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[bookmark: _6ghdexg8wt7o]Abstract
 Every year the total number of social media users is rapidly growing. Social media is not only a platform for communication or entertainment but also for business, marketing, promotion, advertising, to create direct relationships with customers, feedback and opinion, etc. SMEs are playing a vital role in national and international economics. Many large companies have already started adopting social media for the benefits of the business and compete in this competitive market. The total number of SMEs that adopted social media for business purposes is less than a half. However the percentages of SMEs failure quite higher than the larger companies. It is high time to understand that by adopting social media, SMEs can grow as a business organisation and increase their sales and have a direct relationship with customers. The purpose of doing this research to see how and why SMEs should adopt social media to be successful and stay competitive in this modern business world. 


The researcher has chosen qualitative method  to find the answer of how and why. However, the researcher will collect information through interview and analyse it in NVivo technique and thematic method. 









The impact of Social media in SMEs: an investigation of why SMEs should adopt social media to become successful. 


Key words: SMEs (small and Medium sized Enterprises), Social media (SM),benefits, barriers, organisational growth, growth of social media, qualitative research. 


[bookmark: _7v4c9ygdi53w]Introduction: SMEs (Small and medium sized enterprises) are very important for national and international economic growth and development. According to the House of Common Library, there are 5.9 million SMEs in the UK in 2019 and it was over 99% of all businesses (Rhodes, 2019).  SMEs plays a vital role when it comes to national or international economy of the whole world and SMEs is one of the best key sources of national economic development and wealth creation  (Hill, Nancarrow, & Tiu Wright, 2002). SMEs have been affected very strongly by the financial and economic crisis and it became a question of survival (Bocconcelli, Cioppi and Pagano, 2017). However, many SMEs have experienced a sharp decline in the market and have faced many challenges in the market because of strategic choices and organisational configurations to survive  (Volery et al. , 2015). It can be argued that SM (social media) can create a platform for SMEs to open new market opportunities, promotion, enhance sales, gain new customers and start a relationship (Ainin et al. , 2015).
[bookmark: _7wxb4h82qqwt]


There are a total of 45 million social media users in the UK. Which is 67% of the total UK population. 39 million of them using social media through mobile. an average UK social media user daily spends at least 1 hour and 50 minutes (Battisby, 2019). The rapid increase of social media has created new opportunities to do advertising, promotion with lower cost, develop a direct relationship with customers with efficiently than traditional communication tools (Kaplan and Haenlein 2010). It is already known to many researchers that 80% of SMEs survive in the first year, within five years the number falls sharply and the ranging between 45.4% to 51%. Only one SMEs out of three get to year 10 (Otar, 2018). There are many reasons and barriers to the failure of SMEs. It can be assumed that rapid SMEs can overcome the issues and barriers by adopting social media application (Meske & Stieglitz, 2013). 



Hypothesis (a): The rapid growth of social media has a positive impact on SMEs. 


In this study paper, the researcher would like to investigate and review the existing and nonexisting research on how SMEs are using social media in order to introduce their business to a new customer and promote their sales, and identify which social media they are using to do marketing, identify the benefits and the potential barriers of adopting social media for SMEs   
The researcher chose this topic because he wants to have his own business in the future and he would like to gain knowledge of adopting social media for sales and marketing. 

[bookmark: _2xlgl7gwdib9]Research Aim: The main aim of this research paper in to investigate how SMEs using social media to market their products and survive in this competitive market.. The following objectives are designed to reach the research aim. 

[bookmark: _f921hn9vouk2]Research Objective: 
· To investigate the importance and benefits of SM for SMEs.
· To identify the types of SM that are best for online marketing
· To investigate the relation between the growth of SMEs and the adoption of SM.
· To identify the barriers that stopping SMEs to adopt social media


[bookmark: _lmzt9kum3yda]Research Questions:
· What are the importance and benefits of using SM for SMEs?
· What type of SM is best for online marketing?
· What is the relation between the adoption of SM and the growth of SMEs?
· What are the barriers that stopping SMEs to adopt SM?
 


[bookmark: _q0ak7j6nekb6]Literature review 

[bookmark: _to6o9qia6953]What is Social Media and SME: The word ‘Social’ means being social or socializing, interacting, engaging and communicating with people. The word ‘Media’ means mass communication. For example, a newspaper, TV networks, magazines, radio, etc. In short, social media means socializing through mass media communication platforms (Levy, 2013). According to Hudson, social media can be defined as a website or an application that is designed to let people post, comment and share the content faster, efficiently and in real-time (Hudson, 2019). Conrad et al. (2010) opined that SM is a kind of technology and sociology to create a platform or environment on the internet where people express their thoughts and communicate with others and develop a network for different types of official and unofficial reasons. 
[bookmark: _mdswt15fjif1]
[bookmark: _wtp4sw2rwy8p]There is no specific definition for SMEs (small and medium enterprises) but there are references by many economists, researchers of the company or any statistical agencies (Berisha and Pula, 2015). Economists tend to categorize SMEs according to some numerical and measurable standard. According to Hatten (2011), the most common way to differentiate the big and small companies is the total number of employees. In the EU, the common definition of small and medium sized enterprises is any kind of business organisation with less than 250 employees (Berisha and Pula, 2015). In the USA, a business with less than 500 employees is known an SMEs (Ward, 2019)
[bookmark: _imzwv0thmheh]

