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Abstract: 
The purpose of this dissertation is to explore the potential impact of increasing a company's online presence through social media, a company website, and online classes on brand awareness, customer engagement, and revenue growth. The case study for this dissertation is Diddi dance, a company looking to improve its revenue and customer base by increasing its online presence. Through a review of literature and secondary research, this dissertation examines the benefits and challenges of building an online presence and the various tactics that companies can use to effectively reach and engage customers online. The results of this study suggest that increasing a company's online presence can lead to a range of positive outcomes, including increased brand awareness, customer engagement, and revenue growth. However, it is also important for companies to carefully consider their target audience and allocate their resources effectively in order to achieve these results.
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1. Background information 
Enterprises are not just a one was path it comes with a plethora of variations like Finance, e-commerce, accounting, marketing, human resources. This mixed aspect of business is what makes running a successful enterprise difficult, hence why the researcher chose to study business management; running a successful business themselves in the form of Diddi Dance School, an enterprise which teaches young children from ages 18 months – 5 years old, dance. The business has faced recent challenges in the form of Covid 19; at the start of 2020, news reports of a new virus emerged from Wuhan, China. On 23 March 2020, the Prime Minister announced the first national lockdown during an address to the nation. Then a second national lockdown began on 5 November 2020 in response to rising cases in the UK. On Monday 4 January 2021 at 8pm, the Prime Minister announced the third national lockdown (Sherrington, A. 2022). More recently the cost of living crisis has taken a further thump on the company’s revenue. Amid the highest inflation since the early 1980s and spiralling energy bills the UK public is increasingly worried about the cost of living crisis, with 86% of people concerned about day-to-day living costs (Knowles, B.R. 2022). Hence, the paper will explore whether a change of strategy; having an online presence could increase revenue and attract more customers. Within this paper looking at an online presence there will be three main focal points, online marketing through social media, a company website and online classes, so when online presence is mention it will encompass all three of these concepts. The only online presence currently for Diddi Dance School is an Instagram account that is used to promote the company, though it is not regularly monitored. 
1.1 Covid: 
The Covid pandemic had a huge adverse effect on Diddi Dance School, the lockdowns meant that no classes could be held and put a halt to the company. The economic damages were huge as it meant that no revenue could be generated, for Diddi is heavily reliant on booking venues to host dance classes and had no online presence. What’s more there was government support, it was a major issue obtaining the support packages not just for Diddi; but across the world problems with accessing the aid, citing potential issues such as bureaucratic hassles and difficulties establishing eligibility (Bartik, A.W. et al. 2020). Even after the pandemic once there were no more lockdowns, the revenue did not reach pre pandemic levels and there are numerous reasons for this. The regular customers who had built of a habit of regularly joining the class were no longer attending as the children had grown older, parents had found alternative online dance classes and even after everything had opened up Covid still persisted and parents were still reluctant to send their children to the classes.
1.2 Cost of living: 
Then came the cost of living crisis, which further impacted Diddi’s revenue and customer base. The cost of living crisis has led to an increase in energy bills, inflation has risen to an all-time high since the 1980’s, and currently as of October 2022 the Consumer Price Index (CPI) measuring inflation for households was at 11.1% (King, A. 2022). All leading to a negative multiplying affect for Diddi as the dance classes can be seen through the lens of a luxury product. Hence, when a family is budgeting to try and save money often luxury products will no longer be budgeted for and only budget for essentials that has been portrayed by the Maslow’s hierarchy of need, where food and water is the number one priority, the shelter so rent or mortgage repayments. Maslow affirmed that people are encouraged to attain specific requirements and that certain wants take priority over others. Our most necessary wants is for physical existence, and this will be the main factor that influences our actions. As soon as that stage is satisfied the next stage up is what stimulates us. The initial pyramid of needs includes five-stages : 1. Fundamental needs - these are biologic needs for a individual survival, e.g. air, water, food, housing, clothing etc. If these needs are not met the human body cannot perform satisfactorily. Maslow believed physiological needs are the most important as all the other needs come to be less important until these needs are fulfilled (McLeod, S. A. 2018). Thus the combination of Covid and cost of living has had a disastrous impact on Diddi. 
1,3 Change of strategy? 
Often other departments like Finance, marketing are lionised but business strategy is pivotal for the long term success of a company. For this research paper the new strategy that will be explored for Diddi is whether to increase its online presence. This will be explored utilising both secondary and primary research and it is important to do this before changing strategies as it could also lead to adverse effect like it had on Meta. The corporation formerly known as Facebook, has been investing staggering sums in what it calls “the metaverse,” the virtual-reality wonderland that Mark Zuckerberg argues represents the future of human connection (Manjoo, F. 2022). However, the change of strategy was one of the main causes which lead to the company’s year to date (YTD) market capitalisation reduce by 66.55% (see figure 1) (Google Finance 2022). On the contrary Reed Hastings, cofounder Netflix in 1995, on demand online entertainment offers TV shows and movies. Netflix initially functioned as a DVD membership service, but then changed their strategy and began streaming content in 2007. Proving tremendously successful as the company value has gone up 25190.91% since Netflix initial public offering (IPO) in 2002 (see figure 2) (Google Finance 2022). When changing strategies success is not guaranteed making it vital to conduct thorough research before changing business strategy.
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2. Aim and objectives:
The main aim of this research is to understand the role that e-commerce plays in driving revenue and attracting customers for Diddi Dance School in London. In order to achieve this aim, the following research objectives have been established:
1. To explore the benefits and importance of an online presence for businesses like Diddi Dance School.
2. To identify and analyse the key barriers that may hinder the growth of revenue and customer acquisition through e-commerce.
3. To evaluate Diddi Dance School's current online presence strategy and identify areas for improvement.
4. To make recommendations on how Diddi Dance School can effectively leverage an online presence to drive revenue and attract new customers.
By achieving these objectives, this research aims to provide valuable insights and recommendations for Diddi Dance School as it looks to enhance its online presence and boost its revenue through e-commerce.

