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Abstract 
In present days, the use of the social media marketing has been increased significantly. Most of the brands, even the small brands are focusing on digital marketing rather than traditional marketing. Word-of-mouth is one of the essential factors which can create an impact on the consumption of the purchasing operator services and also increase the customer experience is within the organisation. On the other hand, social networks are also much important for the organisation to explore the proper integration with personal, social as well as business perspectives. In this context, this study evaluates the effectiveness of traditional word-of-mouth marketing and the social network marketing, in the context of Burberry. This study has used a secondary qualitative design to satisfy study objectives. It explores the organisation and also maintains effectiveness within the Marketplace. It has been identified that Burberry focus more on social network marketing rather than conventional marketing. This study has also found the challenges faced by Burberry in the effective implementation of social media marketing. There is proper recommendation has been provided for the company in the conclusion chapter. By that, the companies can easily explore the effectiveness of word-of-mouth and they also maintain the social network within the organisation to explore the growth of the company.
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[bookmark: _Toc137731975]Chapter 1: Introduction
[bookmark: _Toc137731976]1.1 Introduction
This current research debates determining the efficiency of social networks against traditional word-of-mouth marketing from the business perspective. This chapter describes the background of this research topic. It defines the problem related to the research topic. It finds the aim, objectives and queries of this research. It discusses the rationale of this research. It describes the significance of this study. It draws a research structure by which this research is formed. In the end, it describes the entire research topic counting its outcomes. 
[bookmark: _Toc137731977]1.2 Background
Traditional WOM marketing is a traditional marketing strategy. On the other hand, social network marketing is the trending marketing strategy. These marketing strategies help to take action regarding products as well as the market. These marketing strategies can retain the customers in the company. Word of mouth marketing is related to the interest of the customer in the products and services of the company in terms of regular dialogue (Cam et al., 2019).It is a kind of free advertising trigger that can help to reach the experience of the consumers. Basically, it goes beyond the expectation of the customers. Topics, talking parts, talkers, tools and tracking are included in the work of mouth marketing(Serajpour, Fattahi, and Zameni, 2021). It is such as the marketing programs of this organisation. Social network marketing is a kind of marketing strategy that has a role in social media platforms(Ajina, 2019). It is such an internet marketing that uses various kinds of social media applications and marketing tools. It has the ability to connect the brand with its target audience. Both kinds of marketing strategies can make the brand. These strategies can increase the sales of this company as well as drive traffic to the website. This organisation applies traditional as well as modern marketing methods in the case of marketing. It plans to supercharge marketing strategy for online sales through digital leadership. This organisation focuses on Omni-channel experiences (Ebrahimi et al., 2022). WOM happens in a natural way if customers talk about the fashion goods because they are satisfied with the products as well as they have a natural desire for sharing their experiences and recommending them to other people. This strategy has an impact on long-term processes. Social network marketing happens through various social networking sites such as Facebook, Instagram, YouTube, Snapchat, LinkedIn and Twitter(Prabowo, Bramulya and Yuniarty, 2020).These marketing strategies deliver a positive contribution to the organisation as well as customers of this organisation. It is a digital marketing strategy that achieves the marketing as well as brand goals. 
[bookmark: _Toc137731978]1.3 Problem Statement
The main problem of this research is the social network and traditional mouth marketing. The previous literature does not compare traditional month marketing and social networks. Past researchers do not research anything specifically. Previous research does not discuss the effectiveness of traditional mouth marketing. Previous literature does not describe the role of the social network in a broad manner. The comparison between a social network and traditional mouth marketing is not described in this literature.  
[bookmark: _Toc137731979]1.4 Research Aims
The main purpose of this research study is to explore the comparison of the effectiveness of traditional mouth marketing and the social network. 
[bookmark: _Toc137731980]1.5 Research Objectives
The major objectives of this research are mentioned as followed:
· To explore the role of the social network ineffective marketing.
· To understand the differences between word-of-mouth marketing and social networks.
· To evaluate the effect of social marketing actions.
[bookmark: _Toc137731981]1.6 Research Questions
The main research questions are:
· Which is the role of social media in effective marketing?
· How does word of mouth marketing be different from social media marketing?
· How do social media marketing actions affect the companies?
[bookmark: _Toc137731982]1.7 Rationale of the Research
The study is about the importance of social media and the word of mouth in marketing. In the present day, both ways of marketing are used by business organisations. The WOM is a common tool with the help of which companies reach out to customers (Napawutet al., 2022). Not all people have gone fully digital and they depend on the WOM to know what new products are coming into the market. They take recommendations from other people before buying a particular product and this way the promotion of the products is done. The study is important in today’s generation because now most business organisations depend on social media more for their marketing as it is the easiest way to reach out to customers. However, there is power in WOMEN also as only social media is not able to influence people (Krishen et al., 2021). Both ways of marketing have become important today. Digital content can be shared easily with the help of social media. It is easy to interact with the customers online and their feedback can be taken easily via the feedback. Taking regular feedback from the customers can help the business organisations make the necessary changes and be ahead in the competitive advantage. The customer can be engaged more in social network marketing.
 It is not only the social networks which enjoy the advantages. WOM marketing also has a lot of advantages. There is a free promotion in the marketing with WOM. The company does not have to spend money on advertising in digital media (Suryaningsihet al., 2020). This advertising strategy helps to build loyal customers and it is easy to gain the trust of the customers with WOM. The brand reputation can be easily built with the WOM and new customers can be reached easily. The study sheds light on the impact of both ways of marketing and which is favourable for the fashion companies. Lower costs are involved in WOM marketing and the doubts of the customers can be addressed in the WOM (Polanco-Diges and Debasa, 2020). A positive impact is built in the customers with the traditional way of marketing and it makes a long-lasting impression on the customers. 
[bookmark: _Toc137731983]1.8 Significance of the Research
The research has a lot of significance as this will help new companies and other business organisations think critically about the ways of marketing and choose the right option for their brand. The traditional way of marketing and digital marketing has their own advantages and disadvantages. Reaching the customers and influencing them to buy the products is the ultimate aim of business organisations (Aissa and Thabit, 2019). Companies have to select the right way of marketing which is beneficial for the company. This research can guide the companies by showing their advantages and disadvantages and it is the responsibility of the business organisations to decide which way to choose. The traditional way is supported by many organisations as they think that it is easy to build a strong relationship with the customers and face-to-face conversations have more power than digital marketing (Dar and Tariq, 2021). The doubts of the customers can be addressed with the traditional means of marketing. Business organisations which are using social media marketing can use both ways to bring more revenues and vice versa. 
[bookmark: _Toc137731984]1.9 Structure of the Research
The structure of the research shows that this dissertation is divided into 5 parts. The 1st chapter is the Introduction. Literature Review is the 2nd chapter. The 3rd chapter is Methodology. The 4th is the Data Analysis and Findings and the last one is the Conclusion and Recommendations. The same pattern has been followed in this research. 
[image: ]
Figure 1: Research structure
(Source: Author) 
[bookmark: _Toc137731985]1.10 Chapter Summary
It can be concluded that digital marketing and WOM marketing are effective in influencing customers to buy the products. The main objective is to reach the customers to increase sales and both ways can be adopted by business organisations to reach the maximum number of customers. The fashion industry is changing constantly and many new fashion companies are coming into place. To keep ahead with the rivalries, companies can take up both ways of marketing to reach the customers and increase its sales. Most of the young generations are attracted to the fashion industry and they are all active in social media as well. To target the young customers, social media is the best option and for the middle aged customers, the WOM is the best option as they rely on the WOM more. Hence both the ways in selecting the customers and advertising the products are important. 


[bookmark: _Toc137731986]Chapter 2: Literature Review

[bookmark: _Toc137731987]2.1 Introduction
The literature review’s main purpose is to gather relevant information about the topic and then synthesise it into a good summary of the existing knowledge in that field. The literary review is framed using information that satisfies the effectiveness of social networks vs traditional WOM marketing reflecting the case of Burberry. Following the research questions, different themes are carved and relevant elaborations concerning the themes are shared to support the contexts of the study. 
[bookmark: _Toc137731988]2.2 Traditional marketing and social media marketing
Traditional marketing is considered to be an approach under which the marketers usually recognise their audiences and place the advertisements where the targeted audiences shall see, interact or hear with them following an offline mode. As per Siddiquiet al. (2021), printing advertisements, television advertisements and usage of billboards are understood to be mediums for traditional word–of–mouth marketing. Following the WOM marketing tactics a customer shares interest in a firm’s product or services being reflected in their regular dialogues. Significantly, it is a free advertising approach that gets triggered by consumer experiences and of-course something that travels beyond what is in an expectation. The four phases of traditional marketing are awareness, evaluation, conversions and ultimately delight. 
As viewed by Leeand Choi (2019), social media marketing is understood to be an effective form of internet marketing that utilises social media applications as a tool of marketing. Such social media platforms enable the companies to allow a good connection with the audiences for building the brand, increasing sales and ultimately driving traffic to the websites. Companies relying on social media marketing need to create a strategy first and then have to remain consistent (Hossainet al., 2019). Each day they need to create engaging and also interesting content. Such interesting content engages the customers with the brand. For measuring effectiveness, what considerably a brand needs to focus on is tracking and analysing the metrics about whether the social media strategies are reflecting major effectiveness or not.
