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[bookmark: _Toc7964173]1:1 	Introduction literature Review of Social Media Marketing in the UK
Social media marketing is an aspect of digital marketing strategy, social media marketing is defined simply as text, words, pictures, videos and like created with the intention of sharing. Social media marketing enables businesses to showcase their brands, in the process raising brand awareness (Bowden, 2017). Social media marketing enables businesses to connect in many other methods and to be to relate with customers and in turn provide customer opinions for businesses. By using these processes, it can create brand and visibility for companies that utilise it properly. By using social media businesses are able to attract new visitors. in today’s world social media is a very significant tool and when companies apply it as a marketing tool social media can have impact greatly on the business (Bowden, 2017). Social media helps businesses to develop loyal community following in the online space because continues interaction with loyal customer also leads to better customer service as would be seen later in this research. There are many forms of social media and social media platforms. The most common ones are microblogs and social networks like twitter and Facebook respectively Social media marketing can be beneficial to the hospitality sector if hotels can properly utilise it (Bowden, 2017).
[bookmark: _Toc7964174]1:2	Social media marketing and its impact on the UK economy.
Before anything it is imperative to understanding the impact of social media on the general economy of the UK, there is the need to understand composition of the UK economy. The UK Economy is composed of 70 percent SMEs and 30 percent big corporations “Small and medium sized enterprises (SMEs) have driven more than 70 per cent of private sector employment growth in the UK since 2011” (Small Business.co.uk, 2017). Therefore, most businesses in the UK are SMEs there are small hotels and Inns which can be classed as small businesses too, and social media has a huge impact on how businesses may create content and information for sharing with one another. The UK economy benefits from social media because the UK government has over the years created a favourable business environment polices for digital infrastructure. The government policies are lately aimed at digitalising the UK economy by 2020. (Department for Digital Media Sport and Culture, 2017) 
[bookmark: _Toc7964175]1.3 	The patterns of social media usage in the UK 
The impact of social media on the general economy of the UK can be best understood by first identifying pattern of usage in the country. Looking at the pattern of social media prevalence in different part of the country. The percentage of businesses that reported the use of social media varied from as high as 80 percent, mostly in London. This is as a result of the fact that London has the highest concentration of SMEs and large businesses compared to other cities in the UK and the social demographic groups have better access to the internet. 
[image: UK Social Network User Penetration, by Platform, 2017 (% of population)]
Figure 1: showing social media penetration by platform (eMarketer, 2017) 
[bookmark: _Toc7964176]1:4 	Success of Social Media in other Industries & How to replicate in Hospitality
The two major platforms of social media in the world are Facebook and twitter. Social networks have become such part and parcel of everyday life amongst people it is easier to remember key events because of social networks. For example, writing on a person wall on Facebook during a special event like their birthday, traditionally before social networking sites like Facebook came to being people would send birthday cards instead (The New York Times , 2014). Same thing applies to how companies now interact with their customer online especially in respect to marking purposes. Traditional means of marketing are no longer popular for the companies that have embraced the use of social media and other forms of digital marketing. Social media contributed to the success of and even failure of political campaigns in the united states for example some studies and report suggest that the US 2008, election that brought Obama to power was purely driven by social networks (The New York Times, 2008) . The awareness raised by social media that propelled the Obama campaign can be replicated in the hospitality industry for hotels. It is on record that also contributes to a better world. A teenager today has more communication flexibility than a teenager in the 1960s and 70s. Most young people today think that life would be difficult for them with the use of social media. They think social media enhances things people feel more empowered by the use of social media seen how all around the world social media has changed things. In western democracies like the united states and United Kingdom some according to reports suggest that petitions that are set up by the government or people, which gets up to hundred thousand votes gets the government’s response called we the people your voice in our government. The Stop SOPA is an example of where the government through social media petition was forced to act on public opinion (Forbes, 2012). Social networks create a platform where people get to interact with and even hold their governments accountable.
