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1. [bookmark: _Toc530417512][bookmark: _GoBack]Introduction
1.1 [bookmark: _Toc530417513]Rationale 

Social Media Marketing (SMM) is best defined as the utilization of social media technologies, channels and software to create, communicate, deliver and exchange offerings that have value to the organisation’s stakeholders (Solomon & Tuten, 2017). As advancements in technology have helped develop new marketing techniques it can be argued that social media marketing can be considered the most effective and vital marketing channel. However, it can also be suggested that social media marketing may have little or no effect on consumer buying behaviour and that it is a waste of time (Vries, et al 2012). This is evident in ‘Wetherspoons’ decision to cancel all social media activities and accounts despite having over 140,000 followers according to (Christie, 2018). Therefore, the proposed research will focus to critically analysis the importance of social media marketing and its effects on consumer behaviour in the case of Weatherspoons due to the recent closure of its social media marketing campaigns as well the inherent lack of literature surrounding the direct relationship between social media marketing and its true effects on consumers. 

The proposed research will also build upon current theoretical framework and conclusions that surround the importance of social media marketing to organisations as well as the effects on consumer buying behaviour by conducting and collecting vital research which will be analysed and correlated. For the purpose of this research, an evaluation of the effectiveness of Weatherspoon’s social media marketing campaign will be evaluated. 

1.2 [bookmark: _Toc530417514]Background

Social media marketing can be considered to be one of the most powerful tools of the modern marketer, while it may seem overwhelming, its importance cannot be overstated. It’s so important that 97% of marketers are using social media and 78% of salespeople outsell their peers by using social media for their business (Dukart, 2018). It can be argued that organisations that do not deploy a social media marketing campaign lose competitive advantaged to organisations that do adopt this approach. (Nelson, 2018) argues that if you are not applying this profitable source, you are missing out an incredible marketing opportunity, as it makes it easy to spread the word about your product and mission.
Therefore, this suggests that it is also necessary for organisations to have some sort of online presences. However, Wetherspoons argue that the use of social media marketing isn’t vitally important and that there are many drawbacks to the deployment of social media marketing. Weatherspoons suggests that social media marketing did little to no effect on their business and that it was counterproductive (BBC, 2018). 

There has been extensive research into social media marketing and its importance within large and small businesses, it is collaboratively accepted amongst academics and industry leaders that social media marketing has a hugely positive impact to all types of businesses in many industries (Mangold, 2009).  Therefore, the decision for Wetherspoons to go against this advice is unexpected which in turn demands more research into the effects and importance of social media marketing on consumers.  
1.3 [bookmark: _Toc530417515]Aims and Objectives 

The predominant aim of this dissertation is to critically analyse the importance of social media marketing and its effects on consumer behaviour as well as further investigate the impact of Wetherspoons decision to withdraw from social media marketing. In order to successfully reconcile this aim, this dissertation thought extensive research surrounding the subject will aim to achieve the following objectives:

· To conduct research on the importance and impact of social media marketing on consumers in the food and beverage industry in the case of Weatherspoons.
· Investigate the impact of Weatherspoons decision to withdraw from their social media marketing campaigns and its effect on organisational performance.
· To conduct primary research in the form of interviews and questionnaires to identify the importance of social media marketing and its effects on consumer behaviour.
· Provide recommendations on the importance of social media marketing, the continued use of social media marketing and the impact of withdrawal from social media marketing. 

2 [bookmark: _Toc530417516]Research Design 
2.1 [bookmark: _Toc530417517]Methodology 

Research comprises defining and redefining problems, formulating a hypothesis or suggested solution; collecting, organizing and evaluating data; making deductions and reaching conclusions; and at last carefully testing the conclusions to determine whether they fit the formulating hypothesis (Woody, 1927). Research can be defined as a careful, systematic and objective investigation conducted to obtain valid facts, draw conclusions and established principles regarding an identifiable problem in some field of knowledge (Clarke, 1992). 

As depicted in figure 2.1 – The Research Onion, the core of methodology is data collection and data analysis. This research aims to achieve data collection and analysis through the use of a cross-sectional approach as it is a specific point in time, which will lead to a mixed-methods approach due to the nature of multiple research data collection methods adopted. The research will also deploy the use of the survey data collection method as it helps collect large amounts of useful data in which can be analysed effectively to produce recommendations. Furthermore, the research will be deductive in nature as it tests current theoretical frameworks to produce a hypnosis from the data that will be collected and analysed. Finally, the research will reflect a positivistic philosophy due to its deductive nature and its basis on scientific research. However, elements of inductive and interpretivism may be presents due to the nature of conducting interviews to collect and analyse data on the impacts of withdrawal from social media in the case of Wetherspoons.   



Figure 2.1 – The Research Onion. Source: (Saunders, et al., 2007)

2.2 [bookmark: _Toc530417518]Research Philosophy 

(Dudovskiy, 2018) argues that ontology is associated with a central question of whether social entities should be perceived as objective or subjective. Accordingly, objectivism (or positivism) and subjectivism (or interpretivism) can be specified as two important aspects of ontology. Positivism portrays the position that social entities exist in reality external to social actors concerned with their existence whilst interpretivism perceives that social phenomena are created from the perceptions and consequent actions of those social actors concerned with their existence (Dudovskiy, 2018). For the purpose of this research, the philosophy chosen will main be positivism in order to fulfil the main objectives of this research. Positivism will be adopted through the utilization of quantitative data in the form of questionnaires to understand the impact of social media marketing. However, elements of interpretivism will be present in order to analysis rich qualitative data in the form of interviews to address the impact and effects of withdrawal from social media marketing. Therefore, the research will adopt a mixed methods approach to gain both rich qualitative and precise quantitative data to develop a better understanding of the problem.