[bookmark: _Toc137731989]2.3 Advantages and disadvantages of traditional marketing
In this context, the research has discussed the advantages and disadvantages of SMM (Social Media Marketing) to justify this section of subject. Traditional marketing is much harder to improve as medium usage by the companies creates a mass impact on the customers. As per Hanaysha(2021),traditional marketing referred to as WOM marketing offers varied DIY options. Many of the traditional channels perceive that traditional marketing is best since they do not have to bear the extra cost of hiring an external agency or partner for promotional purposes. Over offline, one can more comfortably control the message or brand as well as how it is being displayed. Priority towards traditional marketing methods showcases stability and brand security(Wanget al., 2021). It is often argued to the fact that traditional marketing is an improved way – out for reaching the targeted audiences. Traditional marketing the concern of direct mail is a better one that delivers particular offers effectively for the people. 
As viewed by Vermeeret al. (2019), WOM Marketing in its traditional form happens to be more expensive compared to digital marketing platforms. Digital marketing aspects can be measured while traditional marketing form is not at all measurable in that way as digital marketing. A longer time is taken to execute traditional marketing for executing it. While refining digital campaigning is much time – effective. Using the traditional methods, it is not at all possible to offer a similar level of segmentation and targeting which can be acquired via digital targeting. Traditional marketing is gradually losing its audience sphere. While traditional outlets are adjusting to the new sets of consumers.
[bookmark: _Toc137731990]2.4 Advantages and disadvantages of social media marketing
There are several advantages as well as disadvantages of social media marketing. As per the research of Le, Dobele and Robinson (2019), the prime advantages of social media marketing are it is a less technically challenging operation. It is one of the important marketing tools that are low cost or sometimes cost less. Social media marketing has been considered one of the most effective tools that pose the core role in the development of brand recognition, engaging the potential audience and developing a specific range of website traffic. On the other hand, Chu and Chen (2019) stated that, the disadvantages of social media marketing include slow operation in achieving the ROI. This is one of the time-consuming processes.
The social media marketing operation comes with several privacy and security-related issues. This has been considered a significant threat within the concerned region. Social media market operation faces a crucial threat due to the increased rate of cyberbullying. The operation of social media marketing fails to work for the overall population. As per the research of Jasin (2022), the operation of social media marketing fails over analysing and the measuring of what is the potential customer base. Social media marketing operation helps with the building of the partnership along with keeping aware of the market and industry trend. This is one of the most impactful tools that work in attracting the potential customer base in increasing brand values.
[bookmark: _Toc137731991]2.5 “Word of mouth” marketing model
Word of Mouth Marketing is when the interest of potential consumers in a certain product or service has been reflected in daily dialogues. As per the research of Tan and Lee (2019), these are considered as free advertisements triggered by the experience of the consumers. This is always something that goes beyond the expectation of the consumers. Word-of-mouth marketing looks to be an appropriate way for avoiding advertising clutter, and it is consequently gaining popularity among marketing executives. Word-of-mouth marketing is a sort of marketing that assists businesses in developing trust, credibility, and brand loyalty. On the other hand, Sulthana and Vasantha (2019) stated that, Word –of- Mouth is considered one of the powerful assets in marketing that specifically offers trustworthiness and sincerity compared to the other available marketing tools. 
Word –of- Mouth Marketing action works significantly as around 88% of the consumers stated that they enjoy and trust the recommendation from other people. This kind of acceptance works in the development of the operation of Word –of- the Mouth Marketing model in the recent era. Word –of- Mouth Marketing promotes the User- Generated Content that attracts the potential customer base. As per the research of Hendrayati and Pamungkas (2020), around 73% of online shoppers agreed that they feel confident at the time of purchasing any products concerning the support of user-generated content. On the other hand, Ajina (2019) stated that, Word –of- the Mouth Marketing model includes a unique hashtag for posing the identification that the following content has been created by potential consumers. In the recent era Word –of- Mouth Marketing has become the core aspect as around 95% of potential consumers follow the review of the products before purchasing. Word –of- Mouth Marketing model includes the operation of incentivise along with the creation of a sense of community.
[bookmark: _Toc137731992]2.6 Social media marketing Models

[bookmark: _Toc137731993]2.6.1 Honeycomb Model
As stated by Perera, Nayak and Long (2019), in the year 2011, an effective gathering of Canadian teachers; namely, Jan Kietzmann, Kristopher Hermkens, and Ian McCarthy came up with the idea of the Honeycomb Model to look at why people use social media and how effective it is. Furthermore, the honeycomb model is perceived to be based on the key idea that companies can choose which of the seven key building blocks are most important to them and focus on the most important features. As per Jasin (2022), in this Honeycomb Business Model, the social media building blocks highlight the crucial aspects of identity, relationships, presence, groups, sharing and conversations to reflect upon business decisions. The organisation can efficiently follow the Honeycomb model of social media marketing to drive positive growth concerning its business spectrum. In this way, not only a large customer base shall be gained by the brand, but the customers shall also remain engaged with the brand.
[bookmark: _Toc137731994]2.6.2 Chaffey’s Theory of Social Media Marketing
David Chaffey Social Media marketing monitors and facilitates the consumer interaction and thereby, participates and is shared via the digital media for encouraging positive engagement with the company. According to Chaffey’s theory, the brand leads to gain its commercial values by stressing on Chaffey's theory of social media marketing. As per the research of Perera, Nayak and Long (2019), Chaffey's theory states that social media marketing can significantly increase sales by forging lasting bonds with clients. According to Chaffey’s theory of social media marketing, direct interaction between brands and their customers via social media platforms encourages the growth of long-lasting relationships. An important aspect of online marketing that considers how consumers will respond to a specific brand is social media marketing. The organisation is required to consider the particular theory in the analysing of the developing business market customer’s proposition along with the development of the business market brand values within the competitive region.
[bookmark: _Toc137731995]2.6.3 RACE marketing model
The RACE marketing model is the framework that reflects the strategic planning concerning digital marketing activities or the development of the omnichannel plan of communication. As per the research of Wolkin et al. (2019), this model is consisting of four stages concerning Reach, Act, Convert and Engage. Each of the stages is highly precious concerning the ongoing process for the development of the advocacy of the particular brand. For the development of the customer reach, a potential plan of action has been considered by the RACE framework. This poses the core role in the development of the future business market customer vile. Hanaysha (2021) states that this can be used by a certain organisation in the development of the future customer base with the development of the business market productivity and increase of the overall revenue and the sales values within the market region. This stances the core role in increasing the brand values and the development of the customer base.
[bookmark: _Toc137731996]2.7 Research Questions
The research questions:
· What function do social media platforms and traditional marketing play in efficient marketing? 
· How is marketing through social media different from marketing through word of mouth? 
· What impact do social media marketing and traditional marketing strategies have on businesses?
[bookmark: _Toc137731997]2.8 Difference between Social Media Marketing and Word-of-mouth Marketing
The research of Sivarajahet al. (2020), states social media marketing is an integral part of business growth in recent times. Due to the immense technological growth in the recent past, social media marketing has had an immense influence in order to shape the opinion of consumers. Nonetheless, it is often stated that the traditional marketing concept is newly packaged in a term of social media marketing (Hung et al., 2020). With the research of Mason, Narcum and Mason (2021), it can be found that in traditional marketing, it is possible to speak for an organisation if the product is satisfactory. Word-of-Mouth (WOM) marketing is about speaking positively about an organisation and influencing consumers due to this. In the world of business, when social media marketing was not that popular, most businesses were dependent on this. In better terms, it can be called verbal recommendation where a person who used the product is telling another consumer about the benefits of using the same. However, as opined by Ahmad, Abu Bakar and Ahmad (2019), in the context of the social media mechanism, it is easy to reach out to consumers fast. This can be a type of WOM where the organisation can have direct interaction with consumers.
In the WOM category, two consumers are discussing the benefits without involving the maker or the seller. When social media marketing is involved, it is advertising their products and instead of consumers' words, they can involve employees and they can explain the product details to the consumer. On the other hand, the contribution of consumers in shaping opinions cannot be denied. If an organisation is willing to explain the product details, it can be found that they can do it from the context of social media marketing (Tanford, Kim and Kim, 2020). The users’ opinion is equally valid in the case of social media marketing where consumers want the views of other consumers and if the review is satisfactory in their opinions they can continue with buying the product. However, it should be kept in mind that previously WOM marketing was mostly happening on a one-on-one basis but the inclusion of social media marketing has made it available to the larger base (Desai and Vidyapeeth, 2019). This means if a consumer is not satisfied with a certain product, they can post it on social media and reach out to the larger consumer base. Similarly, if more consumers are happy with the product and provide better ratings, one or two consumers' grievances are not taken into consideration as the overall rating cannot be impacted much. Hence, it can be stated that WOM and social media marketing have certain differences despite having multiple similarities. 