[bookmark: _Toc110864060]3. Purpose of research
In this research, the major focus is on the role of social media in the development of revenue and attracting customers to a Diddi Dance School in London. This research also focused on the role of social media along with their benefits, and major barriers that impact the development of revenue and customer attraction in an e-commerce business firm. In the end, it also describes the role of online presence in the development of revenue and attraction of customers.

4.Research Methodology:
4.1 Research question 
How can online presence develop revenue and attract customers? A case study from a dance school in London is the research question that is being investigated. This segment summarizes the complete method utilized to carry out the primary research together with step by step samples of creating and delivering the survey as well as collecting the primary data, used to aid in answering the research question. 
4.2 Hypothesis
Having an online presence can be a valuable asset for a dance school in London looking to attract new customers and develop revenue. By creating a professional and user-friendly website, the dance school can showcase its services, schedules, and pricing to potential customers who are searching for dance classes online. In addition, by actively promoting the dance school's online offerings on social media platforms, the school can reach a wider audience and drive traffic to its website. By offering online dance classes, the dance school can expand its reach to students who may not be able to physically attend in-person classes due to location, transportation, or other constraints. By offering flexible payment options, such as monthly subscriptions or pay-as-you-go options, the dance school can make it easy for students to access its online classes. By providing high-quality and engaging online dance classes, the dance school can build a loyal customer base and encourage students to continue taking classes and potentially recommend the dance school to others. Overall, an effective online presence can help a dance school in London attract new customers, increase revenue, and expand its reach beyond the physical location of the school.

4.3 Study Design: Secondary research

During the collection of secondary research, it was imperative to ensure that data originated from scholarly sources such as lectures and journals. This ensured accuracy in accordance with subject specialists who conduct thorough analysis based on reliable knowledge. Although non-academic resources like blogs have a quick turn around time for creating content, its veracity could be called into question unless attributed using Harvard referencing; thus emphasizing the importance of high quality sources when carrying out this type of inquiry. 

Various proven ways of increasing revenue and customer acquisition was thoroughly analysed to see how Diddi can utilise its benefits. First the research looked into online marketing (digital marketing), and focused on how Instagram, Twitter and TikTok can help with Diddi’s marketing strategy, in order to acquire customers and increase revenue. Then the research looked into the how a company website can aid this process and finally if online classes is a viable option to attract more customers and ultimately increase companies’ revenue. 

4.4 Study Design: Primary Research 
The primary research utilized a quantitative questionnaire, allowing for the reliable collection of objective data. In turn, this enabled analysis that provided valuable insight and guaranteed credibility in results due to its focus on metrics rather than subjective opinions with varying interpretations.

