using critical review of literature. 
1. What is your age? 
a) 18-24 
b) 25-35 
c) 36-45 
d) 45+ 

[bookmark: _Toc143348467]Figure 2: Age graph
The basic focus of the research was to make sure before selection of the sample population that the age is above 18 years so it could help the research based on the knowledge, experience and qualification of the sample population. Response has given a good idea that most of the sample population is based on either youngsters or adults as 66% of the total population is from the age group of 18-35. Only 14% of the sample population is from the age group of 45+ so it shows that current sample population is based on the element of diversity to make more sense to the data required for current research process. 
2- What is your gender? 
a) Male 
b) Female  
c) Prefer not to say

[bookmark: _Toc143348468]Figure 3: Gender graph
Next important focus of the questionnaire was to evaluate the gender of the selected sample population. Response has given a good idea that current sample population is based on diversity on the basis of gender as well as 48% of the total population is from the female gender as compared to 44% males. Some of the respondents in the sample population preferred not to select any of the option according to their own preference. 
3- How often do you visit restaurants or retail stores for buying? 
a) Multiple times a week 
b) Once a week 
c) Once a month 
d) Rarely

[bookmark: _Toc143348469]Figure 4: Visiting restaurant graph
Next question was directly associated with the research topic as the basic focus of the question was to evaluate how often people visit restaurants or retailing stores in a month. 32% of the sample population outlined that they visit supermarkets or restaurants multiple times a week as compared to 22% who outlined that they rarely visit supermarkets or restaurants and it could because of the age factor or online buying options. 28% of the sample population outlined that they visit supermarkets or restaurants once a week so it means that having effective physical evidence is important for most of the respondents in the sample population. 

4- Which of the following social media platforms do you use most frequently? 
a) Facebook 
b) Twitter 
c) Instagram 
d) TikTok 

[bookmark: _Toc143348470]Figure 5: Social Media Platform graph
Next relevant question was based on the effective use of the social media platforms by the targeted sample population as it provided the base for the research topic in hand. Evaluation has given a good idea that 64% of the sample population either prefer Instagram or Facebook as compared to Twitter or TikTok. It gives a good idea that such applications provide more diversity for the target sample population as compared to other two mentioned applications. 




5- Have you ever followed or interacted with a restaurant or retail store on social media? 
a) Yes 
b) No

[bookmark: _Toc143348471]Figure 6: Social Media interaction graph
Next question was a connected question to know whether the sample population ever had interaction with the retail store or restaurants on social media platforms and the response has given a good idea that 92% has a prior interaction with such brands using different social media brands. It shows that social media is one of the effective platforms to provide effective interaction between buyers and sellers rather than only relying on effective physical evidence. Only 8% of the sample population outlined that they never had such interaction in past.






6- If yes, which of the following have you done? 
a) Liked a post 
b) Shared a post 
c) Comment on a post
d) None of the above

[bookmark: _Toc143348472]Figure 7: Actions on Social Media graph
Question was linked with the previous question and the purpose was to know the nature of interaction between social media users and brands. Analysis of the response has given a good idea that 48% of the sample population liked a post shared by the brands from retail or restaurant industry on the social media platform. 24% of the sample population commented on any of the post of such brands as compared to only 20% who shared the post. It shows that liking a post is the main interaction between brands and potential customers on the social media platforms. 




7- What motivates you to follow or interact with a business organization on social media? 
a) To receive promotional offers or discounts 
b) To stay updated on new menu items 
c) To see what other people are saying about the restaurant 
d) Other (please specify)

[bookmark: _Toc143348473]Figure 8: Motivation graph
The basic focus of the question was to evaluate the motivation factor for the respondents to keep effective interaction with the brands on the social media platforms. Response has given a good idea that most of the people in the sample population have effective interaction with brands to stay updated on the new menu items and it may help in adding value to decision making process to visit such brands. Other major reason highlighted was based on the promotional offers posted by the retailing outlets or restaurants to have positive influence on the buying behavior of people as being outlined by 30% of the respondents. 14% of the sample population outlined other reasons such as gaining information or comparing brands. 