As opined by Foltean, Trif and Tuleu (2019), in social media marketing, the direct involvement of the company is seen and it is more than that induction of social media influencers. Employees can respond to queries. According to Olanrewajuet al. (2020), companies are mostly aware of consumer grievances and try to solve that as consumers' dissatisfaction can cause severe negative results in organisational performance. In this case, even if a single consumer is dissatisfied with organisational behaviour and the company is unable to provide the desired outcome, it would bring a significant negative impact that would cost the reputation of the company. WOM marketing is ended by criticism whereas social media marketing can be continued with further recommendations and employee involvement can solve the problem amicably (Hollebeek, 2019). Therefore, prudent induction of social media marketing can help in solving issues in a judicious manner and thus the organisational growth is enhanced. It can be stated that consumers prefer relevant issues to talk about and therefore, the importance of positive WOM has a significant influence on building organisational reputation (Bhimani, Mention and Barlatier, 2019). On social media, even two unknown people can interact and their common pain points are discussed. This is difficult in the traditional WOM way where mostly two known people interact on the basis of discussion. The remarks made by the users are reasonably analysed by the listener and based on that reasoning, his purchasing attitude is decided.
From the research of Kim, Lee and Kim (2020), it can be revealed that when a consumer is satisfied, they become the repeated buyer of the brand. It also explains that the brand value is generated on the basis of service and if an organisation is willing to have a good consumer base, the brand value should be generated. Now traditional WOM can create a brand value where the talking point is being triggered by the user and they prefer to comment on different products from the same brand. For example, if a consumer bought an iPhone and is satisfied with the features, he slowly moves to Macbook and iPad. The use of these products makes them loyal to the brand. However, Apple as an established brand does not need very high WOM marketing (Berger et al., 2021). Nonetheless, with the inclusion of social media marketing, these organisations are more concerned regarding criticism as people become more active to ask questions and expect solutions. It cannot be denied that the effect of WOM is hard to measure even with developed data science techniques like big data analytics whereas measuring social media performance is easier (Ahrholdt, Gudergan and Ringle, 2019). Finally, as it is mentioned before, WOMEN's impact is for a local audience or within the known group and social media marketing has a large consumer base with vast opinions. However, both of these marketing is cheaper than traditional marketing like advertising via television, newspaper ad or billboards (Llopis-Amorós et al., 2019). 
[bookmark: _Toc137731998]2.9 Challenges to Implement Social Media Marketing
From the research of Sivarajahet al. (2020), the concept of social media becomes more visible in the context of marketing. It is stated that despite WOMEN having certain differences with social media marketing, it is easier to implement. It can be found that when an organisation is able to think about the implementation of social media marketing, they are implementing certain rules and regulations while hiring employees with proper knowledge of social media marketing. Nonetheless, the organisational context needs certain changed situations in order to have effective implementation of this social media marketing. From different recent research work, it is evident that the number of online users is growing vehemently and an average user spends around 2 hours and 27 minutes scrolling social media. In the year 2021, social media marketing has seen skyrocketing growth and around 77% of people believe that in order to gain an effective market position, it is imperative to install social media marketing tactics in its business management (Mason, Narcum and Mason, 2021). With the high number of consumers' involvement and preferences for social media marketing over WOM, it can be revealed that organisations need to take serious cognisance and look into the existing challenges that can cause severe impact on the growth of the marketing. Around 80% of consumers nowadays shape their purchase opinion on the basis of organisational presence on social media and its ability to reach out to consumers (Ahmad, Abu Bakar and Ahmad, 2019).
The first challenge of social media marketing is about its problem with the connection among departments. As opined by Tanford, Kim and Kim (2020), social media marketing is hyped because of its ability to communicate, though multiple departments of the organisation are challenged during the social media interaction. It can be stated that the social media team is mostly handled by a single manager and the illustrated range of marketing proficiency is lagging. In the post-pandemic scenario, the situation related to social media marketing has been accentuated and the required expertise in the social media marketing profession is not getting any momentum (Desai and Vidyapeeth, 2019). It can be stated that the training and development team of human resource management should take serious cognisance and contribute to social strategy accordingly. The next challenge is the identification of the right platform. For example, if an organisation wants to sell its cosmetics product, Instagram would be a better platform. On the other hand, if an organisation wants its creative content to get highlighted and loved, advertising via Instagram would not be recommended as Twitter is a better place for this (Olanrewaju et al., 2020). Hence, understanding the hidden facts of these social media platforms would help an organisation to understand consumers' preferences. YouTube is used by many consumers to gain views regarding certain products. Nonetheless, the use of this channel to socialise is hardly used and most companies believe in Facebook for that. Similarly, Twitter has more exposure to solving grievances rather than any other application. Thus, understanding differences is required to perform properly (Hollebeek, 2019). Understanding the target audience and their expectations are also a challenge to organisations. A directionless marketing approach cannot bring the desired outcome. It cannot be forgotten that organic engagements are being changed and people prefer new ways of reading, conversing or watching. Failure to keep this pace and notwithstanding these trends can bring a huge challenge to organisational growth. 
[bookmark: _Toc137731999]2.10 Impact of social media and Traditional Marketing Strategy on Business
Effects of Traditional Marketing Strategy:In any business, customer satisfaction is the main determinant, which dominantly controls the success, future existence, market position and the financial structure of the company (Mahrholdt, Gudergan and Ringle, 2019). The marketers have the knowledge that how a traditional marketing is operate. In fact, they have an idea of how crucial the customer's perception is, in traditional marketing. In the traditional marketing strategy, people decide to buy product by feeling them physically and psychologically (Kim, Lee and Kim, 2020). In that scenario, they can show their bargaining power to purchase the item within their rangeability. Depending on the behaviour of the marketer, the customer's buying behaviour is determined. Apart from this, they also get influenced by the recommendations or feedback of the experienced customers (Berger et al., 2021). In simple words, through the positive and negative feedbacks of pre-experienced customers, the newer customers decide to purchase the products. This marketing strategy is helpful for the customers that they can purchase them by physically and psychologically judging them. 
Impact of social media marketing strategy:On the other hand, the digital marketing or social media marketing is positively impactful for the marketers as well as the customers. The first thing is, this strategy is more flexible, comfortable and easy way of marketing. In fact, today’s marketers are involving this strategy in their business (Hollebeek, 2019). They are mainly targeting the social media addicted customers, who are actively engaged to the social sites like, Facebook, Instagram, Twitter, LinkedIn and many like these. Through these social site tools, the marketers are posting the image of their valuable products, target of business and even their born stories (Desai and Vidyapeeth, 2019). Along with these procedures, they are also inviting celebrities and influencers to promote or endorse their products in social media. Thus, the customers are getting attracted towards the promoted brand and the endorsed products. All kinds of economic customers get value from the social media marketers because they promote the products based on the financial ability of customers (Olanrewaju et al., 2020). People can easily access them and can select their choiceful products within their rangeability. The most important thing this, a regular communication is occurred in this strategy and the regular communication helps the marketers to know their perception, ideas, points of view or feedbacks of the products and the brand (Ahmad, Abu Bakar and Ahmad, 2019). This strategy also helps the businesses and marketers to find out their strengths, weaknesses and market position as well. with the help of regular communication with customers, they can get knowledge about the current market trend as well as a good bonding with customers can be maintained, which leads to enhancement of profitability, market reputation and more customer retention (Mason, Narcum and Mason, 2021). Comparatively, social media marketing is a more sustainable and profitable strategy for both customers and the marketers. Because, in this strategy, financial sustainability is maintained. The absence of transport cost, free delivery system and easiest accessibility has made its marketing strategy more acceptable. 
[bookmark: _Toc137732000]2.11 Explaining the next steps
The next step concerning the dissertation would be the research methodology. The majority of the information is gathered through interviews, observations, and already published secondary sources. However, using the measureable approach, the researcher gathers, quantifies, and examines numerical data gathered from various respondents. Statistics, surveys, data sets, and records are used to gather data for this method, anything based on data. Concerning the comprehension of all research methodologies, it can be said that the research investigator will place a strong emphasis on qualitative research, which aids in observing the true feelings of the research topic. Qualitative research would help the research investigator have an encouraged conversation with flexibility that can result in the accuracy of the research interpretation and explanation in addition to examining the attitude and behaviour.
[bookmark: _Toc137732001]2.12 Literature Gap
The current research has encountered a certain gap in the literature due to the absence of a discussion about the particular company, Burberry. Both the perspective of the model of the social media market and the Word –of- Mouth Marketing has been discussed. Yet, in the literature review, there has been no supporting data or information about which marketing tools are significantly used by Burberry. In the future, relevant and supporting data and information concerning Burberry will be collected and analysed in the finding and analysis chapter. Thus, the removal of the literature gap will be possible in future.
[bookmark: _Toc137732002]2.9 Conceptual Framework
[image: ]

Figure 2.9 – Conceptual Framework – Traditional vs Social Media Marketing
(Source: Author)
[bookmark: _Toc137732003]2.13 Conclusion
Traditional word-of-mouth marketing is known to use billboards, television commercials, and print advertisements as its mediums. Social media applications are used as a marketing tool in social media marketing, which is thought to be an efficient type of internet marketing. In particular, in comparison to digital marketing platforms, traditional marketing is more expensive. When potential customers' interest in a particular good or service is evident in casual conversations, this is referred to as word-of-mouth marketing. In addition to helping to maintain awareness of market and industry trends, social media marketing operations aid in the formation of partnerships.