[bookmark: _Toc7964177]1:5	How Social Media Makes life easier 
Social media networks and technology in general have has changed the way the world operates and thinks in its daily activities, the advancement of technology and the internet have made daily ordinary activities such as online-banking, and e-banking interactions such as transferring funds and paying a bill, or even watching a movie show very “easier and convenient” (Kawa, 2019) as this institutions apps can simply be downloaded on to a personal mobile device and smart phone or tablet as can be seen in the graph below.
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Table 1: showing productivity between electrification and IT (Anon., 2019)
The graph above shows labour productivity between the electrification era and IT era (1890-1940) and (1970-2012) respectively. 
 A study conducted by Nielson in 2018, suggested that Americans are “spending 6 hours per day on their mobile phones and of those 6 hours” (Nielson, 2018) about 91 percent of the time they using their phones to socialise on the mobile web as can be seen in the chart below.
[image: Daily Time Spent With Media]
This is also due to the fact that many U.S. “audiences have never had as many options to access content as they do these day” (Anon., 2018). There are many social networking site for people to use aside from Facebook and Twitter such as google+, LinkedIn, Tumblr, and many more. According to (Looy, 2016), There are social media management tools which can enable the social media users to be able to manage their profiles and upload a photo or video onto a social networking sites these can be done using a computer or mobile device (Looy, 2016). Young adults and teenager’s activities and behaviours can be influenced by using social media websites in various ways. Research suggests that the active social media users are young people and teenagers, Facebook dominates as the most used social network it also has largest percentage of users that are teenagers under the age of 18 years, “Facebook minimum age requirement for registration onto its site is the age of 13 years or over” (Sun, 2018). According to the same article by (Sun, 2018) teenager now have a variety and different options of social networks that they can choose to be more engaged in other than Facebook. The (Guardian, 2018) assert that teens are now abandoning Facebook in dramatic numbers. 
[bookmark: _Toc7964178]1:6	How teenagers are interested in different Social Networks
Newer social network site such as Twitter and Instagram teens said can be more selected about what they shared with whom, and they feel less social pressure to become friends with everyone from their schools or friends of friends from their other friends, these newer and most recent social networking sites provides some level of privacy that Facebook don’t have as (Masur, 2017) puts it “privacy protection as a certain inaccessibility of the shared content is provided by design” by Instagram which is a newer social network. These say a lot about teenagers and young adult’s choices and their decisions to change or maintain the type of social media networking sites they currently use. Teenagers and young people unlike their adult counterpart engage in using social media for a different kind of activity, their activities can be of benefit to the hospitality sector.
[bookmark: _Toc7964179]1:6:1 	How Social Media has transformed communication among millennials.
The people that fall into the demographic category which describes them as millennia’s tend to have one form of social media profile account or the other. The reason the millennials are taken into account relies on the fact that most millennials unlike the older generations are usually more tech savvy, “millennials are tech savvy digital natives born after 1980” (Pride, et al., 2017). Tech ambitious and are generally regarded as online communicators. 
The millennials communication methods tend to favour mostly micro blogging messaging, the kind offered by WhatsApp and short messaging. They prefer to communicate this way instead of the use of phone especially where the option is available, social media marketers can tap into such potential and use it for the benefit in the hospitality industry.
[bookmark: _Toc7964180]1:6:2	How social media can fully benefit the hospitality sector 
Social media successes recorded in other fields such politics can be replicated in the hospitality sector given the tendencies of millennials and young adult. (Jung, et al., 2013).  For the hospitality or hotels related fields Facebook and twitter, which is the most common type of standard communication in the world today, a lot restaurants and also hotels are clearly coming on board and attempting to adapt and incorporate this into their operations by attempting to market the business through social media outlets (Jung, et al., 2013). Therefore, the high rate of accomplishment in social media marketing effort in the hospitality industry is very essential in terms of how it has impacted the industry.