4.5 Research Design: Market research process 
To answer the pressing question of how to effectively develop revenue and attract customers through online presence, research into primate behavior was undertaken. Adhering strictly to established principles of market research (Figure 5), an in-depth investigation commenced with a clear recognition of the problem at hand. A case study from dance school in London. After the research inquiry was classified and its scope determined, it was time to explore any extant secondary sources that could prove useful. Subsequently, researchers created a meticulous design for their study.

Figure 5:
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With the research question in mind, a comprehensive strategy was devised to maximize efficiency and accuracy of data collection. The plan adopted prioritized quantitative metrics over qualitative assessments as it gave insight into what strategies would prove most effective for gaining revenue or generating customer engagement. To ensure that these objectives were met, a questionnaire was utilized to acquire organized responses from participants. Ultimately then, an informed decision could be made using this combination of targeted methods due to certain limitations with regards to time constraints (McDaniel & Gates 1992).

A questionnaire was crafted on Microsoft Forms and distributed to the local community, specifically focusing on parents with children aged 18 months – 5 years old. In order to cultivate trust in respondents, an image of the university’s logo as well as a consent form (as seen in Figure 6) were added at the beginning of survey - research has shown that this increases response rate when participants understand its academic purpose and confidentiality assurance (Balabanis, 2019). Minimal terminology was included for clarity's sake while keeping questions clear yet concise; lengthy statements would have potentially caused misunderstandings or disinterest from 
readers.
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To maximize the quality of responses to a survey, participants must go through an in-depth cognitive process. This is known as optimization and involves comprehension, retrieval of relevant information from memory, integration into judgement, and finally selecting one response (Krosnick 1999). By ensuring that respondents traverse this full thought pathway it can increase accuracy while providing greater depth to surveys. When overwhelmed by the complexity of a questionnaire, respondents may resort to simplifying behaviors such as 'satisficing'--sacrificing accuracy for expediency (Krosnick, 1999). These response strategies can range from shallow comprehension and retrieval efforts that lead to sub-optimal answers; or skipping steps altogether and providing random replies.

Dillman's total design method was employed to reduce the impact of satisficing and improve optimisation. Balabanis (2019) suggested that recipients will be more willing to respond when they foresee potential advantages that outweigh any perceived costs associated with participation, while Fan and Yan (2010) contended social exchange theory posits respondents are most likely to participate in a self-administered survey if it is concise and easy, helps lower anticipated expenses for response; as well as giving assurance through authoritative sponsorship builds trustworthiness.
The survey was well-designed and had a reasonable conclusion time of 3:40 minutes, as evidenced by Figure 8. In addition to helping the company receive valuable feedback, customers/potential customers were likely attracted to take part in it due to its potential utility; they may have gained insights into recent changes such as website updates that would make booking easier for them.

Figure 8:
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Dillman's Total Design Method sought to promote optimal survey response, while limiting satisficing by taking into account potential respondents' relationship with the topic and its sponsors. Utilizing official sponsorship (e.g., University of Wales logo)( see Figure 6) at the beginning of surveys further promoted trust amongst participants - resulting in an increased likelihood for accurate data collection due to higher levels of engagement as suggested by Fan & Yan (2010).
Following the selection of a suitable sampling strategy, it was imperative to examine the population from which data would be collected. These individuals were carefully selected based on their preferences and perspectives that could add value to research outcomes.
The researcher took the fifth step of executing their research plan - gathering data. Questionnaires were sent to customers, who in turn spread them amongst family and friends; thus yielding an impressive response set of 108 individuals.
After collecting the data, its interpretation required an in-depth analysis. The outcomes were clearly documented and concisely conveyed, with relevant conclusions drawn from the collected information and corresponding recommendations provided. Subsequently, effective implementation of these research findings necessitated a strict follow up process to ensure success.
4.6 Limitations:

This research project is conscious of its limitations; specifically, the use of a non-probability sample may lead to bias when attempting to make claims about overall population trends. As such, statistically validating the representativeness and generalizability of this study's data is difficult due to possible oversampling or undersampling (McDaniel & Gates 1992). In other words, questions remain as to whether or not findings from these respondents can be applied across all individuals in UK. By utilizing a probability sample instead, the researcher would be able to determine how much sampling error is present in their study. This ensures that all members of the population are considered and have an equal opportunity for selection - thus allowing a more reliable estimation of errors within this subset. Likewise, it permits accurate statistical calculations which confirm its dependability (McDaniel & Gates 1992).