[bookmark: _4od5j2yko0lb]Importance and benefits of Social media for SMEs: The total figure of social media users is rising every day. It can be used for many purposes. According to Moreau, there are pros and cons to everything in our life’. It includes the habits of our social network (Moreau, 2019). According to a study reported that 93% of SM users think that a company should have an SM account. 85% of them think that business organisation should communicate with customers through SM (Michaelidou et al., 2011). Nowadays many business organisations adopted using social media and offering straight links with the business websites to social media and using those techniques to promote the brands (Kaplan & Haenlein, 2010). Many SMEs owners are hesitating to adopt social media and many of them even struggling with the idea of SM being used for business. Many misconceptions of SM come when they do not have proper knowledge of how to use it and how to get benefitted from it (Ahmad, Ramayah and Halim, 2017).
[bookmark: _ngu78kz1mvb1]
[bookmark: _nd26fbvpim5w]
[bookmark: _g5xxoid7pd3c]The traditional way of marketing is very expensive even till now. To set up/register an account on social media is free for everyone and there are no hidden fees or any other cost behind it. SMEs can overcome this problem by adopting social media. To set up/register an account on social media is free for everyone and there are no hidden fees or any other cost behind it. The rise of social media decreased the marketing expense against traditional marketing. Social media is actually beneficiary for all SMEs because it cost very low, no need for a high level IT expert, and fewer barriers to participation (Derham, Cragg and Morrish, 2011). Physical store promotion and advertising are more expensive than online advertising and promotion. For example, the traditional way of advertising is newspapers, tv, radio, magazine, etc. For a quarter page on a local newspaper will cost approximately £250.00 and £30,000 for a full page on The Daily Mail. The most expensive UK tv channel is ITV. ITV channel charge £10,000 to £30,000 pounds during primetime. On the other hand, social media, for example, can advertise a business to one thousand people for less than £3.00 pounds which way cheaper than traditional media (Delius, 2017).


SMEs that use social media can build a direct relationship with customers. It also creates new business opportunities, communities, feedback from customers to develop the products and services (Michaelidou et al., 2011). According to Kaplan and Haenlein, (2010) SM is suited to collect information and feedback from customers. It is a platform to understand and listen to every individual consumer and develop a direct relationship with customers through communication and interaction. SM is a valuable tool that helps SMEs craft a solid digital presence and meet out the existing and gain new customers (Baetu, 2017). Via social media, SMEs can gain not only a competitive advantage but improved communication with customer (Meske & Stieglitz, 2013)


As I mentioned before in the UK there 45 million social media users, 67% of the total UK population (Battisby, 2019). More than 2 billion social media users are active. Which means it is a win-win situation for SMEs. The vast reach of social media is a phenomenal benefit for SMEs (King, 2013). Ofcom’s annual news reported that ‘half of the UK population get their daily news from social media’ (Ofcom, 2019). There is no doubt that the number will rise in the future.  In 2019, an adult spends 3 hours and 43 minutes daily on mobile devices and 3 hours and 35 minutes on TV (Hutchinson, 2019). According to the Pew Research Center, 55% of U.S adults check their news from SM (Suciu, 2019). It is high time to understand the audience of social media is rising every day. SM is the best platform to do marketing and reach the audience. Through SM, SMEs can easily gain attention and build good customer relationships.


SM has become a very powerful tool for any business. It has become an essential tool for SMEs to grow.  Through social media, SMEs can attract millions of social media users. According to a study by Wildfire, who asked 700 companies who are using social media and found that (Adglow, 2019): 


· Boosting your product and brand: 88% of those companies believe that social media gives opportunity to boost the product and the brand. It also helps to give a clear and useful message to customers about the position  of ourselves and differentiation from the modern business competitors (Adglow, 2019). Many customers may not know the recent and new local shop in the corner but through social media it allows customers to reach the local shop and experience the product and the brand (King, 2013).

[image: ]

Conceptual Framework of Benefits of Social Media
· Gradual improvement: Through social media SMEs can have direct contact with the customer, listen to their demands and needs, feedbacks, experiences etc. 85% of those companies believe that it helps the company to improve gradually. Direct relationship with customers create honesty and very trustworthy relationship (Adglow, 2019)
· Sales: 58% of those company believes that social media helps to increase sales. Having a direct relationship with customers can have a positive and direct impact on increase of sales too (Adglow, 2019)
· Reduce Cost: Using social media for SMEs reduce the cost of marketing (King, 2013). 41% of those company stated that social media is very useful when it comes about to save money. It cost less money, saves time too. However, through social media a SMEs can do market research by asking questions and recruit staff through platforms like LinkedIn than using traditional costly method  (Adglow, 2019).

Social media is growing every day and raising questions of how beneficial it can be for SMEs. Number of research found there are many advantages of using social media. For example, eWOM branding (Michaelidou, Siamagka, and Christodoulides, 2011), building a brand relationship (Hudson et al., 2015), it provides real-time information of the service (Vlachvei and Notta, 2014), collaboration and networking (Meske and Stieglitz, 2013), promotion and advertising (Parveen, Ainin and Jaafar, 2018), increase product and brand awareness (Jones, Borgman and Ulusoy, 2015).

