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[bookmark: _30j0zll]EXECUTIVE SUMMARY
The purpose of this report is to examine social media marketing as a contemporary issue in SME companies and the marketing industry, the impact of the issues towards the marketing company and recommendations on the strategic response. 
	According to Gunelius (2011), social media marketing can be defined as direct or indirect marketing in any form that is used by social web tools to build information, credit, recollection and accomplishment for a product, business or an individual. The impact of social media on marketing and operations management of small and medium companies (SMEs) has been understudied in the emerging countries (Skoumpopoulou, 2014). 
	The challenges in social media marketing is that human interaction needs to be engaged within the SMEs and managing their time resources in their social media presence. Their business will face risk if their social media sites are ineffective. Therefore, their employees need to be highly skilled and trained. Employees can damage the company image with the presence of bad behaviour (Prenaj, 2016).
	Before implementing social media marketing in SMEs, the organisation needs to have the right mindset digitally.  In Malaysia, Get Craft which is co-founded by Patrick Searle is an SME company in Southeast Asia that promotes premium creative network channels where it helps to find, manage and pay the top creators for all marketing needs (Get Craft, 2020).
EXECUTIVE SUMMARY

In adopting social media marketing in their company, they should have a roadmap on their goals to get control of their industry.  Get Craft should contribute to hiring an expert to train their employees and get the proper training for their social media management (Redboxnic, 2016). Most SMEs in Malaysia prefer to collaborate with online vendors in marketing their product and services. Digital marketing techniques are to improve the digital involvement of their website. Website analytics should be reviewed and acted by their teams (Mokhtar et al, 2017).
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Moreover, Facebook advertising is the most popular social media marketing used by SMEs in Malaysia. Besides, there are also promotions through other networks of social media to promote their online business. Social media marketing in companies can give more influence in communication hence gaining more control over their customers (Skoumpopoulou, 2014).
The main advantages of social media marketing are cost savings and building a close relationship with the customer (Johansson and Corvera, 2012). The success of the product can be an increase in the company search engine optimization, product brand awareness, web traffic and customer loyalty (Premaj, 2016).
The main disadvantage of social media marketing in SMEs is the lack of technological knowledge with low appreciation of the e-commerce benefits (Stockdale and Standing, 2006). In addition, the real-time customer complaints and feedback is visible and are open for scrutiny from the public. Employees with low knowledge on social media will gives a negative effect internally and externally as they cannot optimised the process (Koekemoer, 2014).
INTRODUCTION

In conclusion, while implementing social media marketing, SMEs should have in mind the challenges and risks. Even though the implementation is risky, there can be safety measures to be done to achieve success in their company social media.  The recommendation to improve social media marketing is to have a social media influencer to promote their company. This will bring more attention, especially to the younger generation. Besides, the company should follow the trend that is ongoing in the market. Another cost-effective way is through paid advertising. 
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[bookmark: _1fob9te]INTRODUCTION
According to Gunelius (2011), social media marketing can be defined as direct or indirect marketing in any form that is used by social web tools to build information, credit, recollection and accomplishment for a product, business, brand or an individual. Based on Jaokar et al (2009), social media marketing is an interface from a marketing perspective of a set of conversations of online social media. 
Golden (2011) claims that based on the transparent definition of marketing, the main purpose of social media is to reach a good level of individual contact. However social media marketing uses pull methods in which a company allows customers to participate by drawn in from good content. 
According to Skul (2007), it is effortlessly ethical to use social networking websites to cover a message to people who are openly involved as most social network marketers use social media websites to drive traffic to other websites. This is because social media websites are becoming aware of these practices and are effective in that way. Marketers need to engage as a member of the community to use websites as a marketing tool with honour. On the other hand, traditional marketing drives the company product and services at customers through paid marketing or brochures.
According to Neti et al (2011), social media is when an individual can communicate with other people, share their judgement, pictures, content and opinions. It is also divided into two sections which are ‘social’ that is the action of communicating with other people and ‘media’ which is the medium to send information to another channel.  
However, the impact of social media on marketing and operations management of small and medium companies (SMEs) has been generally understudied in the emerging countries (Skoumpopoulou, 2014). This project report investigates social media marketing as a contemporary issue in SME companies and the marketing industry, the impact of the issues towards the marketing company and recommendations on the strategic response. 