The decision to use non-probability sampling was due largely to its potential for accounting for longitudinal effects, as completing a PhD paper can take up 8.2 years on average (O'shaughnessy, 2012). However the timeframe in this instance only allowed nine months of research and correspondingly limited the size of the sample group to 108 participants. Increasing sample numbers could have improved accuracy while including respondents from different backgrounds would mitigate any restriction caused by geographical similarity between people fully responding - an acknowledged limitation here which should be accounted for when analysing results.
Despite the lack of a sponsor, which limited access to data and those involved in research activities, this researcher managed to find alternative resources. Moreover, providing comprehensive understanding was challenging due to their financial constraints as well as the word limit imposed: 10k words did not sufficiently accommodate exploring further angles such as analysing any advantages having an app with pre-recorded classes plus tips/tricks and community forum could have produced for revenue growth or customer attraction. And yet despite these obstacles including constant editing efforts required by remaining within these boundaries - it turned out successful!
To further explore this topic, it would be fruitful to employ a probabilistic sampling approach in order to garner insights from multiple industries. Additionally, increasing the sample size and looking for research sponsors could also prove beneficial towards providing more comprehensive results.

4.7 Data analysis
The first survey question in the study aimed to understand the age range of children who attend Diddi Dance School's classes. The results of this question showed that 92 out of the 108 responses equating to 85.2% (see figure 9) of the respondents were between the ages of 3 and 5 years old. This finding is significant because it indicates that a large portion of Diddi's customer base is in this age range.
Based on this information, it is recommended that Diddi Dance School focus on offering classes for children in the 3-5 year old age range in order to maximize its revenue. It may be beneficial for the company to consider offering additional classes specifically tailored to this age group, as they represent such a significant portion of the customer base. Additionally, Diddi could consider offering promotions or discounts to encourage more parents to enrol their children in these classes.
On the other hand, it may be less effective for Diddi to offer classes for children under the age of 3, as the survey data suggests that there is less demand for these classes. By focusing on the age range that represents the greatest potential for revenue, Diddi can effectively allocate its resources and maximize its return on investment. This strategy could help the company to continue to grow and thrive in the future.
See figure 9 
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Questions 2 and 3 of the survey aimed to explore Diddi Dance School's use of social media as a means of increasing revenue and attracting new customers. First the researcher looked at how many customers/potential customers used social media and more specifically which forms of social media they consumed. The results of these questions showed that a large proportion of respondents use social media, with Instagram being the most popular platform followed by Twitter and TikTok (see figure 10). 
This finding aligns with the results of previous research, which has identified Instagram, Twitter, and TikTok as effective platforms for advertising and reaching potential customers. By using these platforms to promote Diddi Dance School and its services, the company has the opportunity to increase its visibility and reach a larger audience. This, in turn, could lead to an increase in revenue and the acquisition of new customers.
Overall, the results of this survey suggest that social media can be an effective tool for Diddi Dance School to increase its revenue and attract new customers. By focusing on platforms like Instagram, Twitter, and TikTok, the company can effectively reach its target audience and showcase its offerings to a wider audience.
See figure 10:
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Upon establishing how many customers use social media and what the most popular modes of social media are, it was important to know what time of the day they use the media platforms so that Diddi can posts during the times customers are most active, in order to optimise reach and maximise engagement. From the 165 responses 80 respondents so 48.5% (see figure 11), tend to use social media between 19:01pm and 22:00pm. This is an important finding because it suggests that this time period may be the most effective for Diddi to post content on social media in order to maximize reach and engagement with its audience.
To further optimize its social media strategy, Diddi could consider using trial and error to determine the specific times that result in the highest levels of engagement. Additionally, incorporating principles from Dr. Jonah Berger's STEPPS model, which outlines key factors that influence the likelihood of content going viral, can also help Diddi to craft more effective social media campaigns. By following these strategies, Diddi has the opportunity to increase its revenue and attract more customers through its social media efforts.