8- How likely are you to engage with the brands on social media if they post content that is entertaining? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely

[bookmark: _Toc143348474]Figure 9: Entertaining content graph
The basic focus of the question was to evaluate the entertaining contents shared by brands and impact of such contents. Response has given a good idea that most of the sample population like such contents as being outlined by 70% of the total sample population as compared to 30% who either not interesting in such contents or dislike such contents. It depends on the preferences of the social media users while interacting with the brands about the contents they prefer or not prefer to see from brands based on the response gained. 


9- In your opinion, which type of advertising is more effective for business organizations? 
a) social media advertising 
b) Traditional advertising (TV, Radio, Newspaper)
c) Both are equally effective 
d) I don't know

[bookmark: _Toc143348475]Figure 10: Effective advertisement graph
Based on the use of the social media platforms by the sample population, question was based on the comparison of the effectiveness of the traditional and social media advertisement. Response gained from the sample population outlined that 38% of the respondents believe that social media is more effective as compared to 22% who believe that TV, radio and newspaper are still more effective as compared to social media platforms. It can be because of the difference of age group of sample population or less use of social media by aged people in the sample population who use social media less than youngsters as their preferred marketing channel could be traditional. 20% of the sample population outlined that they have no idea based on their experience. 


10- How likely are you to visit a brand that has received mostly positive reviews on social media? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely

[bookmark: _Toc143348476]Figure 11: Entertaining contents graph
The basic focus of the question was on evaluating the effectiveness of positive reviews given by customers on social media about brands to have influence on others for taking decision of visiting brands. Response outlined that 70% of the sample population very likely or somewhat likely prefer to visit such brand based on the positive reviews given by others as compared to 30% who have not much impact of such reviews on the social media platforms. It shows that social media is effective tool to add value to the buying behavior of potential customers towards visiting brands. 



11- How likely are you to visit a brand that has received mostly negative reviews online? 
a) Very unlikely 
b) Somewhat unlikely 
c) Neutral 
d) Somewhat likely 
e) Very likely

[bookmark: _Toc143348477]Figure 12: Negative review graph
The question was based on the evaluation of the decision making of potential customers based on the negative reviews about brands. Response helped in outlining that social media is one of the relevant platforms to have impact on the decision making as 80% of the potential customers outlined that they will unlikely visit such brands based on the negative reviews being given by customers in past. It shows the importance of having feedback on the social media platform to impact the decision making of potential customers. 


12- Do you believe two-way communication on social media is more effective as compared to conventional one-way communication on advertisement using TV, radio or newspaper?
a) Yes 
b) No 

[bookmark: _Toc143348478]Figure 13: Two way communication graph
The evaluation was based on one of the differentiations that social media has provided as compared to conventional marketing platforms. Two-way communication is effective as being outlined by 89% of the sample population as compared to 11% who still believe that advertisement on conventional platforms is more effective even without having two-way communication. 






13- How likely are you to recommend a brand to a friend or family member based on their social media presence? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely

[bookmark: _Toc143348479]Figure 14: Social Media recommendation graph
Evaluation of the question gives a good idea that social media presence is important as it gives a good idea of positive and negative reviews about a brand. 70% of the sample population outlined that they would recommend a brand to friends or family members based on the social media presence and based on the other questions, it gives a good idea that positive reviews add value to such recommendation. 


14- Do you believe that social media platforms are effective in driving you towards ordering online from website or application of the brands?
a) Yes 
b) No 

[bookmark: _Toc143348480]Figure 15: Ordering online graph
The question was based on the effectiveness of social media to drive online sales and 32% of the sample population believe that there could be other reasons to drive online sales rather than the role of social media. It can be Ecommerce platform; web applications or other relevant tools rather than social media as being evaluated during the critical review of literature. 