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[bookmark: _3znysh7]AIM/ OBJECTIVES
This research paper aim is to investigate the strategic response to contemporary issues in marketing on social media marketing and towards its marketing industry through examining and structuring existing knowledge on social media marketing and its application. Another goal of this study is to research the impact of social media marketing in the organisation in the SME company in emerging countries and its recommendation to improve.    
AIM/ OBJECTIVES
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[bookmark: _2et92p0]MAIN BODY
[bookmark: _tyjcwt]WHAT IS THE ISSUE
There are challenges and risks in social media marketing. It categorises social media and discovers the potentials and encounters of social networks in business. In emerging countries, social media is a new phenomenon. To comprehend their potential completely, social media marketing needs to be studied. This is very vital as it is a potential marketing tool for the SME company. 
According to Prenaj (2016), social media marketing is not used widely in SMEs in emerging countries, even though in terms of marketing at low cost, it offers a lot of opportunities. In emerging countries, the usage of marketing tools provides a great opportunity in increasing their sales and presence in SMEs. 
However, it has not always been easy to use and cost-efficient in social media marketing. The challenges in social media marketing can be seen as human interaction needs to be engaged within the SMEs as well as managing their time resources in their social media presence. To have effective response, their employees need to be highly skilled and trained. This is because they need to be able to answer every question and complain about their customers effectively. Also, they should also learn to manage and control negative comments from thousands of people (Prenaj, 2016). 
Besides that, SMEs have a risk if their social media sites are ineffective. This action will potentially damage their business reputation. It is very bad for the audience if the product and services of a company are presented commercially. There can be an overuse of advertising problems that will make it seems as the company tries too much for sales. Trying too hard for an advertisement can be annoying to the audience and can result in a decrease in the number of followers in their social media account (Prenaj, 2016). 
Moreover, the employees in the company could also give risks to the company. Their employees need to be active in social media as they need to regularly produce new content to stay up to date on their consumer radar. They should post their content at an optimal time to get the highest engagement. Though, they can damage the company image with the presence of bad behaviour through their social media channels and the way their employees interact in their social media posts. Therefore, reputational risks can be very damaging through social media marketing and can result in jeopardising the company’s reputation (Prenaj, 2016). 
MAIN BODY
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[bookmark: _3dy6vkm]IMPLEMENTATION TO THE ORGANISATION
The implementation of social media marketing in SMEs company has been done in emerging countries. In these situations, SMEs companies need to have the right mindset in doing digital before embracing it to the organisation. SMEs companies usually have the mindset of applying traditional ways of marketing to their social media efforts. This is because implementing social media marketing has never been easy for any business as they have to solve the challenge of finding social media marketing experts. Most SMEs perceived the barriers of implementing technology into their business operations as an expensive initiative, with risk, complex procedure and technical difficulties compared to a larger organisation (Chong et al, 2012).
In Malaysia, Get Craft which is co-founded by Patrick Searle is an SME company in Southeast Asia that promotes premium creative network channels where it helps to find, manage and pay the top creators for all marketing needs. Get Craft has grown to Malaysia, Indonesia, Singapore and the Philippines.  Their creators include journalists such as writers, translators and editors, designers, photographer and videographer. The projects are managed through their online platform and backed up by in-house production. Customers can discover the creators by browsing the creator portfolio and rate them. The creator’s performance can be tracked and feedback can be written by the audience on the creator dashboard (Get Craft, 2020).
GetCraft marketers were unclear on their social media marketing strategies and their goals were not set clearly. The company needs to have a plan to be resourceful in people and training for their business (Redboxnic, 2016). Therefore, they should have a roadmap on their goals and their mission and vision for the company to get control of their industry. 
Get Craft should contribute to hiring an expert to train their employees in social media marketing. An outsource expert could help in the social media management of the company to get the proper training. Nowadays, social media marketing can be learned online. Therefore, they could achieve an understanding of social media marketing through consultation and training or even a self-study (Redboxnic, 2016)
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Furthermore, the SMEs in Malaysia has widely utilised drop-ship agents in their social media marketing strategy. Drop-ship agents are the people who help the business in selling their products but they do not keep any of the stock. Drop-ship agents could promote their business well and they act as the business marketers who will be paid in commission (Tang, 2019). Drop-ship agents only transfer their customer orders and deliver particulars to the wholesalers who will then deliver the orders to the customers (Mokhtar et al, 2017).
Other than that, based on Mokhtar et al (2017), in marketing the business product and services, most SMEs in Malaysia prefer to collaborate with online vendors. Space will be provided for the vendors to place their products in the store. Therefore, the business achieved a good business relationship with other businesses in the industry. This can gain better markets for the SME company. 