See figure 11: 
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From the survey conducted 39 had never used Diddi, these individuals then never saw the subsequent question of ‘How did you hear about Diddi’ as the question is irrelevant for them. However, the 69 respondents who had used Diddi, were they asked the next question to see what Diddi can do to attract more customers. According to the survey results, 66.6% of respondents who had used Diddi Dance School heard about the company through Instagram, while 21.74% heard about it through word-of-mouth advertising and 11.66% through third-party reviews. This data suggests that Instagram is an effective platform for Diddi to reach and attract new customers, and that customer experience is a key factor in driving word-of-mouth advertising and positive reviews (see figure 12).
To capitalize on this information, Diddi could consider investing more resources into its Instagram marketing efforts and ensuring that all customers have an amazing experience while attending classes. By delivering excellent customer service and creating a positive atmosphere, Diddi can encourage more customers to spread the word about the company and leave positive reviews, which can help to drive revenue and attract new customers.
Overall, the survey results provide valuable insights into how Diddi can increase its revenue and attract more customers. By leveraging the power of Instagram and focusing on customer experience, the company can effectively reach and engage its target audience, ultimately leading to growth and success.
[image: ]See figure 12: 












The results of the survey showed that the majority of respondents who had previously booked classes with Diddi Dance School found the booking process to be somewhat difficult, with an average score of 5.25 on a scale of 0-10 (see figure 13). This suggests that there are opportunities for Diddi to improve the booking process and make it more user-friendly for customers.
In addition, the survey found that 97.22% (see figure 14) of all respondents (108 total) agreed that a straightforward booking process, such as an online website, would make them more likely to book with Diddi. This is an important finding because it highlights the importance of ease of use and convenience in the booking process for customers.
To improve the booking process and increase the likelihood of customer purchases, Diddi could consider implementing an online booking system or website. This would allow customers to easily browse and book classes from any device, without having to go through a complicated or time-consuming process. By making the booking process more convenient and straightforward, Diddi has the opportunity to increase its revenue and attract more customers.







See figure 13:
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See figure 14:[image: ]
Question 9 (see figure 15) in the survey aimed to understand the motivations behind why customers and potential customers send their children to Diddi Dance School. By understanding the needs and preferences of its audience, Diddi can tailor its value proposition to better meet the needs of its customers.
The results of this question provides valuable insights for Diddi in terms of how to position itself in the market and how to effectively communicate its value to potential customers. For example, the majority of respondents cited fun/entertainment and spending quality time with their kids as a key factor in their decision to send their children to Diddi, the company could focus on promoting these aspects of its service. On the other hand, if the majority of respondents cited the quality of instruction or the development of specific skills as their primary concern, Diddi could focus on highlighting these aspects in its marketing and communications.
By understanding the needs and preferences of its audience, Diddi can tailor its value proposition to better meet the needs of its customers and increase its revenue and attractiveness to new customers.
See figure 15:
[image: ]
It's great that Diddi Dance is considering the needs and concerns of its customers in regards to holding online classes. It's important to note that the 8 respondents (see figure 16) who said they would not send their children to online classes cited a variety of reasons for their decision. Technical issues, such as unreliable internet connection or difficulty using virtual platforms, could be a barrier for some parents. Similarly, distractions at home, such as siblings or household chores, could make it difficult for children to focus on the class. Lack of space and safety concerns could also be factors in a parent's decision to not send their child to an online class.
To accommodate for these consumers, Diddi Dance could consider offering additional support for those experiencing technical issues, such as providing step-by-step instructions or offering assistance with troubleshooting. They could also try to minimize distractions by providing a quiet and distraction-free space for children to participate in the class, and by offering tips to parents on how to create a conducive learning environment at home. Additionally, Diddi Dance could address safety concerns by clearly communicating the measures they are taking to ensure the safety of their online classes, such as using secure platforms and implementing strict privacy policies. Finally, Diddi Dance could consider offering a mix of in-person and online classes to provide a balance of human interaction and convenience for their customers.





See figure 16:
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It's important for Diddi Dance School to understand how its current customers heard about the company and what factors influenced their decision to try Diddi's services. This information can help the company to effectively target its marketing efforts and attract more customers.
Based on the survey results, it appears that word-of-mouth recommendations from friends and family are a significant factor in attracting new customers to Diddi Dance School. This suggests that Diddi's current customers are satisfied with the services they have received and are willing to recommend the company to others. To capitalize on this, Diddi could consider implementing a referral program or offering incentives to current customers who refer new customers to the company.
Additionally, the survey results indicate that social media is also an important factor in attracting new customers to Diddi Dance School. This aligns with the findings from earlier in the survey that a large proportion of respondents use social media and that Instagram, Twitter, and TikTok are popular platforms. By using these platforms to showcase the benefits of Diddi's services and highlight the positive experiences of current customers, Diddi can effectively reach potential new customers and increase its revenue.
Largely, it's important for Diddi Dance School to focus on providing high-quality services that meet the needs of its customers and to effectively utilize social media and word-of-mouth recommendations to attract new customers. By doing so, the company can continue to grow and thrive in the future.