[bookmark: _Toc137732004]Chapter 3: Research Methodology
[bookmark: _Toc137732005]3.1 Introduction
In this ultra-innovative digital economic world, maximum pre-existing successful industries are recognising themselves through social networks. With the help of social media or social sites like Facebook, Instagram, Twitter, LinkedIn, Pinterest and YouTube, the British luxury house of fashion, Burberry is spreading its existence in the global market. Before the introduction of social sites as a marketing tool, the traditional marketing strategies remained in this globally competitive market and through word of mouth, the businesses ran. People purchased products based on experienced people's reviews, feedback or comments on the brand. This strategy is a traditional method in marketing, which effectively controls the market position and reputation of a company, no matter how broad and successful the company is. This strategy is known as Word-of-mouth, which was also remaining as a controller of Burberry. In this chapter, some methodologies or strategies are scientifically and logically described, which had been followed by the researcher during the study. These key methods helped to generate the comparisons between the old word-of-mouth strategy and social network strategy and based on this comparison, the market position, success graph and situational analysis of Burberry has been successfully evaluated.
[bookmark: _Toc137732006]3.2 Research Choice
The topic of the research has been selected to connect with the present economic scenario of the global world. Today most of all successful and non-successful organisations are involving social network strategies in their business. This strategy is one of the sustainable and healthy methods of attracting customers towards the company. People can choose their products within their rangeability or budget ability (Abebe, 2019). In fact, according to experienced customers, it is a comparatively more comfortable technique as a marketing tool. On the other hand, some experienced customers said that the social networking strategy is not safe at all. Before purchasing a product, it should be judged by the five senses organ and having the recommendations or feedback of experienced customers, the decision of product purchasing should be taken. There is a huge comparison between these two strategies, which is felt by Burberry, itself in its business. To critically elaborate on this comparison, the topic has been chosen. The selected strategies helped to develop a carriable research study. For example, in this particular study, the interpretivism philosophy, correlational design, deductive approach, secondary qualitative data analysis and thematic technique have been involved. According to the researcher, these methods only could achieve the target of the study and could justify the study objectives. 
[bookmark: _Toc137732007]3.3 Research Onion
It is the most advantageous and effective research tool, used in the elaboration and specification of a study. It was presented in a book named, “Research Methods for Business Students' ' by Saunders, Lewis and Thornhill. Mainly, in the year 2007, this research tool was introduced in business management studies. The reason behind this interesting and attractive name is the appearance of this tool. It is a graphical representation, which looks like a real onion. The graphical onion has six representative layers of petals in it, which have the responsibility to highlight the following chosen methods in a particular research study. Each and every representative petal shows each of the strategies of research, based on their necessity and demand in the study. More specifically, the layers are organised systematically according to the criticalness and significance of the methods. For example, the first and outermost layer of the onion shows the most noncritical and basic part of the studies, the research philosophies, while, the innermost, smallest and last layer represents the data collection, technique of their analysation and findings (Saunders, Lewis, Thornhill and Bristow, 2009). This is the most required and targeted part of a research study and each and every step is overcome to reach this last step. In fact, the total hypothesis and justifications are dependent on the last stage, data collection, interpretation and research findings. This is the reason behind this critical and impactful layer arrangement. In this particular research study, the interpretivism philosophy has been followed for determining and justifying the multiple variables like the effectiveness of social networks and word-of-mouth strategy in business management and market position. Along with it, the secondary data, qualitative strategies and thematic analysis have been followed in the last stage of the research. These are represented by the outermost and innermost layers of the onion, respectively. 
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Figure 3.3: research Onion 
(Source: Saunders, Lewis, Thornhill and Bristow, 2009)
[bookmark: _Toc137732008]3.4 Research Philosophy
The research philosophy is an influential and ideological tool in research methodologies. The researchers use this strategy to make a structure of their studies that determines which ideology will be preferable or suitable for the research. Depending on the topic and criteria of the study, the ideologies are selected. It is a belief that which guideline should be followed in particular research to execute it in an effective and fruitful way. There are many research philosophies, used by researchers in different types of studies (Bleiker et al., 2019). Basically, four types of philological ideologies are followed like Positivist philosophy, Realistic philosophy, Interpretivism philosophy and Pragmatist philosophy. In this particular research study, the interpretive research philosophy is involved. According to the philosophy, interpretivism studies are connected to the social world, it will be subjective and will have multiple variables to be researched. The reason behind the involvement of interpretivist philosophy is, the research study is contained with the comparative elaboration of Word-of mouth strategy and social networking, which is actively connected to societal being's performance (Van der Walt, 2020). The content is subjective because the customer perceptions of two different marketing strategies are described here and the most important thing is, the study is having multiple variables in it like, the word-of-mouth strategy and social networks as effective determinant tools of business development. These are showing the dominant involvement of interpretivism philosophy in the research study. 
[bookmark: _Toc137732009]3.5 Research Approach
The research approach is one of the most essential methods, which identifies and indicates the suitable way of research execution. It can be said that the research approach is a structure maker. Depending on the requirement of the study and the topic of the research, the structural approach is chosen by the researcher. In clear words, the research approach is the flow, movement or way of research conduction. The approaches are classified into two types. The inductive approach and deductive approach (Newman and Gough, 2020). The inductive research is comparatively more critical than the deductive approach, because, in an inductive study, the researcher at first explains and evaluates the example, case sample or any particular context. After the evaluation, slowly the elaboration takes place in a broader way. The easiest feature or identity of an inductive study is, it is conducted by moving from a particular variable or specific sample to the vast content. On the other hand, deductive studies are done by moving from vast content elaboration to the main context, depending on the elaboration of basic and broad content (Wardani and Kusuma, 2020). This study is having deductive approach in it because the analysation of the effectiveness of social networks and word-of-mouth in business marketing is done first and after its traditional and theoretical elaboration, this content is applied and judged to 
[bookmark: _Toc137732010]3.6 Research Design
The design in the research study plays the role of the blueprint. Depending on the content structure, variables and target of the study, the designs are included. The research designs consisted of research strategies, techniques and tools for developing an authentic and implementable research study. It is helpful in addressing and managing future issues that can be raised in the middle of the research process (Sileyew, 2019). With the help of research designs, the researchers can get the ability to mitigate the identified challenges. There remain four types of implementable research designs. The Correlational, Descriptive, Experimental and Causal Comparative or Quasi-Experimental. During the continuation of the research study, the researcher followed the descriptive and correlational research design, which helped to develop a critical, comparative and practical study (Seeram, 2019). According to the designs, in descriptive studies, the population, phenomenon or situation are analysed based on a specific context and in correlational studies, multiple variables are involved and they are compared and get connected or correlated to each other. In this study, multiple variables have existed which are, the word-of-mouth strategy and social network strategy. The researcher has made a strong comparison between them based on their effective involvement in business. These are the reasons behind the utilisation of descriptive and correlational design in this study. 
[bookmark: _Toc137732011]3.7 Research Strategy
This stage in the research methodology helps to indicate the procedure of research construction. This method indicates and suggests the researcher chooses a fruitful research process that can help to get the required data or information from the sources. There are several remaining research strategies and they make differentiation among the researchers based on their construction procedure and findings (Suprapto et al., 2020). A few examples of strategies are ethnography, survey, grounded theory, action research, experiment and case study. There are the remaining three most utilised master strategies. The Qualitative strategy, Mixed method and Quantitative strategy. In qualitative research studies, the theoretical data or information are analysed. In these studies, the quality of the content is the first priority, which should be uncontroversial or neutral in its nature. In this study, the qualitative strategy has been followed. The collected theoretical data is qualitatively maintained here by focusing on the market reputation of Burberry (Daniel, 2019). In fact, any kinds of personal and confidential information of the organisation have not been mentioned in the study to maintain the noncomparative and debate-free quality of the content. 
[bookmark: _Toc137732012]3.8 Data Sources
In this step, the data or information are collected from various informative sources. Without this stage, the main activity or purpose of a research study can not be done, which is why, before conducting the study, the researcher should have an idea that which kinds of data will be preferable for the particular research (Newman and Gough, 2020). Depending on the quality, authenticity and reliability of the sources, the findings of the study are judged. There are two types of data sources. The primary data source and the secondary data source. The primary data sources are the selected respondents, samples or people mainly. Some answer sheets are given to them or some questions are asked to them, for getting individual and truly-experienced answers from them. secondary sources include reports, newspapers, articles, books, journals and currently the internet (Hawkins et al., 2020). To make the study theoretical and neutral, the secondary sources are followed by the researcher. The recently published newspapers, governmental articles, organisational reports, self-esteemed journals, 2018 to 2023-published scholar sites and currently launched internet websites are used by the researcher during the collection of information. The secondary sources helped the researcher to maintain the ethical promises in the study. 