The main challenges Malaysian marketers face in doing digital marketing include establishing and supporting appointment, skills and resources openings and budget restraint. There are digital marketing techniques ranging from search, social and email marketing to improve the digital involvement of their website. Within each digital marketing technique, there are lots of detailed strategies that are important to success, so they need to be evaluated and prioritised (Chaffey, 2019). For example, from dynamic content for email computerisation, website personalisation to programmatic content for essential search.
	Their business should start with a separate digital marketing plan defining transformation needed and making the case for investment and changes to their digital marketing. Then, following approval, they should create an integrated digital plan which is part of the overall marketing plan (Chaffey, 2019).
Their company with a website should have analytics, and their senior managers should ensure that their teams make time to review and act on them. Once a strategy enables them to get the basics right, then continuous improvement of the key aspects can be done. For example, their search marketing, site user involvement, email and social media marketing (Chaffey, 2019).
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The use of ICT leads to better business performance (Zhu and Kraemer, 2005). This may enhance SMEs business performance by integrating the appropriate technology and utilised it properly (Azam, 2015). Social media marketing gives a positive impact on business performance in terms of the business financial aspects or non-financial aspects (Mokhtar et al, 2017). 
Facebook advertising is the most popular social media marketing used by SMEs in Malaysia. Companies believe advertisements through Facebook can contribute to promoting their business. Companies paid a certain amount of money to advertise their products and services on Facebook. Facebook advertisement leads to a broader market for the SMEs company (Mokhtar et al, 2017). 
Besides, there are also promotions through other networks of social media to promote their online business. For example, Whatsapp, Instagram, Twitter, WeChat, Telegram and other short messaging systems. Through these networks, special discounts and coupons are offered to boost their sales to their customers. However, companies need to be careful as some customers lose interest when the company shares too much with their social media account (Mokhtar et al, 2017). 
The right implementation of social media marketing can give companies more influence in communication hence gaining more control over their customers (Skoumpopoulou, 2014).
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[bookmark: _1t3h5sf]ADVANTAGES AND DISADVANTAGES
	
Based on Johansson and Corvera (2012), the main advantages of social media marketing are cost savings and building a close relationship with the customer. According to Barclays Review (1997), word of mouth is very important because it gives reliable information in a time record and the company can increase new customers from their existing customers.
According to Levinson and Gibson (2010), social media marketing proposes a cost-effective marketing tool. The marketing tool offered is very easy and it is free to use. On top of that, product brand awareness, web traffic, customer loyalty and the success of the product can be an increase in the company search engine optimization (Premaj, 2016).
According to Stockdale and Standing (2006), the main disadvantage of social media marketing in SMEs is the lack of technological knowledge with low appreciation of the e-commerce benefits. 
Based on Koekemoer (2014), the biggest disadvantage of social media marketing is the ever-changing landscape. Some disadvantages when it comes to social media marketing are the real-time customer complaints and feedback as it is visible and are open for scrutiny from the public. Usage of business is increased and personal resources to manage and control your social media campaign. 
Moreover, training and expertise are necessary to manage social media to the optimum. Employees with low knowledge on social media will give a negative effect internally and externally as they cannot optimised the process. There can be a negative online reputation when their digital footprint is too much to handle (Koekemoer, 2014).
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[bookmark: _4d34og8]CONCLUSION AND RECOMMENDATION
In conclusion, the benefits and challenges of social media marketing have been analysed. While implementing social media marketing, SMEs should have in mind the challenges and risks stated in relating to social media marketing. However, it should not be the reason to stop implementing social media marketing. Even though the implementation is risky, there can be precautions to be done to achieve success in their company social media.  
CONCLUSION AND RECOMMENDATION

There is some recommendation that could be done to improve social media marketing is to build relationships with entrepreneurs and influencers to promote their company. This will bring more attention and brand loyalty especially to the younger generation and at the same time it can generate sales (Newberry, 2019). Also, paid advertising is highly recommended as it is a cost-effective way in expanding their reach. Advertisements can be shown through banners, pictures and offers with an appealing message and great visuals in front of a huge audience at a low cost. Besides, the company should schedule their social content in advance. This is much more effective as content will be posted automatically during the peak engagement time. Social tools can help in connecting with existing customers and new customers and increase in their brand awareness (Newberry, 2019). 
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