SMEs can use SM to gain knowledge about their potential customers and engage the customer to share the knowledge (Chua and Banerjee, 2013). Vlachvei and Notta, (2014) opine that through social media, SMEs can form brand-centric environment and engage the consumer in rich dialogue about the experience buying product. Social media creates a lifestyle of sharing experiences and swap new ideas with consumers, it also helps to be creative and productive (Sigala, 2012). It also helps SMEs to create a unique brand identity into a new level of the platform (Michaelidou, Siamagka, and Christodoulides, 2011). Through social media, SMEs can have external and internal feedback, which helps to improve business performance. Social media is a platform where SMEs can collaborate with each other and promote their business by giving offers and discounts (Barnes et al., 2012) It is one of the best ways to compete with large companies (Mannonen and Runonen, 2008). A recent survey of 130 business owners and the result revealed that 70% of those business owners claimed that social media has boosted their total sales by 10% more (Ball, 2011). 


Many researchers found that unwillingness of many SMEs adopt social media because they had doubts about the effectiveness of SM (Michaelidou, Siamagka and Christodoulides, 2011; Omosigho and Abeysinghe, 2012). Omosigho and Abeysinghe (2012) opined that it is essential for SMEs to recognise the factors that influence to use SM and get the benefits out of it. 

[bookmark: _zbgy26hubt41]Growth of SMEs and adoption of social media: In North America, the total users of social media in SMEs is approximately (83%) three times higher than the EU countries. For marketing purposes, 94% of those SMEs are using social media (Wagner, 2014). Research from LinkedIn reported that most of the SMEs businesses are switching to social media for the growth of the business (Wagner, 2014). SM is very valuable for the hyper-growth business organisation. 91% of the hyper-growth business organisations said SM benefitted them to increase brand awareness. However, 81% of them stated that social media generated ‘new leads’. In the year 2013, approximately three-quarters of the hyper-growth business organisation raised their SM budget (Wagner, 2014). Lana Khavinson, senior product manager at LinkedIn said, ‘it is known that the biggest challenge for SMEs in attracting and retaining the customer. He also added that the figure above is indicating that social media is providing to SMEs rapid growth (Wagner, 2014). 
[bookmark: _6e66t06o5al9]
[bookmark: _66tnm0p3b213]Social media has provided many benefits and opportunities to many business organisations (Peris et al., 2013). Initially, SM was created for individual users to communicate with others from anywhere. regardless of their geographical difference, It allows people to communicate with each other  (Jagongo and Kinyua, 2013). Social media connects billions of users. For example, Facebook has 2.41 billion users worldwide (Wolfe, 2019). The user number is very huge it is increasing every day and providing business with opportunities to connect and communicate with more people worldwide and raise the (Jones, Borgman and Ulusoy, 2015).
[bookmark: _urnwlb8h66zp]




The utilisation of SM for SMEs is kind of new (Wamba and Carter, 2013). It can be argued that in the year 2020 it is not new. SMEs are shifting towards social media for organisational benefits and growth. SM played a very important role in the success of many businesses today (Jagongo and Kinyua, 2013. Several researchers found that SMEs were adopted SM for many different business functions such as marketing (Nakara, Benmoussa and Jaouen, 2012), and direct customer relationship (Omosigho and Abeysinghe, 2012). Not only SMEs are growing by adapting social media but also other industries such as retailing, manufacturing and other service industries too (Kiron et al., 2013). In the year 2013, McKinsey did a survey on over 3500 executives from many different countries and found out that their company uses different forms of Web 2.0 technologies, including social media. The survey also indicated that, 83% of those executives using at least one SM for their company. According to a report from CMR (Center for Marketing research), many large companies are also coming forward to use social media and promote their brand. For example, Fortune 500 reveals that they have also adopted social media tools as SMEs and startups  (Belicove, 2012). The top four social media platforms, which is - Facebook, Twitter, Client-hosted forums and Blogs were adopted by Fortune 500 (Culnan, McHugh and Zubillaga, 2010). They also added that, on average, each company has adopted more than one social media platform. 
So it is quite clear that all types of organisations are using social media for organisational growth regardless of their size. Several empirical studies found that adopting SM cost a very small investment (Michaelidou, Siamagka, and Christodoulides, 2011; Kaplan and Haenlein, 2010). They also suggested that both large and small companies can use social media for organisational benefits. 




From the perspective of SMEs, there is a positive attitude that SMEs are starting to recognize the value and importance of adopting social media (Cesaroni and Consoli, 2015). For example, Vlachvei and Notta (2014) have surveyed many SMEs about half of them were using Facebook, Twitter, LinkedIn, and Youtube. Another research study found that more than 54% of  SMEs (surveyed) were using SM platforms for many different motives (Broekemier, Chau and Seshadri, 2015). Approximately 85% of Australian SMEs were using Facebook to engage with customers (Burgess et al. 2015). Similarly, Inc 500, the fastest-growing private companies in the USA also using social media. The results from 2007 to 2015 (9 years) revealed that the total n number of SM by company went high from 57% to 96%. 


The increase in SMEs are adopting social media is not surprising nowadays. Many business organisations are utilizing SM for various organisational activities and growth. It has been evident that SMEs getting advantages by adopting SM and that such advantages are no longer the sole preserve of large companies (Verheyden and Goeman, 2013). 