[bookmark: _Toc137732013]3.9 Data Collection
During the collection of data, the researcher followed extreme authenticity to develop carriable and fruitful findings. That is why the researcher used those sources, which have been recently published. First of all, the primary and quantitative data have been avoided to maintain loyalty and neutrality in the study (Alzoubi et al., 2022). The secondary data, which has been collected, instead of primary data, are from authentic and advanced sites like reports, articles, newspapers, scholarly sites, journals and the internet and these all sites are updated and newly launched. Burberry is taken as the chosen case study. Typical theoretical and uncontroversial information has been collected from these sites to maintain the reputation and market position of Burberry (Ariapooran, Ahadi and Khezeli, 2022). Only that information about this company has been collected, which can help to clarify the impacts of social media marketing strategy and traditional word-of-mouth method on Burberry’s business development.  
[bookmark: _Toc137732014]3.10 Data Analysis
This stage in the research methodology is essential as well as critical because the whole judgement or hypothesis of a study is dependent on the data interpretation or analysis. There are five most significant and utilisable techniques of data analysis in qualitative research studies, Narrative analysis, Content analysis, Discourse analysis, Grounded theory analysis and Thematic analysis. In this qualitative study, the thematic technique has been used to interpret the collected secondary qualitative data (Lochmiller, 2021). The thematic analysis technique is used in studies, where a lot of variables or themes are remaining to be researched and it has mainly happened in qualitative studies. In this research study, multiple variables are existing like the effectiveness of social media marketing or social site marketing and the effectiveness of traditional marketing or word-of-mouth technique in the businesses (Sundler et al., 2019). In fact, both variables or themes have been correlated and compared in this study. Based on this requirement, qualitative data has been collected, which needs the involvement of the thematic analysation technique to be interpreted. 
[bookmark: _Toc137732015]3.11 Inclusion and Exclusion Criteria
The inclusion and exclusion criteria refer to the included and excluded elements in a research study. In this particular study, the interpretivism philosophy, deductive approach, descriptive and correlational design, qualitative strategy, secondary data and its thematic interpretation have been included (Ren et al., 2022). These methodological elements helped to maintain the uncontroversial nature of the remaining content. Also, a critical and comparative demonstration has been drafted here in the content of Burberry. These are the inclusion criteria of the study 
While the exclusion criteria are the study’s hidden parts, the researcher did not use primary sources and primary data. The primary data can affect the market reputation, brand image and global respect of Burberry (O'Donoghue et al., 2022). Also, the utilisation of primary data could reveal the privacy of the internal organisational structure and workplace condition of Burberry. It can hamper their future development. It is the main exclusion criterion of the research study. 
[bookmark: _Toc137732016]3.12 Reliability and Validity
The research study is completely reliable because, during the processing of the study, the researcher took help from the research professionals. In fact, each and every step of the research was reviewed and scrutinised multiple times. The sources, which were used in the study, all are critically tested by the seniors and professionals (Coleman, 2022). After the collection and interpretation of data, the findings are also checked multiple times. Under the approval and guidance of professionals and seniors, the research has been made. Apart from this, during this whole journey, government support was there, which helped to publish the study without any hesitancy or controversy. 
The findings of the study are valid because the interpreted data are reviewed multiple times and approved by the government and professionals. The utilised sources are recently launched and updated. In fact, without the certification and authentication, the researcher did not operate any step during the research (Salmon et al., 2022). Each and every minor thing has been maintained in the content, which has made the study harmless and carriable in future.  
[bookmark: _Toc137732017]3.13 Ethical Consideration
Before the start of the study, an oath was taken that the study will be developed only for academic or educational purposes. For any kind of business purpose or commercial conditions, the study will not perform. To maintain this ethical promise, the researcher involved the fullest transparency in the development of the study (Thunberg and Arnell, 2022). For maintaining quality, The Harvard referencing system has been followed, which is certified by CU University. With due respect, the secondary qualitative data has been interpreted here. The primary data could affect the trust of the government and the company towards the researcher because this data could reveal the internal environment, strengths, privacy and confidential stories of Burberry. It could be harmful to the market reputation and global reputation of the company, as these controversies could be beneficial for the rivals of the company (Alwahaby et al., 2022). Having the approval, guidance and permission of professionals and the government, the research has been executed and under the licensing permission and by maintaining all the legal and governmental regulations and restrictions, the advanced, valid and reliable sources have been utilised. 
[bookmark: _Toc137732018]3.14 Accessibility issues
[bookmark: _heading=h.19c6y18]During the continuation of the research study, the researcher faced many difficulties. The data collection period has taken a lot of time in its completion. Being too advanced and certified, many sites were not being accessed flexibly. The sites were commanding the researcher to show licence approval and governmental permission. Without these authenticities, the sites were not being operated comfortably, due to the matter of business controversies and confidentiality (Martínez et al., 2022). Also, during the multiple scrutinisation of the findings, the researcher faced lots of issues in mitigating the minor errors from the study to make it perfect and acceptable. 


[bookmark: _Toc137732019]Chapter 4: Findings and Discussion 
[bookmark: _Toc137732020]4.1 Introduction 
The key purpose of this chapter is to represent as well as interpret the outcomes obtained from the study conducted to assess the efficiency of social media marketing (SMM) in comparison to traditional WOM marketing, in the context of Burberry. This present chapter offers a comprehensive evaluation of the extracted information as well as provides insights related to the implications as well as the significance of the outcomes of the study. This chapter emphasises the aim and objectives of the study evaluating the relative efficiency of social networks as well as traditional WOM marketing for Burberry. In light of the changing marketing environment, where social media platforms have become significant platforms for brand promotion and customer engagement, it reinforces the importance of this research.
[bookmark: _Toc137732021]4.2 Findings 
[bookmark: _Toc137732022]4.2.1 Analysing the Role of Social Networks for effective marketing in Burberry 
In present days, technological advancement and increased use of social networks have enabled organisations to enhance the use of SMM. As opined by Mason, Narcum and Mason (2021), social media plays a crucial role in the successful marketing of most of the businesses. In the context of Burberry, it has been found that Burberry has the chance to interact with a large audience through social media platforms, increase brand recognition, strengthen client connections, and boost sales. Through the analysis of qualitative information, it has been identified that Burberry is one of the most engaging brands in social media (Kim, Kang and Lee, 2020).  Like other luxury brands, Burberry uses a wide range of social media platforms, including Facebook, YouTube, Twitter, Instagram, Pinterest and many others (Sharma et al., 2020). As identified by Irshad, Ahmad and Malik (2020), the fashion industry implements SMM more than other sectors. 
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Figure 4.2.1: Instagram Brand Reaction, by sector in 2020
(Source: Cao et al., 2021)

From the above graph, it has been identified that 'Instagram brand reaction' is highest in the case of brands belonging to the fashion sector. In the case of the fashion industry, the ‘Instagram brand reaction’ is approximately 25%, while in the case of the e-commerce sector 20% (Cao et al., 2021). This statement is supported by Kawaf and Istanbulluoglu (2019) that customers in the present day, are more likely to interact with the brand through social media platforms, rather than physical connections. In this context, the utilisation of SMP plays a vital role to engage the customers of Burberry. Burberry attempts to reach a global audience by showcasing its brand identity, products, and campaigns on social media platforms. Burberry shares visual material, such as images, videos, and stories, across a number of platforms, to provide a compelling brand experience. This aids in boosting brand recognition, reaching out to new potential clients, and spreading knowledge of Burberry's goods and core values (Dankwa, 2021). Through the analysis of information, it has been identified that Burberry makes more than 60% investment in SMM (Brooksworth, Mogaji and Bosah, 2022). As identified by Sharma et al. (2020), most of the fashion brands in present days, significantly invest in digital platforms to engage the customers.
Burberry interacts directly with its clients through social media platforms, generating a feeling of community and establishing connections with them. It has been identified that the use of digital platforms has become inevitable for Burberry, as this company interacts with clients, addresses their queries and comments from customers, and offers specialised support through social media. As identified by Lee and Choi (2019), by creating engaging content, hosting live events, and running interactive campaigns, fashion brands involve customers in the brand's narrative, enhancing their loyalty and advocacy. Burberry is not an exception. However, it has been also identified that sharing sensitive content including images and text may create a negative brand image as well as reduce sales (Hossain et al., 2019). In this context, the social media advertisement of Burberry was criticised due to 'creepy' content on the occasion of Chinese New Year, which lacks the joy of festivity (Wang et al., 2021). As argued by Le, Dobele and Robinson (2019), brands are able to draw the attention of customers by creating unique content. Similarly, in the case of digital ads of Burberry in China was able to create brand awareness among Chinese customers. 
It has been identified that to influence the targeted customers, most of the fashion brands in present days are focusing on influencer marketing. As pointed out by Jain, Mishra and Mukhopadhyay (2021), 89% of marketers consider influencer marketing ROI comparable to or better than other marketing channels. SMP enable collaborations between Burberry and famous individuals, or influencers, who command a sizable following and considerable sway among particular target markets. As pointed out by Kim, Kang and Lee (2020), fashion brands can increase brand awareness and engagement by working with appropriate influencers to gain their audiences' trust and attention. It has been identified that Burberry collaborated with football player Marcus Rashford, which resulted to the highly successful Instagram campaigning (Sharma et al., 2020). Influencers promote Burberry products, take part in campaigns, and share their own stories, producing real-world material that appeals to their audience (Irshad, Ahmad and Malik, 2020). Social media networks enable customers to create and share content, such as posts, images, and videos about their interactions with products and experiences of a specific brand. It has been identified that Burberry uses UGC (user-generated content) to encourage other people to contribute to the creation of content, so increasing brand visibility. The Burberry website, email marketing, and physical advertising are a few examples of alternative marketing channels that can be combined with social media platforms (Kawaf and Istanbulluoglu, 2019). Burberry can successfully use social media channels to build an engaging and immersive brand experience that connects with its target market and advances its overall marketing performance.