4.8 Ethical Considerations
This research is based on the secondary method of data collection, which will be collected with the help of pre-published research papers and articles. In secondary research, the major ethical considerations are to deliver tributes to the author and maintain the originality of the research work. These credits will be provided with the help of citations and references in the research work as it helps in the improvement of the quality of research for the readers.


[bookmark: _Toc110864062]To guarantee that records was gathered in an ethical way the guidelines set by ICC/ESOMAR were observed. Essentially the principle code is built upon three core elements; firstly when gathering private data from people for the intend of analysis, researchers must be crystal clear about the data they plan to gather, the purpose for which it will be collected, with whom it might be shared and in what form. Secondly, researchers must make sure that personal data used in research is carefully kept from unapproved access (GDPR) and not revealed with no permission from the data subject. Thirdly, researchers must act morally and not do something that could damage a data subject or harm the name of organization and social research (International Code, 2016); all of these aspects were clearly observed to make sure that the research was done ethically. 
5. Limitations of research
The major limitation of this research is that it will use a qualitative method for the collection of research data which helps to improve theoretical knowledge. Despite this quantitative method can also be used for the collection of data as it helps in the collection of practical and numeric data and improves the research quality with the help of facts and figures.

6. Literature review 
6.1 Online marketing: Digital marketing 

Online marketing is a lucrative option for Diddi and the benefits and potential downside with be investigated in detail. The area of online marketing that’s of particular interest is social media marketing specifically Instagram, TikTok and Twitter; digital marketing. All three of these platforms have enormous user bases (see figure 3) and Diddi can utilise these platforms for free, with each having different use cases whilst complementing one another very well.

Figure 3:
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Instagram 
6.1.1 Instagram
With Instagram Diddi can post pictures with small captions to promote upcoming events and pictures of the event to show how great the events were. This is highly persuasive due to social comparison; processes may be activated when Instagram users view posts by brands that resemble peer posts. Comparing one’s self to others is a pervasive experience on social media exposure to photographs on Instagram has been shown to activate comparative thinking, whether the photo subjects are close peers or strangers. Social comparison is especially salient on Instagram, a very visual and performative medium (Johnson, B.K. et al. 2019). Parents seeing other children having fun could be persuaded through social comparison to ensure their own children do not miss out on the fun experience. What’s more the effectiveness of advertising on Instagram is very good; 92% of Instagram users have followed a brand, visited their website or purchased a product after seeing it on Instagram (Weber, P et al. 2022).

6.1.2 Twitter

Twitter permits users to put out their opinions and thoughts in “real-time messaging” format by composing tweets limited to initially 140 but now up to 280. Furthermore, by features such as mentions, hashtags, and replies, users can interact and chat with other Twitter users (Malik, A., et al. 2019). In relation to twitter announcements can be made and the latest Diddi news, keeping customers informed. The benefits of the character limitations cannot be overlooked as well, because it gives customers the information required in a quick and precise manner, which would be greatly appreciated by customers as it is time efficient and does not add an additional burden to their lives. Where millions of Brits are 'overwhelmed' by mounting work pressures, busy social calendars and financial worries, a study has found. More than six out of 10 admitted struggling to keep their life organised with everything they have going on (Bailey, G. 2018).

6.1.3 TikTok

TikTok is another great option for Diddi as short clips of the events can be posted as well as participating in TikTok dance trends. Furthermore, a massive group of innovative influencers are using TikTok to attain new worldwide viewers, connect with like-minded groups, and partner with brand name to advertise their goods and services gaining a healthy income from the platform. There are an array of beauty, fashion, food, dance and fitness influencers on TikTok (Battisby, A. 2021). This poses a double opportunity, allowing Diddi to promote themselves in an ever growing platform as well as the potential of becoming an influencer and earning ad revenue. 

