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Evaluating the role of social media marketing for the success of business organizations in United Kingdom
1. [bookmark: _Toc130900496]Introduction
Dynamic nature of the business environment is one of the basic reasons why marketing has become essential component of the practices of business organizations (Balio & Casais, 2021). The basic purpose of the marketing is to develop awareness about the brand, products and services of the business organizations to have positive influence on the buying behavior of customers (Hajli, 2014). Traditional marketing channels were based on above the line marketing and below the line marketing. Small and medium enterprises with limited financial resources focused more on below the line marketing because of the high associated cost of digital above the line marketing channels (Bartolini, et al., 2019). Social media marketing changed the traditional marketing channels as it provided not only targeted marketing practices but helped business organizations to formulate marketing budget according to available financial resources (Brink, 2017). The basic focus of the research is to evaluate the role of the social media marketing for the success of business organizations in United Kingdom as social media has become one of the preferred marketing channels for business organizations. 
[bookmark: _Toc130900497]1.1 Background of the Research
Start of the 21st century provided wide range of technological interfaces for the business organizations to rely on. Advancement of the technology was the basic reason that driven Ecommerce practices to engage customers with efficiency and effectiveness (Hajli, 2014). Social media became one of the relevant marketing channels for business organizations because of the easy access of potential and existing customers to the social media platform based on the concepts of social networking and social web (Parsons & Lepkowska-white, 2018). Targeted marketing along with two-way communication became essential element of marketing that changed traditional marketing practices for business organizations (Leung, et al., 2012). 
[bookmark: _Toc130900498]1.2 Significance of the Topic
Current topic is significant not only for academic purpose but to add value to current literature while having relevant information sources to analyze. Social media is new marketing channel as compared to traditional marketing channels so current topic is effective in providing a good comparison of traditional and social media marketing practices for business organizations to choose the more effective marketing channel. Critical evaluation of the secondary sources is the main focus of the research to highlight the effectiveness of social media marketing and value-added elements of the social media marketing practices. 
[bookmark: _Toc130900499]1.3 Purpose of the Research
The basic purpose of the research is to understand the basic differences between traditional and social media marketing platforms along with evaluating why social media is more effective marketing channel specifically for business organizations. 
The basic research question is:
How social media marketing is more effective marketing channel to add value to the success of the marketing practices of business organizations in UK?
[bookmark: _Toc130900500]1.4 Aim and Objectives
The basic aim of the research is to evaluate the role of social media marketing for the success of business organizations in United Kingdom. 
Related aim and objectives are:
· The outline the basic differences of traditional and social media marketing 
· To determine the value added by social media marketing practices to business organizations
· To determine the role of social media for business organizations in influencing the buying behavior of customers 








2. [bookmark: _Toc130900501]Literature Review
The basic focus of the critical review of literature is to have a good idea of the findings of researchers and scholars on the research topic in hand. Critical review of literature is important to learn about the relevant key terms, theories and models. 
[bookmark: _Toc130900502]2.1 Difference between Traditional and Social Media Marketing
Social media marketing has changed the traditional marketing practices as the basic focus of the traditional marketing was on having broadcast media for the above the line marketing channels along effective below the line marketing channels based on referrals, email marketing and face to face interaction (Balio & Casais, 2021). Social media marketing has changed the traditional marketing practices as targeted marketing became the relevant practice well addressed by social media marketing channels (Brodie, et al., 2015). Two-way communication and effective feedback system became relevant practices to add value to traditional marketing practices (Vinerean, et al., 2013). Better management of the marketing budget using targeted marketing practices became relevant that has changed the focus of business organizations from high cost above the line marketing channels (Siddiqui & Singh, 2016). Traditional marketing platforms such as TV, radio and newspaper are more effective to use as a tool to target wider segments based on the broadcasting marketing practices so allocated budget for such practices is also high (Balio & Casais, 2021).