[bookmark: _Toc137732023]4.2.2 Analysing the differences between word-of-mouth marketing and social network in the case of Burberry 
In present days, most of fashion brands are mostly relying on SMM rather than traditional WOM marketing. Like all the other luxury brands across the world, Burberry also depends on SMM and invests more in these platforms to reach potential customers. As pointed out by Khandual and Pradhan (2019), the differences between WOM marketing as well as social network marketing lie in the nature of communication made with the customers by brands. Word-of-mouth advertising entails interpersonal, direct communication in which consumers discuss in both online and offline conversations while also sharing their personal experiences, viewpoints, and suggestions related to products and experiences of fashion brands, like Burberry (Wang and Lee, 2020). On the other hand, according to Dasgupta and Grover (2019), Social networks provide communication across digital platforms where individuals can publicly exchange content. Customers engage in conversations, exchange content, and express opinions in a more open and visible way on social networking sites like Facebook, Instagram, Twitter, and YouTube, in comparison to traditional marketing (Dankwa, 2021). As pointed out by Dadwal and Malik (2019), impact, as well as expansion of SMM, is better than conventional WOM marketing. Marketing by WOM typically focuses on interpersonal relationships and interactions within close social networks. It has been identified that with the use of WOM advertising, previously Burberry only reached the individuals immediately involved in the conversation (Vermeer et al., 2019). On the other side, social networks have a far wider potential for reach and amplification. With the use of digital platforms, Burberry shares brand messages, content, and customer experiences with a wider audience on social media, possibly reaching millions of users internationally. As of January 2021, there were 4.33 billion social media users worldwide, representing a significant potential audience reach (Datareportal Digital 2021). This is supported by Ayodeji and Kumar (2019), reaching a wider customer group through SMM helps fashion brands to enhance their brand awareness, sales as well as revenue. 
[bookmark: _Hlk137125060]Significant differences between WOM advertising and digital marketing have been identified in the context of the speed and velocity of reaching potential customers. As opined by Wang et al. (2021), marketing by WOM typically focuses on interpersonal relationships and interactions within close social networks. WOM advertising frequently only reaches the individuals immediately involved in the conversation. In the case of Burberry, with the use of this tactic, it was able to create limited brand awareness globally (Hanaysha, 2021). On the contrary, social networks enable rapid and instant sharing of information. Burberry's content and promotions quickly go viral, reaching a vast audience within a short period. Approximately, 4.26 billion people were actively using social media on mobile devices as of 2021, allowing for quick information exchange and possible virality (Statista, 2021).
Control, as well as management of traditional marketing, is quite difficult from social network marketing. As opined by Sulthana and Vasantha (2019), The information and messages spread through word-of-mouth marketing are not entirely under the control of most of brands. Although Burberry shapes conversations through its products and customer experiences, it is unable to directly control or monitor individual recommendations or opinions. On the other hand, Burberry has more control over the content it posts and its social media presence. The company may design and curate its social media strategy, provide branded content, and, to some extent, control user involvement and interactions (Sangwan and Sharma, 2022). As argued by Antunes (2022), user-generated content and conversations also play a significant role. It has been identified that 80% of customers are more likely to purchase products on the basis of knowledge about the brand (Hendrayati and Pamungkas, 2020). 
[bookmark: _Hlk135910574]Measuring the impact as well as the effectiveness of the marketing efforts play a crucial role, in better implementation of marketing strategies. According to Ajina (2019), as word-of-mouth marketing frequently relies on personal experience or qualitative input from individuals, quantifying its impact and efficacy is difficult. Conversely, Burberry analyses and evaluates the effectiveness of its social media efforts owing to the comprehensive analytics and measurement tools offered by social networks. This statement is supported by Ayodeji and Kumar (2019) that the efficiency of SMM initiatives can be determined by measuring and analysing metrics including reach, impressions, engagement rates, click-throughs, and conversions. In the case of Burberry, this company focuses on social media metrics to assess the effectiveness and on the basis of it, design promotional strategies. Burberry develops a comprehensive marketing strategy that blends the influence of individual suggestions and experiences with the wide audience and engagement potential of social media networks. 
[bookmark: _Toc137732024]4.2.3 Analysing the impact of social network marketing on Burberry
Consumer products marketing and sales practices have undergone a significant transformation over the past few years, largely due to technological advancements. For the very first time in the UK, online sales in November 2018 surpassed 20% of all sales (Duong and Sung, 2021). Retailers are always looking for creative and novel methods to reach out to new customers and enhance the shopping experience. As mentioned by (Liu, Shin and Burns, 2021), utilising social media to engage with consumers, endorse brands, and spread the word about items via internet marketing initiatives and online (e) word-of-mouth is a strategy that is becoming more and more common. From analysing the current study, it is identified that the well-known luxury apparel brand Burberry has been significantly impacted by social network marketing. Similarly, Berger et al. (2021) stated that Burberry has expanded its audience and raised the profile of its brand thanks to social media platforms. Utilising websites and apps like Facebook, Instagram, Twitter, and YouTube, Burberry has been allowed to promote its goods, runway events, and brand values to a worldwide audience. Their brand's visibility has increased as a result, among both current and future customers. Again, Hollebeek (2019). noted that Burberry now has an immediate point of contact open with its customers due to social media. Burberry has increased its followers' engagement by personalising and interactively interacting with them through interactive postings, videos, and live broadcasts. Similarly, by analysing the current study, it is also identified that Burberry has improved consumer loyalty and created a feeling of community by reacting to comments, questions, and other customer input. Additionally, Olteanu (2020) stated that to produce engaging and aesthetically pleasing content, Burberry has used social media networks. It is also identified that Burberry has successfully used narrative to attract and engage its audience by providing behind-the-scenes films, fashion campaigns, and collaborations. Due to this, clients now feel a stronger emotional connection to the business and its image. Again, it is also identified by analysing the current study that Burberry has benefited from the influencer marketing phenomenon by working with celebrities and social media influencers. The company have been able to access the followers on their networks and use their influence to sell Burberry items by teaming up with influencers who share the style and values of the brand (Desai and Vidyapeeth, 2019). Engaging new demographics and increasing sales have both been made possible by these agreements.
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Figure 4.2.3: Premium clothing consumers in the UK will be buzzing about the Burberry brand
(Source: Statista, 2022)
About 20% of UK consumers of luxury clothes in September 2022 had come across Burberry in news articles, social media posts, or advertisements in the previous three months. There is not much talk about Burberry throughout the UK at the beginning, since only 23% of the 88% that are familiar with the brand are aware of it, which is identified in the above graph (Statista, (2022). Consumer Insight Brand KPI survey allows us to filter by the overall internet community or consumers of a specific company or break down on very own custom target audience. Again, by analysing the current study, it is also identified that through the sharing of their memories and material about the company, Burberry's customers are now able to act as brand ambassadors. Similarly, Zhu (2023) stated that Burberry promotes user-generated content by holding campaigns and competitions that entice consumers to produce and distribute material that features Burberry goods. Customers' feeling connected to others and brand loyalty have been cultivated as a result, in addition to giving Burberry original content. As opined by Olanrewaju et al. (2020)., the majority of the research that has already been done on the use of social media and online advertising has focused on the ways that customers can benefit from digital technologies as well as how this affects the choice to make a purchase, such as through company reputation and customer happiness. Zhu (2023) noted that other research investigated the effect that technological advances had upon consumption by looking at consumer internet search behaviour, such as the most popular goods. From analysing the current study, it is identified that Burberry can target particular groups with its advertising initiatives and adverts by looking at user characteristics, tastes, and interaction trends.
In conclusion, social network marketing has proved extremely important in raising brand recognition for Burberry, engaging consumers, developing appealing material, utilising influencer partnerships, encouraging content created by users, and utilising information findings for specific advertisements.