[bookmark: _w06qhw4bjuwo]Best Social media for online marketing:  Social media is getting more and more popular than before. Many of them even created a platform where a business organisation can promote and provide customer service through social media. Many SMEs have created their own profile, page, and accounts on certain social media sites to raise awareness and promote their business. After setting up the profile, SMEs can reach their customers by giving advertisement and the customer can have the latest information about SMEs. According to Meske and Stieglitz (2013) stated that SMEs use SM likes to connect with their customers and support internal collaboration and communication.
[bookmark: _jtu3vr3m9j84]
[bookmark: _kcj8qkn9ale5]
[bookmark: _ykd1rq3fsr6q]Recently statista published that there are 40.2 million people using Facebook in the UK at the moment and by the year 2022, it will reach 42.27 million (Statista, 2019). Till June 2019, more than 2.41 billion active Facebook users (monthly) and 1.59 billion daily active users worldwide (Wolfe, 2019). Facebook is the biggest compared to other social media. This means there are a huge opportunity and scope for SMEs to reach their local and international customers. Published the latest information, product photo, price, videos will speak to customers on behalf of SMEs. It will create good relations between SMEs and customers and boost the business. A number of studies found that many SMEs used facebook for many different purposes such as communication, marketing, advertising, sales, customer service, driving cultural change (Bhanot, 2012) and internet marketing (Congxi et al., 2010). According to Ainin et al. (2015), there is a strong impact of facebook on the financial performance of SMEs and because of that sales transactions, inquiries, volume, the total number of customers are increasing. 
[bookmark: _75lp9kpqvng7]
[bookmark: _tkf5wlx97crp]
The owner of Facebook also owns SM Instagram. Both users have the same access to do advertise. Though Instagram has same paid benefits as Facebook it has its own organic benefits too. With the help of Facebook, they both created a broad network for marketing (Shukla, 2019). Facebook and Instagram offering a high level of reach and most of the SMEs are taking the benefits of using social media to market and promote their brand (Business Matters Magazine, 2018). 


YouTube is the second most visited SM in the world. Approximately 5 billion videos are watched daily. 90% of users discover new products advertisements daily (Mohsin, 2019). YouTube is a video platform and it allows the public to upload videos and watch videos for free. There are 2 billion active users and it is a great platform to do advertising. More than 30 million users are watching advertisement via YouTube (Shukla, 2019)

LinkedIn is another great platform especially for the B2B model, consumers based on the job titles. It has over 303 million monthly active users. Many other mentionable SM platforms such as Twitter, Pinterest, Snapchat, TikTok are also performing very well in terms of marketing and advertising (Shukla, 2019). 


[bookmark: _cp7ul52iwquy]The Barriers: 
In developing countries, the usage of social media is very low compared to North America and EU SMEs. According to a survey, in 2014, 27.7% of SMEs in Turkey were using social media to connect with customers, suppliers, and partners (Turkish Statistical Institute, 2014). Even in some countries, the number of social media users very big but they are not using it in their business. For example, Indonesia is the fourth largest Facebook users in the world but the rate adopting social media in SMEs quite low (Syuhada & Gambett, 2013)


Despite all the benefits, research shows that there are many enterprises have not adopted social media yet in business activities. In 2013,a research conducted with 147 enterprises in the EU and reported that only 30% of them were using social media. Those who were using social media, 73% were using social media to build their market products and brand image, while half of them were using social media to have customer reviews or opinions, answer the question of customers and improve customer service (Giannakouris & Smihily, 2013). 


Now the question what actually preventing and what are the barriers that stopping SMEs to get the benefits of social media for the business. 



Social media requires time, plan, knowledge and effort (King, 2013). There are some difficulties and challenges of using social media are present in SMEs. these challenges can be sharing content among useds content blogs and community (Kaplan and Haenlein, 2010). These content can make SMEs successful and unsuccessful as in information is spread from one user to many users. A dissatisfied customer can choose the social media platform to complain about his/her buying experience (Ahmad, Ramayah and Halim, 2017).

Here are some barriers according to some researchers:
	Barriers to using social media in SMEs
	Study

	· Insufficient support from employees
· Lack of resources
· Issue of corporate culture
· Poor effectiveness
	(Meske & Stieglitz, 2013)

	· Social media is not important for the company
· Uncertainty if it would help the brand or not
· Employees do not have skills
	(Michaelidou et al., 2011)

	· Limited financial resources
· Not enough IT staff
	(He et al., 2014)

	· Not enough  computer skills
· Not enough computer at work place
· SM technique are not useable
·  SM is only for younger generation

	(Jagongo & Kinyua, 2013)

	· Lack of skills knowledge, time and resources. 

	(Schaffer, 2013)

	· Not enough financial resource
· Lack of customer demand
· Fear of loss of data and privacy
· Lack of skills
· Concerns on regulatory
· Employee may gets distracted
·   
	(Batikas, Bavel, Martin, & Maghiros, 2013)

	· SM is a risk for keeping information secure.  
· Not enough skills
· Not enough time
· Fear of negative feedback and critique

	(Pesonen, Mikkonen, & Makkonen, 2013)


 

Based on research results above, the researcher proposed a conceptual framework of common barriers to SMEs adoption of social media: 
	
[image: ]
A conceptual framework of common barriers to SMEs adoption of social media





Management barriers: Unstructured nature of SMEs some time struggle to have proper strategy and lack of strategic focus affects to accept something new (Carson, Cromie, McGowan, & Hill, 1995). One thing is very clear that where the management team of SMEs do not know about SM or they have a negative prejudgement view on SM. Management team suffers and fails to understand and measure the contribution social media can give to the business (Nakara, Benmoussa, & Jaouen, 2012). 