[bookmark: _Toc130900503]2.2 Two-way Communication and Marketing Practices
Social media has added value to the traditional marketing practices as it has not only driven targeted marketing practices but also used two-way communication to keep the potential and existing customers engaged for long run. Buying is not one time process so social media has helped in driving two-way communication process to keep the customers engaged (Patino, et al., 2012). It shows how customer relationship management process is well addressed by social media marketing as compared to broadcasting mediums based on above the line traditional marketing channels (Parsons & Lepkowska-white, 2018). 
[bookmark: _Toc130900504]2.3 Technology Acceptance Model
Technology acceptance model is the information system that is well focused on the acceptance of technological change and its use by the users. Providing target audience with the user-friendly technological interfaces such as sponsored and targeted advertisement on the social media channels has helped the target audience learn the effectiveness of targeted marketing practices and its impact on their buying behavior (Brodie, et al., 2015). The model gives a good idea how behavioral intention is influenced by attitude for the use of technology. Model not only explains the use of social media marketing for the business organizations but also address its impact on the buying behavior of potential customers (Buttle & Maklan, 2015). 
[bookmark: _Toc130900505]2.4 Summary
Evaluation of the key terms has helped in providing a good idea about the basic concept of social media marketing and its difference from traditional marketing practices. Value added by social media marketing is another important focus of the critical review of literature. 
[bookmark: _Toc130900506]Research Methods and Methodology
Research methodology plays important role in providing the required guideline for the researcher to conduct any research process within specific parameters. There are different phases of any research process and research methodology shed light on each phase in systematic way. 
[bookmark: _Toc130900507]Research Philosophy
Research philosophy is the belief about the way data about a particular phenomenon should be gathered, analyzed and use. There are different types of research philosophy and it is important to have better idea of the research philosophy more relevant to research topic in hand. Positivism is one of the relevant philosophies that is based on the study of social world using a scientific approach (Abutabenjeh & Jaradat, 2018). Positivism is objective in nature and the focus is on quantitative data to be analyzed based on the relevant data collection method. Other relevant research philosophy is interpretivism research philosophy as it is more subjective in nature. It is more focused to understand and interpret social meanings of the research topic in hand. Positivism is the relevant philosophy for current research in hand (Kothari, 2004).
[bookmark: _Toc130900508]Research Paradigm
The research paradigm is the method or model that adds value to the process of conducting research. It is based on the set of ideas, beliefs and understandings related to theories and practices. Mostly of paradigms are driven from either positivism or interpretivism research philosophies (Abutabenjeh & Jaradat, 2018).
[bookmark: _Toc130900509]Research Approach
Research can be inductive or deductive in nature. Inductive is more relevant approach if less or no relevant information is available about the research topic in hand so generating new theories becomes relevant approach. Deductive is based on testing existing theories and models. Current research is deductive in nature as social media marketing is not a new concept but required effective evaluation to learn its effectiveness (Kothari, 2004). 
[bookmark: _Toc130900510]Research Strategy
Research strategy is important component of the research methodology as it provides a better idea of the overall plan for conducting any research. Planning, execution and monitoring of the research process is the main focus of the current research study. 
[bookmark: _Toc130900511]Data Collection Method and Sampling
Data can be qualitative or quantitative in nature. For qualitative data, the main focus is on using interview or observation as the relevant methods. For quantitative data, survey is the relevant approach to have data gathered from selected sample population using the structured questionnaire. The main focus of current research is on survey technique. Sample to select using random sampling technique from customers visiting supermarkets, restaurants or other related business organizations within UK. Having easy access to the target customers is the main focus of the research. 
[bookmark: _Toc130900512]Data Analysis Method
There are different ways to analyze the quantitative data such as using SPSS or MS Excel. Focus of current research is on MS Excel to store and analyze data to present it using graphs. 
[bookmark: _Toc130900513]Ethical Consideration
Providing the target sample population with information sheet and consent form along with structured questionnaire is the main focus of research to manage the ethical consideration. It also highlights the right of withdraw for the sample population (Bello, 2010). It is important to kept research anonymous so no use of the personal names is intended to focus on in data collection process.  
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