[bookmark: _Toc137732025]4.2.4 Analysing the challenges faced by Burberry in the implementation of social media marketing
Even within the area of high-end and rapid fashion retail, the digital revolution has altered the game. The fashion industry is currently faced with the problem of updating its business strategies to counteract shifting consumer habits. Regarding this, Aiolfi and Sabbadin (2019) stated that competitors are measured by their capacity to develop multi and Omni-channel business models. After carefully examining the literature and the changes that have occurred in the fashion industry, the current section is going to analyse all challenges faced by Burberry in the implementation of SMM. As mentioned by Guercini, Ranfagni and Runfola (2020), the research highlights two fundamental strategies for channel integration that can take place both from the offline to the web and in the opposite direction. Fashion retailers like Burberry use self-service symbols, virtual changing rooms, or kiosks with internet access inside of actual stores to incorporate online services within offline channels. From analysing the current study, it is identified that like many other fashion firms, Burberry has encountered difficulties when putting social media marketing ideas into practice. Again, Mason, Narcum and Mason (2021) stated that social media gives a variety of chances to communicate with customers, promote brands, and reach new audiences, but it also has some particular challenges. Luxury and uniqueness are hallmarks of Burberry. On the other hand, Tanford, Kim and Kim (2020), claimed that Social media platforms are frequently connected to inclusion and broad accessibility. It can be difficult to strike a balance between the requirement to preserve brand reputation and connecting with a variety of customers on social media. Regarding this, Guercini, Ranfagni and Runfola (2020) stated that to make sure that it reflects the company's image and principles, Burberry has to carefully pick its advertising and material. Additionally, by analysing the current study it is identified that negative feedback, criticism, and harm to a brand's reputation are all possibilities with social media. Burberry must have a strong system in place to track customer feedback, respond to it, and make certain that possible issues or conflicts are handled quickly and effectively. In terms of this, Chen et al. (2021) stated that it takes innovative leadership and crisis communication techniques to safeguard the image of the company in the face of bad publicity from online attention.
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Figure 4.2.4: Social Media Marketing Challenges
(Source: Ahmed et al., 2022)
The above graph has been generated to analyse all the factors that play a critical role in consumers unfollowing brands on social media. From the above graph, it can be stated that 56%, 51% and 43% of social media marketers claimed that poor customer service, irrelevant content and too many ads from that brand are the most known and effective challenges that the company mainly faced. Again, 35%, 34%, 29% and also 14% of social media marketers stated that too many promotional posts, politics or social issues, ignoring posts and using influencers to sell products are also some other challenges that the company faced while implementing SMM in its business (Ahmed et al., 2022). Additionally, Olanrewaju et al. (2020). stated that there are several social media platforms accessible, each with its own target audience, functionalities, and best practices. It is quite difficult to manage several platforms at once and keep interaction and communication constant. The material must be modified by Burberry to fit each channel and its intended audience while maximising the capabilities of each site. Again, from analysing the current it can be stated that trends and customer tastes are subject to quick change in the rapid-fire world of social media. Similarly, Hollebeek (2019). noted that in the middle of the never-ending supply of content, being intriguing and pertinent can be challenging. To draw in and hold the attention of consumers, Burberry has to continually track trends, modify its approach to content, and try out new forms. As opined by Creevey, Coughlan and O'Connor (2022), SMM activities are to be difficult to evaluate in terms of ROI and efficacy. Even though indicators like participation, accessibility, and following are significant, it can be challenging to link them specifically to observable business results like sales and revenue. Similarly, it is also identified that to comprehend the effects of SMM on Burberry's bottom line, it is necessary to set clear targets, employ the proper analytical instruments, and create trustworthy attributing frameworks.
To overcome these challenges, one needs a clear SMM plan, solid brand management, engaged community members, decision-making based on data, and the capacity to change with the landscape of social media.
[bookmark: _Toc137732026]4.3 Discussion
[bookmark: _Toc137732027]4.3.1 Discussing the First Research Question
Identification of the role of social media in effective marketing is the prime purpose of the 1st study question. In this context, it has been found that SMM plays a significant role to reach potential customers. It has been also identified that Burberry extensively utilises SMP, including Facebook, Instagram, YouTube, Twitter and many other platforms to reach millions of potential customers across the world as well as interact with them. Analysis of the data indicates that Burberry uses SMM to strengthen the relationship with existing clients along with new client acquisition. In the context of fashion customers, it has been also identified that they are more likely to interact with the brands through social media. In present days, customers share their experiences, and feedback as well as solve their queries with the help of SMM. It has been also found that the role of social media is significant in case of success of Burberry as it has helped to enhance the brand recognition of Burberry by sharing information about its products as well as core values across the global customers. Analysis of the data also indicates that Burberry attempts to enhance customer loyalty, with engaging social media content as well as interactive content. However, it has been identified that Burberry faced criticism in China for its content of SMM. The implementation of influencer marketing has enabled Burberry to enhance its customer base. UGC has helped Burberry to inspire others to participate in content creation that plays a vital role to enhance brand awareness. 
4.3.1.1 Comparing with Literature
The outcomes of this research, under the 1st study question, represent that the role of social media is vital in the context of reaching a wider audience as well as promoting of products or services. This statement is supported by Hossain et al. (2019) that in present days most of businesses are focusing on digital marketing as they gain access of millions of audiences within a short time span. This study has also found that most of brands have increased their investment in digital marketing. This aligns with the study of Irshad, Ahmad and Malik (2020) that majority of investment in marketing is made in digital channels by most of the companies as it helps to increase brand awareness significantly. As argued by Lee and Choi (2019), investment in suitable digital marketing tools is important to gain success as according to the objective, capacity and nature of business, the use of social networks may vary. It has been identified that Burberry extensively uses Instagram marketing to enhance the visibility of its products and share product information. This statement is supported by Kim, Kang and Lee (2020) customers in the present days extensively access SMP to collect information about a product or service before making purchase decisions. The analysis of information indicates that interacting with clients through Facebook as well as solving customers' queries help this Burberry to make a strengthened relationship with the customers. As argued by Brooksworth, Mogaji and Bosah (2022), marketers need to address customers' comments on their social media pages on a real-time basis to gain success. Influencer marketing has been also used by Burberry to gain access to potential customers. As argued by Wang et al. (2021), criticism related to an influencer affects brand image significantly. However, SMM has helped Burberry in multiple ways to reach potential audiences and enhance brand recognition. 
4.3.1.2 Reasons for differences/similarities of the first finding 
On the basis of various research approaches discrepancies or similarities in the results can take place. The presented findings may vary depending on the methodology, sample sizes, data collection strategies, or analysis methods used in the various studies. Depending on the sector and the firm, social media may play different roles in efficient marketing. The usage of social media platforms and the success of marketing initiatives can be influenced by a variety of variables, including target audience demographics, consumer behaviour, the competitive environment, and cultural factors that may result in variations in findings. 
[bookmark: _Toc137732028]4.3.2 Discussing the Second Research Question 
Identification of the differences between WOM marketing and SMM is the main purpose of 2nd study questions. It has been identified that significant differences lie between these two modes of marketing used by Burberry, in the context of the nature of communication with the customers, reach and amplification, speed of reaching targeted demographics, control and management, measurement and analysis, longevity as well as persistence. It has been identified that customers engage in conversations, share content, and express opinions in a more open and visible manner with the help of SMM rather than WOM advertising. It has been also found that SMM has a greater impact and potential for the growth of Burberry than traditional WOM marketing. WOM limits the expansion of the customer base by focusing on interpersonal relationships and interactions within close social networks. Social networks enable rapid and instant sharing of information, in comparison to WOM. 
4.3.2 Comparing with Literature
Despite both WOM marketing and SMM are widely employed by companies to advertise their goods or services, they are fundamentally different from another. As opined by Wang
et al. (2021), personal interactions and suggestions between people, usually offline, are the foundation of word-of-mouth marketing. It entails consumers talking to their friends, relatives, co-workers, and other connections about their thoughts and interactions with a given good or service. Conversely, by analysing the current study, it is identified that SMM occurs on websites like Facebook, Twitter, Instagram, LinkedIn, and YouTube. Burberry must use these online platforms for marketing their goods or services to a large audience. Again, Hanaysha (2021) stated that the ways in which brands communicate with their customers differ between social network marketing and WOF advertising. As mentioned by Sulthana and Vasantha (2019), the benefit of rapid and simple communication replication is a feature of social media marketing. Consumers can quickly distribute a post throughout their social media profiles when they share or interact with it, potentially attracting a sizable audience in a short amount of time. Despite its power, WOM advertising may spread more slowly and with fewer people because each person has fewer personal ties. From analysing the current study, it is also identified that WOM marketing involves social, direct contact in which customers discuss items and activities of fashion businesses like Burberry offline as well as online interactions while also offering their own opinions and ideas.
4.3.2.2 Reasons for differences/similarities of the second finding 
Differences in findings can also be attributed to the availability and quality of data used in the research. The reliability and validity of the results may be impacted by differences in the data sources, data-gathering techniques, or data accuracy. With the differences in research approach, size of the firm as well as location, the results of this study can be different. 
[bookmark: _Toc137732029]4.3.3 Discussing the Third research question
The impact of SMM on businesses is the third research topic, which examines how SMM techniques affect businesses. For business for businesses of all sizes, social media has become a crucial component of marketing campaigns with the target market, increasing brand recognition, and boosting sales. From analysing the current study, as a most-knowing fashion brand, Burberry has the chance to expand the visibility of its brand and connect with more people due to various social media platforms. It is also identified that the company may enhance the brand messaging and raise awareness among prospective customers by producing interesting content and utilising social media advertising tools. By analysing, qualitative information, it is identified that direct interactions and connections with clients are made easier by various platforms of social media. However, it is also identified that by using feedback, communications, and live chat services, businesses can communicate with their audience and engage in tailored in-the-moment conversations.