6.1.4 Marketing strategy: 

A combination of platforms are essential as they all provide different use cases and one size does not fit all. The main benefits of digital marketing is it increases brand recognition and can help make Diddi top of mind when parents are considering to send their children to dance classes in the local area, whether it be too socialise with other children, exercise or just for the entertainment of their child. All whilst being a cost effective way of doing so. 

Though the downsides is that it would be time consuming to manage three social media accounts, as well as post regularly to keep customers engaged. There are also complexities around optimal scheduling of social media posts, requiring content platforms to determine what to posts, when to post (Kanuri, V.k, et al. 2018). Although there are no golden rules, these questions will looked to be answered through the primary research that will be conducted for this paper. 
To further enrich the success of the online marketing strategy with the aim of increasing revenue and attracting new customer’s Diddi will utilise Dr. Jonah Berger’s STEPPS model of virality and content sharing; relating to word of mouth (WOM) advertising. WOM is highly powerful tool where customers are 50 times more likely to trigger a purchase if recommended by their friends and family (Bughin, J., et al. 2021). The STEPPS will be greatly beneficial and relates to six key metrics; Social currency, people care about how they look to others. They want to seem smart, cool, and in-the-know. Triggers, Top-of-mind means tip-of-tongue. So consider the context and grow your habitat so that people are frequently triggered to think about your product or idea. Emotion, when we care, we share. Emotional content often goes viral, so focus on feelings rather than function. Public, Built to show, built to grow. The more public something is, the more likely people will imitate it. Practical Value, News you can use. Useful things get shared. So highlight incredible value and expertise so that people can easily pass it on. Stories, Information travels under what seems like idle chatter. Stories are vessels – so build a Trojan horse. Create a narrative or story that people want to tell which carries your idea along for the ride (Berger, J. 2013). When creating marketing content Diddi will ensure to encompass all of these element to maximise the benefits, with the ultimate aim of increasing revenue and attracting new customers. 
Customers are vital for Diddi and the traditional methods of acquiring feedback through client experience surveys, which have been the most frequent way of gauging customer feedback, involve high costs, require customer active participation, and typically involve low response rates (Hasson, S.G et al. 2019). In contrast social media provides real time feedback in the comments section, allow existing and potential customers to post comments based on their experience and or interpretation about the excitement they have for upcoming event. Though this can also negatively impact Diddi if the overwhelming feedback is negative. But also providing an opportunity to make changes and take on board what customers are saying. 
6.2 A company website
The current structure of booking classes with Diddi is via text or email, the customer would message their interest and if there are places they would then make an online bank transfer. This can be both time consuming and lacks efficiency. Hence having a website can be a valuable asset for businesses like Diddi Dance School as it can provide a central location for customers to find information about the company and its services, as well as make bookings and payments. A website can streamline the booking process and make it more efficient for both the business and its customers.
In addition to improving the customer experience, a website can also help Diddi Dance School to increase its revenue and attract more customers. As mentioned by Kaplan (2022), a strong online presence, particularly a website, can be crucial for generating more revenue. By providing a professional and user-friendly website, Diddi can showcase its offerings and create a positive first impression for potential customers. Additionally, a website can make it easier for customers to find and book classes, which can lead to increased sales.
Overall, implementing a website for Diddi Dance School can offer a number of benefits, including streamlining the booking process, improving the customer experience, and increasing revenue. By creating a professional and user-friendly website, Diddi can better showcase its offerings and attract more customers.
The ease of transaction when customers are making a purchasing decision (see figure 4) (Channel S. 2021) is also very important to increase revenue and attract new customer. Customers prefer a straight forward purchasing journey and if it is too complex then they may look elsewhere or simply not deal with the hassle if the process is not simple. Hence, the website would centralise the company, make it more accessible, make Diddi more findable and simplify the consumer purchasing journey. To further enhance this it would be essential to focus on the search engine optimization (SEO); According to Purbasari et al. (2021) the role of search engine optimization is that it is used to maintain the business development rate and improve their value in market among their customers. SEO helps the customer to search the product or organization in which they are interested and by searching it also maintain their rankings in the list of organizations. Therefore if customers search ‘Dance school in local area’ for example it would be important for Diddi’s website to be one of the first to display as it fits well with the findability element of the customer journey cycle and there is a higher likelihood of customers choosing Diddi as their preferred choice of dance school, in turn increasing revenue and attracting more customer. In contrast to digital marketing, which could be achieved for free or very little cost on the aforementioned social media platforms, the development, deployment and maintenance of a company website could be costly. Therefore the primary research in addition to the secondary research will aid the decision of whether or not a company website can increase revenue and attract more customers. 
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6.3 Online classes
Holding classes in a physical venue can be a challenge for businesses like Diddi Dance School, particularly in the current climate where there may be restrictions on capacity or other health and safety considerations. This can limit the number of individuals who can participate in a class and potentially impact revenue.
On the other hand, holding classes online can offer a number of benefits. One major advantage is that there are no limitations on space, as participants can join the class from any location with an internet connection. This means that more customers can potentially participate in the class, leading to increased revenue. Additionally, holding classes online can save on the costs of hiring a physical venue and can be more convenient for both the business and its customers.
However, it's important to consider that some customers may have preferences or limitations that make online classes less suitable for them, such as technical issues or lack of space. By offering a mix of in-person and online classes, Diddi Dance School can potentially reach a wider audience and provide flexibility for its customers. Additionally, Diddi could consider offering additional support or resources for those participating in online classes, such as providing tips for creating a conducive learning environment at home or offering assistance with technical issues. By doing so, Diddi can ensure that its online classes are accessible and enjoyable for all participants.
As mentioned by Sajnani et al. (2020), online classes can be a beneficial option for businesses like Diddi Dance School as they can provide a convenient and comfortable learning environment for students. By offering online classes, Diddi can potentially reach a wider audience and attract more customers, which can lead to increased revenue. Additionally, online classes can be an appealing option for those who may face barriers to in-person participation, such as distance or cost of travel.
However, it's important to consider that online classes may lack the element of human interaction compared to in-person classes. This can be a disadvantage for some students who may prefer the social aspect of in-person classes or who may learn better with face-to-face interaction. To address this issue, Diddi could consider incorporating elements of social interaction into its online classes, such as breakout sessions or virtual group discussions, to provide opportunities for students to connect with each other and the instructor. 
Overall, the benefits of online classes for businesses like Diddi Dance School, such as increased convenience and the potential to attract more customers, may outweigh the potential drawbacks. By offering a mix of in-person and online classes, Diddi can potentially reach a wider audience and provide flexibility for its customers while still providing opportunities for human interaction.