IT barriers: Using social media does not require technological knowledge and it is very easy to use other technological service (Chui, Miller, & Roberts, 2009). If it is the real case that SMEs are actually lack of basic IT expertise or they were misled about the use of SM in business. In developing countries the adoption of SM is very slow. Reluctance of adoption is a serious problem for the SMEs of developing countries (Hashim and Noor, 2014). Using social media for SMES in developing countries can be challenging because of lack of IT training program. 


Financial Barriers: SMEs are known to  operate the business with uncertain budgets  (Hills, Hultman, & Miles, 2008), they may underestimate the financial requirements to have a successful strategy for social media. Not enough clarity on ROI  (return on investment)  may not encourage investment in SM (Atanassova, Clark, & Wheeler, 2013).

Skilled staff: Traditionally, SMEs being primarily staffed by family members or sector specific employees. The traditional culture of SME is often intolerant of mistakes and follow the inflexible routine (Singh, Garg, & Deshmukh, 2008). It can inhibit the SMEs to understand that skills in social media is needed, and should be developed by training or practice. 





[bookmark: _2fag13ugbiob]Methodology

To begin this chapter, each section will have a short description to understand more clearly and it focus to the stated objectives of this research. 
Research Philosophy: The meaning of the word Research is actually based on reasoning and knowledge and the meaning of the word Philosophy is reasoned argumentation and it actually came from a Greek word. According to Saunders, Lewis, and Thornhill (2009), ‘the development of knowledge and the nature of knowledge is research philosophy.  Research philosophy is divided into two categories: 

Positivism: According to Levin (1988), if the reality can be observed and explain when a researcher holds an objective viewpoint regarding it and does not confuse with the phenomenon that is being studied is called positivism research philosophy. In positivism philosophy, a researcher can not apply his/her own knowledge and judgment and it has to be empirical knowledge and quantitative data. Which means this research is based on quantitative data and factual knowledge (Hirchman, 2011). The researcher can make his/her hypotheses and prove by collecting data. 



Interpretivism: According to Bryman and Bell (2011), interpretivism philosophy is when a researcher wants to analyse or investigate a problem and it requires the input and observes the experience of the researcher. To be more clear, this philosophy tries to observe and understand each individual experiences and knowledge. Each individual experience and understanding cannot be the same and it is actually different from each other (Stokes and Wall, 2014). In this research, a researcher can collect qualitative data from responders and need to be explained from organizational point of view and the researcher's critical ability to analyse the situation (McCarthy, et al. 2014)
 
This research paper will follow the interpretivism philosophy of research. Interpretivism philosophy will allow the researcher to understand how SMEs are adopting SM and how they benefit from it in terms of growth, marketing, sales, and which social media platform is being used mostly. However, it will identify the barriers that SMEs are facing to adopt SM.  


[bookmark: _g4v2q9x6dz6j]Research Approach: Choosing the right research approach is very essential to have the knowledge of different type of concept and theories that are studied. However, it also offers theoretical orientation to practice. It can be defined as plan, details of steps and procedures, method of data collection and analysis, and interpretation. Research approach can be divided into two categories and they are: 

Deductive: Deductive research approach is when a researcher develops a hypothesis and collect the relevant data to examine the hypothesis. In this approach a researcher’s judgement and knowledge plays a vital role in examining the hypothesis. 

Inductive: This research approach helps the researcher to collect the relevant data, analyse the data before generating a theory. 

 
The main difference between this two approach is that deductive approach is to test the theory before collecting the data and inductive is test the theory after collecting the data. Inductive approach begins with research questions to keep the scope of study limited and deductive is approach begins with generating a hypothesis (Gabriel). In this research, the researcher will choose deductive approach. 



[bookmark: _yua27gogmg2b]Research method: Qualitative and quantitative research are the two main methods to do research. The best way to do qualitative method is to collect data by taking interviews and other existing secondary data.  Qualitative data cannot be represented in numerical as quantitative. The best way to do quantitative research is to collect numerical data and analyse the data (Adams, 2014). This research study will be associated with interpretivism philosophy and deductive approach to do qualitative data methods research.
[bookmark: _u5nr59irkfu]Research strategy:Narrative research is a frame where a researcher interprets the stories that were told by individuals. Researchers can make diverse and meaningful interpretation by taking interviews with some people (Allen, 2017). The narrative method is very useful to investigate real-life problems and in some cases, the entire evaluation of real-life problems can be tackled by the narrative approach (Lieblich, Mashiach and Zilber, 1998). This narrative research strategy will be used for this research study and interviews with the participant. The participant will be given the open-ended and semi-structure designed questions to answer in a storytelling way to provide information about their past experience of adopting social media for their businesses. According to Haradhan (2018), this concept of the research will help the researcher to understand the time period, the consequence of adopting social media and a meaningful picture described by participants. However, it will help the researcher to analyse what the participant has experienced in terms of before and after adopting social media. It is very important to be very careful to listen while interviewing. The story of the narrator can be short or even life long. It is good to have a small sample size because it is a long and time-consuming process (Saunders, Lewis & Thornhill, 2015). After listening to more than one narrator, it becomes easy for a researcher to compare the experience with others. It will also give an opportunity to understand the hidden and complex information of the reality organisations Depth interview, diaries, autobiographies, informal discussion, observation methods are the common techniques of narrative strategy. (Saunders, Lewis & Thornhill, 2015). 
[bookmark: _wudkyvwzegy2]