15- Do you believe that social media platforms have become essential for the business organizations to impact the decision making of customers in positive way?
a) Yes 
b) No 

[bookmark: _Toc143348481]Figure 16: Importance of social media graph
78% of the sample population outlined that social media has become essential for the success of the business organizations because of its value-added components as compared to conventional marketing practices. 22% of the sample population still believe that social media is not an essential requirement for the success of the business organizations as there could be other options to focus on. 







4.3 [bookmark: _Toc143348579]Findings
Overall evaluation of the primary data has given a good idea that social media has become an essential part of the business organizations as it has helped in driving the two-way communication as compared to conventional marketing channels. Targeted marketing was not much possible in past and two-way communication has even added value to targeted marketing practices to develop effective communication between potential buyers and sellers using effective social media platform (Banyte & Dovaliene, 2014). Social media has added value in term of providing a platform to have feedback about the quality of products or services customers experienced in past to recommend it online. It gives a good idea why positive reviews based on the satisfaction level of customers play important role in driving more sales for the brands using social media presence. Same is with the negative reviews as primary data has outlined the effectiveness of negative impacts on the decision making of potential customers not to visit such brands. Technology acceptance model also given a good idea why usefulness of technology plays important role in adding value to the strategic decision making of customers (Brink, 2017). Buying is not one time process and social media is a platform that is effective in developing a database of existing and potential customers to use such database effectively to add value to the strategic decision making of potential customers (Siddiqui & Singh, 2016). Overall evaluation of the primary data has outlined that 78% of the sample population believe, social media has become essential for the success of the business organizations because of its value-added components as compared to conventional marketing practices. 22% of the sample population still believe that social media is not an essential requirement for the success of the business organizations as there could be other options to focus on. 







5. [bookmark: _Toc143348580]Conclusion and Recommendations
[bookmark: _Toc143348581]5.1 Conclusion
Overall evaluation has helped in outlining how social media marketing has become a success factor for the success of the business organizations as it has provided the base for targeted marketing practices and two-way communication to develop effective database of potential and existing customers as compared to traditional marketing platform. Primary data also outlined the effectiveness of two-way communication, positive and negative feedback and other relevant elements to have impact on the decision making of customers to decide whether to visit a business organization or not. It was the first objective of the research based on the stated aim of the research that has helped in evaluating the effectiveness of targeted marketing practices, two-way communication and customer relationship management as essential elements of social media to differentiate it from traditional marketing platforms. Value has been added with the help of technology-oriented features of social media as such features were not much common in traditional marketing processes. 
Second important objective of the research was to evaluate what value social media has added to the marketing practices of business organization. Two-way communication, feedback system, customer relationship management and targeted marketing practices are the benefits of using social media by business organizations as compared to traditional marketing practices. Critical review of literature outlined that above the line marketing was more focused towards having broadcasting mediums and social media marketing has changed the traditional practices by providing a platform for developing effective communication between buyers and sellers to have more positive impact on the buying behavior of potential customers. It shows that the value has been added with the help of technological interfaces that social media has provided for the business organizations to have effective presence in the intense competitive business environment. Change is the only stable element in the intense competitive business environment and focus of customers shifted towards social media is the relevant example for business organizations.
Next important objective of the research was to evaluate how social media has influenced the buying behavior of customers. Evaluation of the primary data has helped in achieving the objective with ease. Evaluation of the negative feedback is the relevant example. The question was based on the evaluation of the decision making of potential customers based on the negative reviews about brands. Response helped in outlining that social media is one of the relevant platforms to have impact on the decision making as 80% of the potential customers outlined that they will unlikely visit such brands based on the negative reviews being given by customers in past. It shows the importance of having feedback on the social media platform to impact the decision making of potential customers. Same was the response for positive reviews as it has positive impact on the strategic decision making of customers while choosing a brand. 
[bookmark: _Toc143348582]5.2 Recommendations
· Current research shows that there are still potential customers who are not much familiar with the use of social media or believe that traditional marketing is more effective so it shows that time and experience of people matter the most while evaluating any platform. It will take time for people to evaluate the effectiveness of social media even more based on the existing users and their experience.
· It is important for the business organizations to change according to the need and requirements of the business organization and social media is one of the relevant examples as it has added value to the operations so business organizations should focus towards having effective presence on social media platforms. 
· Customer satisfaction is important to add value to the strategic decision making so quality should be focused by brands if brands have effective presence on social media to get positive reviews. 
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[bookmark: _Toc143348584]Appendix 1: Questionnaire