7. Conclusion 
In conclusion, the results of this study indicate that increasing a company's online presence through social media, a company website, and online classes has the potential to lead to a range of positive outcomes, including increased brand awareness, customer engagement, and revenue growth. However, it is important for companies to carefully consider their target audience and allocate their resources effectively in order to achieve these results.
While increasing an online presence can be a powerful tool for businesses, it is also important to consider the potential challenges and limitations of this strategy. For example, companies may face competition for attention on social media platforms, and it can be difficult to measure the ROI of online marketing efforts. Additionally, companies must be mindful of the need to protect their online reputation and maintain the privacy and security of their customers' data.
Overall, this study highlights the importance of a well-planned and executed online presence for businesses looking to reach new customers and drive growth. While there are certainly challenges to overcome, the potential rewards make it clear that increasing an online presence is a valuable investment for companies seeking to succeed in the digital age.
8. Recommendation 
Change Diddi business strategy and increase its online presence, through online marketing on social media, a company website and holding online classes in order to increase the company’s revenue and attract new customers. These platforms can help connect with potential customers and showcase your products or services. Invest in online marketing efforts to drive traffic to your social media accounts and website. This can include things like paid advertising, influencer marketing, and email marketing. What’s more create a company website that clearly communicates the brand message and showcases the service. A website will help establish the brand as a credible and professional entity, and it can also make it easier for customers to learn more about your business and make online booking process far smoother. Strong considerations should also be made regarding offering online classes or other forms of digital content. This can be a great way to reach new customers and generate additional revenue streams for Diddi dance. It is vital that Diddi Dance monitors and analyses the impacts of the online presence efforts to see what's working and what's not. This can help make informed decisions about how to allocate resources and optimize the strategy going forward. Overall, the key to success with an online presence is to be consistent and strategic in Diddi’s efforts. By building a strong online presence and investing in marketing efforts that are tailored to the target audience, the company can effectively reach new customers and drive revenue growth for the business.
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