2.3 [bookmark: _Toc530417519]Research Approach 

 (Gabriel, 2013) suggests that the main difference between inductive and deductive approaches to research is that whilst a deductive approach is aimed and testing theory, an inductive approach is concerned with the generation of new theory emerging from the data. Therefore, the main research approach will be deductive as current theoretical frameworks surrounding the effects and impact of social media marketing will be investigated and developed. However, there may be an element of inductive research implemented as the uncertainty of why Wetherspoons has withdrawn from social media marketing could potentially invoke a new theory of the effect of social media marketing on consumer behaviour.  Figure 2.2 suggests that deductive research starts out with a current theory or basis of research which can be a question in which the research is trying to find an answer, though development of that current theory leads to a hypothesis which can be tested to result in an observation which in turn finally leads to confirmation (Soiferman, 2010).  

[image: http://www.socialresearchmethods.net/kb/Assets/images/deduct.gif]

Figure 2.2 – The Processes of Deductive Research Source: (Methods, 2016) 
2.4 [bookmark: _Toc530417520]Research Strategy

(Johannesson, 2014) explains that research strategies are grouped into collections such as experiment, survey, case study, ethnography, grounded theory, action research, and phenomenology which is also evident in figure 2.1. However, (Saunders, et al., 2007) depicts that there are five main data collection techniques in which researchers intend to carry out research. Therefore, this research will implement the use of surveys in the form of questionnaires and interviews to collect primary data which will be analysed and compared to other industry-leading findings. (Vaus, 2013 ) explains that surveys are primarily a form of quantitative research which enables researchers to gather large amounts of soft objective data which is primarily used for statistical analysis. The proposed survey will help identify the overall impact of social media marketing on consumer behaviour. However, additionally a qualitative research approach will be implemented to gain a better understanding of the effects of withdrawal from social media marketing by Weatherspoons in the form of an interview. This approach will allow for a harder and richer data gathering experience which will be analysed in coherency with the survey to gain a more detailed analysis. 

2.5 [bookmark: _Toc530417521]Sample

There are many different sample types and sizes that researchers can adopt in order to suit the needs of the research objectives, this proposed research sample suggested is a convenient sample. Due to the inherent constraints of time and cost, the convenient sample is suggested due to its effectiveness. A Convenience sample is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher (Etikan, 2016).  Additionally, due to the time constraints it is also suggested that a specific segment is used in order to speed up the process. Therefore, the segment of Wetherspoons employees will be adopted in order to evaluate the importance of social media marketing and to contrast this information with other relevant academic theories.   

2.6 [bookmark: _Toc530417522]Data Collection 


Data collection is the process of gathering and measuring information on variables of interest, in an established systematic fashion that enables one to answer stated research questions, test hypotheses, and evaluate outcomes (Knatterud, et al., 1998). This research proposes the use of a mixed-method approach design whereby interviews and questionnaires are utilized in which both qualitative and quantitative data is collected. By adopting this mixed-methods approach the data collected can be contrasted against both types of hard and soft data to achieve a detailed analysis in which recommendations can be approved. The use of statistical analysis through software such as Data Science Studio will be implemented alongside the use of graphs and spreadsheets in order to obtain a detailed overview of the data collected to support recommendations.    
2.7 [bookmark: _Toc530417523]Ethical Considerations and Limitations 

(Resnik, 2015) defines ethics in research as the disciplines that study standards of conduct, such as philosophy, theology, law, psychology, or sociology. Therefore, it can be argued that the approval of ethical considerations in research is one of the most important aspects of conducting research, failure to comply to these standards would result in the discredit of the complete research. Therefore, this research will completely comply with these standards, no participant will be under the age of 18, all data collected will be confidential and stored securely. This research will also seek approval from an ethics committee via an ethical approval form to ensure the study standards are at the highest level.

Limiting factors in this study will include time, cost and sample size. Due to the nature of the dissertation, the limitation of time will be incurred as well as the limitations for a budget to help increase results. Therefore, it is suggested that the research conducted may be hindered to some degree, consequences such as a degree of inaccurateness may be incurred also. Which in turn leads to the question of the researches reliability and validity of recommendations drawn from the data collected.     

2.8 [bookmark: _Toc530417524]Validity and Reliability 

Validity and Reliability are two main concepts to any given research and its outcomes. Reliability refers to the consistency of a measure whilst Validity is the extent to which the scores from a measure represent the variable they are intended to (Golafshani, 2003). This also refers to how well the outcome of a study is and whether it has been able to meet the objectives that were set out. Therefore, this study aims to be as accurate as possible through the use of the correct method and methodology stated for the research to minims the effects of poor validity and reliability and ultimately achieve its objectives stated in 1.3. 

3 [bookmark: _Toc530417525]Resources and Planning 

The proposed resources that will be implemented will include, textbooks, online library resources, academic journal and reports to aid in secondary research as well as the implementation of Google forms, survey monkey and data science studio to help collect, correlate and represent primary data.

3.1 [bookmark: _Toc530417526]Gantt Chart 

[image: ]The use of a Gantt chart will be implemented as a means to keep the research on track as by visualising a time line on to which the research dissertation can be applied. Gantt charts are useful for planning and scheduling projects. They help you assess how long a project should take, determine the resources needed, and plan the order in which you'll complete tasks.

Figure 3.1 – Gantt Chart
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