4.3.3.1 Comparing with literature
Companies in a variety of industries have benefited greatly from SMM. However, some important conclusion has been stated from the research literature on the impact of SMM activities on business. As mentioned by Zhu (2023), platforms for social media give businesses the chance to connect with a large audience and improve brand recognition. Companies can increase awareness of their goods or services by participating in promotions on social media, such as developing appealing content and launching focused advertising campaigns. Again, from the analysing part, it is identified that social media has given Burberry a direct line of communication with its customers. Burberry has raised the level of interaction with its fans by personalising and actively engaging with them via interactive posts, YouTube videos, as well as live streams. Again, Olteanu (2020) stated that a higher level of consumer involvement is possible because of social media, which enables businesses to communicate with consumers directly, increasing connections and involvement. Regarding this, it can be stated that companies like Burberry can reply to client questions, offer support, and gather feedback using social media sites like Facebook, Twitter, and Instagram. Customer satisfaction and loyalty may rise as a result of this involvement. Again, Berger et al. (2021) stated that businesses may reach a wider audience and attract new clients via social media at a reasonable cost. It is identified by analysing the literature it can be stated that companies can target particular target groups and create messages that will appeal to prospective clients by utilising targeted advertising. In order to maximise the impact of their efforts, businesses can use advanced data analytics and targeting of audiences tools provided by social media platforms (Desai and Vidyapeeth, 2019). From analysing the findings part, it is also identified that with the help of campaigns and contests, Burberry encourages users to create and share content that highlights its products. As a result, along with providing Burberry with original material, customers' sense of community and loyalty to the company has been fostered.
4.3.3.2 Reasons for differences/similarities of the third finding
The results can differ or be similar depending on how SMM activities affect businesses owing to a number of factors. First of all, the demographic makeup and usage patterns of the target market can have a big impact on how successful social media marketing is. As a result of different businesses catering to various customer tastes and demographics, social media ads receive different reactions from consumers. User interaction with marketing content is influenced by variables including age, geography, passions, and online behaviour. Secondly, there can be a vast range of specialised social media marketing tactics used by businesses. The total effectiveness can be impacted by variables such as the type of content presented, language, rate, and methods for engagement.
[bookmark: _Toc137732030]4.4 Summary
According to the comparison analysis, each social network and conventional word-of-mouth marketing has particular advantages and enhances the overall efficacy of Burberry's marketing plan. It is identified that social media platforms enable a wider audience, immediate interaction and active participation, but conventional WOM marketing offers legitimacy and a human touch. Additionally, it has been found that maximising Burberry's advertising impact and influencing consumer behaviour requires a coordinated strategy that makes use of both tactics' advantages.



[bookmark: _heading=h.jccqhsa6uom1][bookmark: _Toc137732031]Chapter 5: Conclusion and Recommendations
[bookmark: _heading=h.fuzoo4uirvdw][bookmark: _Toc137732032]5.1 Conclusion 
In conclusion, this research is used to properly discuss the appropriate determination of the effectiveness of The Social Network and that's traditional marketing technique within the business organisation. This chapter is also used to elaborate on the proper recommendation and the proper conclusion after the overall discussion that has been conducted already in the above section. This chapter also properly defines the key perspective and key findings that have been gathered by the recession after the overall analysis on the topic of traditional words of marketing and social networking. Therefore, it has been identified that the additional word-of-mouth marketing technique is one of the marketing strategies of the organisation marketing technique. In this way, the social marketing network is working as an effective network for the overall production of the market organisation. Stopping these types of marketing strategies within the organisation can retain the customers of the organisation and also explore the productivity of the company. On the other hand, discussing the word of mouth marketing technique is one of the interested candidates who like the product and services of the company and also provide the proper opinion.
[bookmark: _heading=h.gjqxr9ba1rrm][bookmark: _Toc137732033]5.2 Linking with Objectives
Objective 1: To explore the role of the social network ineffective marketing.
Discussing the first objective then it has been found that this researcher attempts to properly evaluate the role of social networks in effective marketing techniques within the organisation. In this way, the disasters are trying to properly analyse all the data and information that is related to the social network in infectious marketing. In this way, this research can be capable of properly fulfilling objective number 1 which is the exploration of the role of social networks' ineffective marketing.
Objective 2: To understand the differences between word-of-mouth marketing and social networks.
On the other hand, the second objective is used to elaborate on the understanding of the difference between the word of mouth marketing and social network. In this way, the researchers are also properly trying to analyse the different perspectives of the word marketing and social network. The researcher also tries to properly upload the concept of word of mouth marketing and also explore the concept of social networks separately so that the proper difference can be evaluated effectively. In this way, the researcher can fully fill the second objective also for this research.
Objective 3: To evaluate the effect of social marketing actions.
The third objective is used to elaborate on the effect of the social marketing actions that are required for the organisation's development processes. In this way, it is found that if the proper evaluation has been conducted and also provides the proper impact then the social marketing actions can be capable of maintaining the effectiveness within the organisation development. Moreover, objective number 3 is used to elaborate on the effectiveness of the actions of social marketing that can explore the growth of the business organisation. In this way, the research properly understands the topic of the effect of social marketing activities in this research. Therefore, they can also be capable of achieving the third objective of the research.
[bookmark: _heading=h.5x4skwo9dekf][bookmark: _Toc137732034]5.3 Recommendation
There are different types of challenges issued by social media networking as well as word of. In this way to properly evaluate the problems it is required that the proper connection has been established within the departments of the organisation. Social media marketing always tries to provide that type of ability in which the company can easily communicate with multiple departments and also face different challenges. It can be capable of providing appropriate satisfaction if the social media interaction media team is used as a single manager and also illustrate the range in the lagging post. Increase the performance of the company. The covid 19 situation also provides appropriate effectiveness to the organisation by that they can be capable to explore the marketing capability. 
In that time, it has been found that if the organisation does not have appropriate training and development programmes then they cannot be capable of properly managing the HRM techniques within the organisation. In this way, it is recommended to the organisation that they should be properly focusing on the training and development programme of the human resource management system. In this way, it has been to provide a proper contribution to the social strategy and also provide the pattern according to that. The next challenge is used to properly identify the right platform so that they can easily get the appropriate requirements of the customers and also fully fill them according to the time.
Organisations try to improve the word-of-mouth advertisement within the organisation then they have to properly maintain a proper reason to share the product and service opinion with the other person. They have to properly communicate with them and also try to explore their marketing techniques so that they can easily receive some thought of value in return. The organisation also needs to properly consider the different kinds of consumers by providing different discounts and free gift exchanges. The customers are getting satisfied and get a high level of experience with the product and services of the organisation. In this way, it also provides the effectiveness of the organisation and also improves the word of mouth techniques within the organisation. 
It is one of the best ways to maintain the marketing technique within the Marketplace. On the other hand, when discussing the social network marketing technique, it has been explored that the social network marketing technique can be improved by creating a different kind of strategy which is required for each platform to maintain. On the other hand, organisations also need to be properly consistent in a manner to maintain communication with the customers of the company. They need to properly create engagement and interesting content that can be easily explored on items as well as marketing in the organisation. They also need to engage themselves to track the proper mattresses and also analyse the mattresses so that they can be capable of getting the proper result and analysis about the product and services they produce within the Marketplace.
[bookmark: _heading=h.dss09nbh50vm][bookmark: _Toc137732035]5.4 Limitations of Study 
The limitation of the research and studies used to properly explain the proper limitation that is to be recovered by the researcher at the next discussion on this topic. In this way, it has been found that a very certain gap has been found in even the literature in the absence of the particular company of Burberry. In this way, it has been analysed that the researcher can be capable of properly evaluating the different perspectives of the model of social media marketing and another technique is the word of mouth marketing. Evaluating proper data and information has been found with the use of different Tools and techniques that have been used in the Burberry. Therefore for the future perspective when the researcher is going to conduct this study again then they have to probably maintain the supporting data and also explore the information that consists about the topic. in this way has been identified that the supporting data and proper evidence is much required to understand the Different techniques and tools that have been associated with the organisation. Therefore, this type of association and the techniques can be capable of exploring the different things which elaborate the organisation and also fulfil the limitation of the research.
[bookmark: _heading=h.mgjn70umucjk][bookmark: _Toc137732036]5.5 Future Scope
Discussing the future scope of the study then it is one of the beneficial studies which provides the apprehended advantage to the startup companies and the new companies which are trial developed their business within the Marketplace. Discussing social media networking within the organisation and scope then it has a high level of scope within the increasing development within the different countries as well as a Marketplace. It also increases the proper Awareness of the brand within the market place which also loads the inbound traffic. The organisation can be capable of properly improving the search engine ranking of the organisation by that they can easily maintain the higher convention rays and also provide a high level of satisfaction to the customers. It also provides effectiveness to the organisation by that they can be easily capable of building an appropriate business which has effective marketing efforts. On the other hand, the word of mouth technique is also one of the marketing capabilities which explores the knowledge of marketing and the importance of the customers in the Marketplace. For word of mouth, it is required by the organisation that they have to produce that type of product and service which is according to the requirement and experience of the customers. This type of product and service needs to provide an effective experience to the customers so that they can be capable of sharing their experience and opinions about the product and services with the other ones. It is one of the best marketing techniques which can be cost-effective and also produce a high level of impact in the Marketplace.
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