1.  What is your age? 
a) 18-24 
b) 25-35 
c) 36-45 
d) 45+ 
2- What is your gender? 
a) Male 
b) Female  
c) Prefer not to say
3- How often do you visit restaurants or retail stores for buying? 
a) Multiple times a week 
b) Once a week 
c) Once a month 
d) Rarely
4- Which of the following social media platforms do you use most frequently? 
a) Facebook 
b) Twitter 
c) Instagram 
d) TikTok 
5- Have you ever followed or interacted with a restaurant or retail store on social media? 
a) Yes 
b) No
6- If yes, which of the following have you done? 
a) Liked a post 
b) Shared a post 
c) Comment on a post
d) None of the above
7- What motivates you to follow or interact with a business organization on social media? 
a) To receive promotional offers or discounts 
b) To stay updated on new menu items 
c) To see what other people are saying about the restaurant 
d) Other (please specify)
8- How likely are you to engage with the brands on social media if they post content that is entertaining? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely
9- In your opinion, which type of advertising is more effective for business organizations? 
a) social media advertising 
b) Traditional advertising (TV, Radio, Newspaper)
c) Both are equally effective 
d) I don't know
10- How likely are you to visit a brand that has received mostly positive reviews on social media? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely
11- How likely are you to visit a brand that has received mostly negative reviews online? 
a) Very unlikely 
b) Somewhat unlikely 
c) Neutral 
d) Somewhat likely 
e) Very likely
12- Do you believe two-way communication on social media is more effective as compared to conventional one-way communication on advertisement using TV, radio or newspaper?
a) Yes 
b) No 
13- How likely are you to recommend a brand to a friend or family member based on their social media presence? 
a) Very likely 
b) Somewhat likely 
c) Not very likely 
d) Not at all likely
14- Do you believe that social media platforms are effective in driving you towards ordering online from website or application of the brands?
a) Yes 
b) No 
15- Do you believe that social media platforms have become essential for the business organizations to impact the decision making of customers in positive way?
a) Yes 
b) No 












Gender	
Male	Female	Prefer not to say	44	48	8	


Visiting Restaurant or Retailing store	
Multiple times a week	Once a week	Once a month	Rarely	32	28	22	18	


Social Media platform	
Facebook	Twitter	Instagram	TikTok	32	20	32	16	


Interaction with Restaurant or Retail store using Social Media	
Yes	No	92	8	


Interaction with Restaurant or Retail store using Social Media	
Liked a post	Shared a post	Comment on a Post	None of the above	48	20	24	8	


Motivaiton to follow a brand	
To receive promotional offers or discounts	To stay updated on new menu items	To see what other people are saying about the brand	Other 	30	34	22	14	


Entertaining contents by Brands	
Very Likely	Somewhat Likely	Not very Likely	Not at all Likely	34	36	20	10	


Effective Advertisement platform	
Social Media advertisement	Traditional Advertisement	Both are equally effective	I Don’t know	38	22	20	20	


Entertaining contents by Brands	
Very Likely	Somewhat Likely	Not very Likely	Not at all Likely	32	38	20	10	


Entertaining contents by Brands	
Very Unlikely	Somewhat Unlikely	Neutral	Somewhat likely	Very Likely	42	38	14	5	1	


Two way communication	
Yes	No	89	11	


Social Media recommendation	
Very Likely	Somewhat Likely	Not very Likely	Not at all Likely	32	38	18	12	


Ordering Online	
Yes	No	68	32	


Improtance of Social Media for businesss organizations	
Yes	No	78	22	


Age	
18-24	25-35	36-45	45+	29	37	20	14	
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