The influence social media has on society cannot be overlooked especially the biggest among them all being Facebook with the magnitude of its active user and daily user.  In the year 2015, Facebook increased the amount of active user by 15 percent to 1.5 billion (Anon., 2015). Therefore, it is important that hospitality businesses not only consider but immediately starts to use one form of social media for marketing in other to interact with customers and to create brand awareness for themselves. Many hotel companies and separate restaurants and hoteliers usually build websites for their businesses, and must begin to implement them into their operations or they might struggle to get new people to use their websites, according to (Al-Msallam & Alhaddad, 2016) “social media is an innovative tool by which hotel brands can take a proactive approach to manage brand relationships with their consumers”. As the social media is improving the hospitality industry businesses need to be ready to find out what social media network will suit their specific needs, and the type of information which they can send to their customers will provide them with the most return on investment (ROI).
If a hotel hasn’t already incorporated social media marketing with their programme within this social media wave, they are more likely to get exceeded by their competitors that have already adopted it. There are some interesting applications on Facebook such as graph search. “Facebook offers an advanced semantic search engine to locate anything within its data base by using natural English language phrases and keyword” (Hassan & Hijazi, 2018). For example, people can search for things that are of interest to them using specific key terms such as restaurants, coffee shops, shopping areas and hotel accommodations, on Facebook These applications are already existing customers can through their Facebook search for nearby hotels, around their present locations. Customers who have visited such place can leave a review so that new customers can read and have an idea of what the place looks like. The reviews can be helpful when attempting to determine potential customer interest. Consumers are more likely to be perceptive to other consumer’s views and thoughts rather than the main hotel’s description on its website some websites. Online websites that provide hotel reviews already have a strong presence with customer that provide (e-wom) or e-word of mouth. (Hassan & Hijazi, 2018) Instagram has the potential of becoming a big social media for marketing if these websites continue to improve and to grow the sector.
[bookmark: _Toc7964181]1:6:3	Hotels Using Social Media to Interact with Customers
When a hotel ignores any message that a customer posts, the hotelier or restaurant is given a reason potential customers to continue making negative comment about the hotel which can be bad for business. Some of the larger hotels and companies have vacancies where an employee can manage the social media of the company. In this instance, consumers who intend to patronise can be managed properly with good customer service using social media (Varkaris & Neuhofer, 2017). As noted above already reviews are a very important aspect in the sector therefore hotels need to do more in other to continue to attract positive review among their clients or potential clients. Hotels that already have a social media presence have to maintain their platforms their social media websites in other to give their customer the best customer service experience possible. Social media is rapidly changing communications across sectors therefore negative customers comment can be harmful for a business to improve in the online community. Any business that provides it users with constant update weather it is a business post, posting photos or videos or any event that is happening in the hotel will no doubt have the best positively minded consumers (Tajvidi & Karami, 2017). There are other ways in which businesses can seek raise customer services on social media and customer interactions online. There are social media platforms for interaction to increase possible customer retention and keep customers happy, hotels could bring on-board onsite applications features on the platform or mobile device to enable easy access onto their websites. They can also give last-minutes by posting on their website or using tweeter for businesses that already have a Twitter profile account (Tajvidi & Karami, 2017). Maintaining an active online platform can show that hotels truly care what customers have to say. It also shows that hotels take customers feedback very seriously. These interactions can determine interactions with customers can go a long way in determining the marketing performance rate of social media relating to tracking, engaging, retaining, learning and relating to customers and their needs
[bookmark: _Toc7964182]1:6:4	Criteria of Social Media Success in the Hospitality Industry
Social media marketers should seek to archive those five categories stated above to be seen and measured as been successfully using social media for marketing purposes. Social Marketers must first appeal to their clients, typically this is usually done through web-links, companies brands websites or the use of adverts as many clients have to interact with hotels social media in other to get proper responses,  (Hotel Business, 2019) found that the most successful ways to engage with their customers are to hold contest or games. “83% of millennials have booked a hotel because they have seen images from someone, they follow on social media. Not only that – 73% admit they check out a hotel’s social media feed before booking and – just as importantly – a third is unlikely to follow through on a booking if the hotel has no social media presence” (Hotel Business, 2019) the research reveals another reason why it is imperative to have social media for hotel business.