[bookmark: _iig0n58m5j7p]Sampling Method: According to the Merriam Webster dictionary, sampling is an act, process, and technique of choosing a representative part of the population to measure the characteristics of the population and the parameters (Gentles et al., 2015). The procedure for selecting the sample is one of the main components of the research study (Wilmot, 2005). The selection of sampling has a positive result on the standard of the study  (Coyne, 1997). According to Wilmot (2005), sampling is very essential for research to provide unbiased and robust results.  In this stage, the researcher should consider carefully to build an effectual sampling strategy to make sure that the chosen sample in every part of the research is compatible with the research approach (Collins, Onwuegbuzie and Jiao, 2007). There are many choices of combinations for sampling methods (Teddlie and Yu, 2007). It is very important to recognise the potential applicants very carefully by selecting a sample (Blandford, 2013).
[bookmark: _tzndds7zmm9o]
[bookmark: _3keh36x7nngu]The researcher will use a convenience sampling method to continue this study. Convenient sampling is a nonprobability sampling. When participants are sampled simply because they were very convenient is called convenience sampling. When each element in the population has a non-zero chance of getting selected through a random selection process is called probability sampling. Non-probability sampling technique is the opposite of probability sampling technique  (Lavrakas, 2008). Through convenience sampling, the data will be collected from business owners, managers, IT expertise of SMEs. The researcher will seek authorisation and provide a clear view of the research and quired sample to the HR department/manager/owner of the small and medium-sized businesses. The researcher will give a clear explanation to those The research will be carried out with the allowed participant by HR/manager/owner or who participate voluntarily. While doing the sample selection, it is important to consider the limitation. 
[bookmark: _j8lq4m7scoie]



[bookmark: _2bz3xjglal0r]Data Collection Method: The researcher will adopt three different methods to get the validity and reliability of this study and they are:
 

Semi structured interview: A semi-structured interview is a process where the interviewer does not follow a list of formalised questions, instead, the interviewer asks only open-ended questions and allow for discussion with the participant rather than asking a straightforward question and answer session (Doyle, 2019). It is a widely used technique in development research. Formal interviews follow an inflexible question format and semi-structured interviews focus on specific themes but in a conversational way (Raworth et al., 2019). It will help the researcher to learn about the motives of SMEs to adopt social media. The motivation can be word of mouth, advertisement, attitudes, etc how it impacts on their business. In this section, the researcher will make a flexible questionnaire list and ask them in a conversational way while interviewing. The researcher can change the question if it is necessary or it depends on the flow of the conversation. However, the researcher is aware that data collection in this research can be mostly descriptive and it can be biased, generalisation, cultural differences etc.

Participant Observation: The definition of observation is ‘the systematic explanation of behaviour, events and artifacts in the social chosen for study (Marshall and Rossman, 1989). According to Dewalt and DeWalt (2002), participant observation is a process that helps a researcher to learn about the activities of people through observing and participating in those interviews. Through participant observation the researcher going to engage actively with the participants. The researcher will observe while interviewing and take notes about what is going on and describe the situation during the study. It is very important to a researcher to be open about every culture, and should not have a judgmental attitude towards ethnicity, gender, sex etc. However, the researcher should be very careful while observing and listening to the participants because the researcher needs to learn from the participants too (Saunders, Lewis and Thornhill, 2015).










Focused Group: Focus group is a form of qualitative research which is commonly used in marketing research. A group of individuals between 6 to 12 people together in a room to engage to discuss a topic is called focus group discussion (Crossman, 2019). Depending on the complex subject, the number of participants can be less (Saunders, Lewis and Thornhill, 2015). This method is typically a non probability sampling method. Focus group is an approach to have a depth understanding of social issues/facts. The aim of that method is to collect data from a selected group of individuals rather than a broader population (O.Nyumba et al., 2018). The participants of the focus group will be selected based on relevant field of of the topic. A focus group would be a great option to have a conversation with the selected managers, owners, IT employees of SMEs and users of Social Media about the products, advertisement, strategy, sales plan, growth and customer relationship etc. The participants will be not chosen through probability sampling methods. This method will help the researcher to collect similar data from many different participants at once. This research method has advantage to share common features with very less structured interviews. 

[bookmark: _43an3ubxaynd]Data Analysis: Data analysis is a process where a researcher wants to increase the understanding of a specific study and by accumulating and organise all the data such transcript of the interviews, notes of observation, or any other non-textual materials. The researcher will collect both primary and secondary for this research. The qualitative research method mostly used for subjective decision making and it requires primary data (Aaker, et al. 2012). For the research study, the secondary data can be collected from prominent newspapers, trusted websites, business magazines, government publishing (Burns and Bush, 2013). This research study will collect secondary data to examine the present circumstances of SMEs and social media. Primary data will be collected through semi-structured interviews (with open-ended questions), participant observation and focus groups. The data analysis will be based on growth and sales rate of before adopting social media after adopting social media. In this section of research work, all the data will be under different codes with title and it will be categorized. The researcher will use the NVivo technique to analyse the collected qualitative data. 
[bookmark: _kg7wjkwolo7r]







[bookmark: _n14yv1cyb750]Reliability and Validity: To evaluate the quality of research it is important to use reliability and validity concept. Generally they both indicate how well a method or technique can measure something. Validity is the accuracy of the measurement and reliability is the consistency of the measurement (Middleton, 2019). If a research results is achieved consistently by using the same methods under the same condition then it is reliable. Validity refers if the results of the measures matches with the expected measures. The result of reliable measurement is not always valid but the result of valid measurement is always reliable. In this research work, the researcher will adapt the reliability and validity test to earn the best and correct result. 


	[bookmark: _15gomj6dmv03]Research Ethics and Limitation: Ethics means a moral principle or rules of behavior to do the right thing in the right manner. (Okafor 2011). Ethics is a branch of philosophy that rationally, theoretically and reasonably determine right from wrong, moral from immoral, good from bad and fair from unfair behaviors and actions (Mujtaba, 2005). According to Turyakira (2018) behaving ethically means doing what is morally right. Research ethics is a vital element to do research. According to McAndwer and Jeong (2012), research ethics is a critical part of the beginning of the research to the conclusion of the research. Ritchie et al. (2013), described the research ethics as the ‘heart’ of high-quality research. A researcher should maintain an ethical standard while doing research work (Myers and Newman, 2007). In this research study, the researcher will follow all the procedures to get ethical approval and agree to follow ethical codes of conduct. The researcher will consider two main steps to ask permission to conduct this study. First, the letter will be sent to all relevant SMEs to seek approval to have access and collect data. The second letter will be sent to the Research Ethics Committee of the University of Wales Trinity Saint David. The participant will have the full right to withdraw at any point in the interview if he/she does not feel comfortable for any reason. A faithful and loyal researcher will never force harass any participants to continue the research (Bell and Bryman,2011). However, the research will ask the participants if they are alright if the researcher record the conversation via an audio recorder or write the conversation on a paper. Researcher will not change the data or be unfair with the participants. Researcher aware that his/her unethical view can cause harm to the career of participants, brand image, etc. Personal information will be hidden and anonymous if the participants want to and data collection and results will not be fabricated in this research. The researcher will not interview more than 30 SMEs who adopted social media in London, because in qualitative research collecting primary data is quite a lengthy  process. However, it could create biases because business owners/managers/employees may not share the secret ingredient of the success or agreed that their business because successful because of social media. They may feel afraid that other SMEs might follow the same steps to become successful and it will create the market more competitive. 
[bookmark: _3pn8udrfupaz]





[bookmark: _c0zvxnqkxm4u]Expected conclusion: According to Battisby (2019), there are 3.484 billion active social users in the world. This active user number represent 45% of the total world’s population. It has increased to 280 million since January 2018 (Battisby, 2019). It indicates that the total number of social media users is growing every year significantly. Several researcher has shown that more and more organisations are adopting social media to do digital marketing and increase brand recognition among customers and markets(Business Matters Magazine, 2018). Most of the SMEs will usually have a Facebook business page, because the average internet user spends most of the time on social media, especially on Facebook. However, Facebook gives a host of tools for businesses to optimise their appearance on social media. Also, facebook providing a dashboard containing statistics, additional data, and graphs to help SMEs to understand their audience (Business Matters Magazine, 2018).
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A column chart of Motives behind the use of social media among SMEs in the United Kingdom (UK) in 2014, by industry sector. (Statista, 2015)


From the column chart it is very clear that 91% of all SMEs (participated) adopted social media because they wanted to promote their goods and services and 81% of all SMEs adopted social because they wanted to give product details and have a direct relationship with customers (Statista, 2015). 


[bookmark: _73ghjyjwucac]According to ONS (Office for National Statistics), 60% of businesses adopted SM and for small businesses, the figure is 57%.  There is a big and clear difference between large and small companies, 90% of those companies with more than one thousand employees having social media, and on the other hand, 51% of smaller companies do not have social media (Hebblethwaite, 2018). It is quite clear that the adoption of SM in a large company is more than SMEs. It is still not late for SMEs to adopt SM because, in 2015, the number of monthly active users was 38.01 million and it is expected to become 42.88 million in the year 2022. Which means it will increase over four million more (O'Dea, 2019). SMEs who adopted SM will have more customers to stay connected.
[bookmark: _e9n4qvggs3i4]
[bookmark: _ondwt73nrca1]95% of adults aged between 18-34 years old most likely to follow a brand through SM (LaMontagne, 2015). 71% of consumers who have had a very good experience in SM service would recommend it to others (Epstein, 2013). 90% of social media users used social media to communicate with a brand (Mangles, 2017). However, the results of this research is expected to see if the rapid growth of SM has a positive impact on SMEs, benefits and barriers of adopting social media. It can be expected that after adopting SM the growth of the business has increased slowly but not dramatically. It can be expected that the customer will know about SMEs via social than traditional media.  It can be also expected that there will be a higher correlation between the growth of SM and the growth of SMEs.  
[bookmark: _gtyxigg3iyhu]
[bookmark: _7fhhhe9whoa9]
In order to find all these expected results, the research work is already designed to follow interpretivism philosophy and deductive approach to do qualitative data research. The researcher going to follow convenient sampling method and collect the data by semi structured interviews, participant observation and focus group. For the data analysis, researcher will use NVivo technique. 
[bookmark: _frqcgwpi2nv3]Reflective Essay
[bookmark: _8haji9ddja1w]Different approaches, skills and mindsets of Qualitative and Quantitative research: Quantitative research is based on numerical data to investigate the research question by using scientific methods. The results of quantitative research can be analysed statistically to answer the hypothesis. According to Survey Monkey, Qualitative data provides the details and depth understanding of the research project and quantitative research provides the numerical data to prove the board general point of the research. Qualitative research is based on interviews, case studies, biographies, experts opinions, open-ended questions survey, observation and focus group discussion to understand why people act differently/similar. According to Yilmaz (2013), in the qualitative research process, reacher collect data by taking in-depth interviews, participant observation, document analysis, and focus groups. The success of qualitative research depends on the researcher's observation skills, interpretation skills, interviewing skills, etc. On the other hand, a quantitative researcher needs statistic skills. In quantitative research, the participants get no chance of contributing to the study. The researcher is the main driver (Bryman, 2001). In qualitative research, participants can contribute a lot. Many people can argue that quantitative research is better than qualitative research. One main reason can be quantitative research is more scientific, because in quantitative research a large number of gathered data can be analysed statistically. The result can be little bias because if 100 researchers do analysis on the data they have, they would always find the same number and results at the end of it. In quantitative research, the researcher has control over how the data is collected and gathers. However, in qualitative research, to collect data and a researcher is a person who takes interviews or involved in some other way. Qualitative research can a bit more bias. The results of the qualitative research come from how well the researcher interprets the data. It may not seem 100% accurate. For example, two people/researcher can interpret the same interview in their own different ways, because of their personality, mood, way of thinking cannot be the same. The researcher should have a proper mindset before choosing qualitative and quantitative approaches. If the researcher wants to have a depth understanding and explanation of social phenomena then he/she should go for a qualitative approach. If a researcher wants to quantify some issues, behavior, opinions and other variables and wants to articulate the facts in a numerical way and generalise it from a larger population then he/she should choose quantitative research. However, the research can even choose both research methods which is called a mix method. 

[bookmark: _jcxlkqygxnhz]Which method you found easier to use and why?
It has been always a controversy over which research method is more useful between qualitative and quantitative methods in educational research (Cohen, Manion & Morrison, 2011). I would say  I found qualitative research is easier. First of all I think it matches with the motivation of my study and the second point is I’m from a business-oriented family and I know personally many people who own SMEs. It will be easy for me to access and collect the latest data by interviewing about how and why they have adopted SM for their business. However, through this method I can examine my own hypothesis. Qualitative research create wide understanding of behaviour. Moreover, this research approach provides the abundant data about real life and situation (De Vaus, 2014). The produced results of qualitative data is regarded as unique. In qualitative research approach the researcher put himself as an instrument to make the research well suited to provide descriptive and factual information (Johnson and Christensen, 2012). Qualitative research approach will help the researcher to see and observe directly about human thoughts and behaviour about my chosen topic to cover a wide range of phenomena to understand them and appreciate them thoroughly. The researcher will be able to use various techniques such as interviews, participant observation, focus group discussion to collect data. The researcher can personally contribute by analysing the data and interpret the data. Interview questions will be open ended, for the situation demands researcher can change the questions.  Through qualitative research, deeper insight can be gained. However, qualitative research is quite flexible than quantitative research. This research approach will help the researcher to learn the skills of being open, observation, interpreted etc. As I mentioned earlier that I know few SMEs personally and I am sure they accept my call gladly. The close relationship between researcher and participants in this research approach will make it easy for the participants to contribute to make research successful. 


[bookmark: _pgh42s4b8djh]My preference for my doctoral research and why: The reason I prefer qualitative research approach over quantitative research approach for my doctoral research because it is relevant for my research and easier to me. However, it will help me to create  new concept or proving an existing concept. The deeper insight of the issue can be achieved by this research approach. In qualitative research study, participants can also contribute, which means it will make them feel welcome and valuable to put their opinion and experiences. Social media is growing rapidly and SMEs are very crucial for national economics. Through qualitative research I can find the answer of my hypothesis and research questions. Qualitative approach will allow me to sit and discuss with the owners,managers, employees of SMEs. I will be able to practice the skills of taking in depth interview, observation and interpretation. After taking interview, researcher can create a pattern of their answers and suggestions, and interpret them.  





[bookmark: _35ck7c1rf8mx]Similarities between qualitative and quantitative research according to my experience: Both qualitative and quantitative research can be used to find a solution of a distinct research. Both research approach depends on participants. They both can collect primary and secondary data for the research study. In both cases, the researcher can adopt the same traditional sampling method and target population. Both research approach can be used to appropriately in both deductive and inductive research. Qualitative and quantitative can be equally used in positivism research philosophy. T


[bookmark: _akmpvhs171og]Differences of qualitative and quantitative research according to my experience: 

	Issue
	Qualitative 
	Quantitative

	1. aim
	Depth understanding and explanation of social phenomena
	Conformation and generalisation

	2. Size of sample
	Small 
	Medium to large

	3. Data 
	Large amount of written data
	Small to medium amount of numerical data

	4. Relationship with participants
	Direct relationship
	Almost no close relationship

	5. Data collection technique
	Interview, observation, focus group etc.
	Primary: surveys.
Secondary: existing survey

	6. Time
	Time consuming
	Less time consuming

	7. Data analysis technique
	Thematic content
	Statistics analysis through computer

	8. Flexibility of variables 
	More flexible
	Less flexible

	9. Interprete 
	Lots of interpretation needed 
	Less interpretation needed because of the use of statistics. 

	10. Quality 
	Trustworthiness
	Scientific but rigour 
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