Other research found that respondents favour likes and comments on Facebook post and other respondents favour conversational messages, than those geared towards sales and marketing. Retaining or maintaining updated updating new information on social media pages is important so that clients and other customers will be knowledgeable about information’s, events, promotion and other activities or other special events that might taking place at the hotel and its premises. Social media marketers should always enable to collect data that can be valuable through their websites, which will help them with marketing purposes. (Tajvidi & Karami, 2017) Suggest that “This seem to be hardest and most unattained” concept of social media marketers but for those that are able to painstakingly adopt this process are able to gradually understand and build a followership. Finally, social media marketers have to be able to offer a personalised customer service experience on social media and let the customer relate to the hotel via hotel guest relations (Tajvidi & Karami, 2017). 
[bookmark: _Toc7964183]1:6:5	Conclusion
Social media marketing can be very beneficial to hotels in the hospitality industry. Social media networking sites such as Facebook have the largest user base, with a majority of its user being millennials and young adults. The tendencies of social networks users can be of value to the hospitality industry. Technology and social media make life easy as more and more people on-board and get social network profiles for different communication purposes. Research suggest that “83% of millennials have booked a hotel because they have seen images from someone, they follow on social media. Not only that – 73% admit they check out a hotel’s social media feed before booking and – just as importantly – a third is unlikely to follow through on a booking if the hotel has no social media presence” (Hotel Business, 2019). Therefore, millennial are huge market potentials for the hospitality industry and also form a buck of the online community that cannot be overlooked. Finally, the features that some social networking sites such graph search that Facebook provide can be immensely beneficial to the hospitality industry.  
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Below is detailed discussion on the research taken from the ‘Journal of Hospitality and Tourism technology’ as mentioned above focusing on research philosophy, ethical consideration, reliability and validity, and also reflecting on the role of theory, epistemology, ontology and axiology in shaping and interpreting research. From the Journal article, the research methodology is a qualitative research methodology as it is mostly ethnographic and participatory in nature. As (Kirk, et al., 1986) puts it that is about “a particular tradition in social science that fundamentally depends on watching people in their own territory and interacting with them in their own language, on their own terms” simply a research where the observer must know, that thing qualifies as it.
[bookmark: _Toc7964185]2:1	Research Philosophy 
What is research philosophy according to (Stokes & T., 2014) “research is a process and set of actions undertaken with the goal of undertaking and understanding something new about a given area field or discipline”. There are two main types of research philosophy positivism and interpretivism in research methods. Positivism is a “form of empiricism and empiricism is in turn one of two forms of fundamentalist philosophy” (Phillips & Burbules, 2000). The positivist approach in research seeks to determine the correlation between two event using numbers.
The research from the journal of hospitality and tourism used the interpretivist approach in its research, based on the qualitative nature of the research methodology. For example, the research “adopted to assess customers’ DMP in the hotel context and “zoom in” on the “evaluation stage” and the role social media play within that” (Varkaris & Neuhofer, 2017). By using customer data, management platform (DMP) the researcher is hoping on gathering that information with the hope using it to interpret the data. Another reason why this is an interpretivist research approach is because the researcher identified 12 individuals between the ages of 19 and 33 years. The researcher also used a non-random, purposive sampling approach, and the participant had to qualify based on specific criteria.

[bookmark: _Toc7964186]2:2	Ethics Considerations 
Based on the article the researcher has upheld proper research ethics code of conduct. Also in designing the research, the data was collected or analysed, the way security of the data was handled and data report. The questions were designed with clarity and precision, not to lead the interviewees in these cases the 19 to 33 years, olds to any form of bias or predetermined views, which is subjective to the researchers’ own perceptions. The researcher south permission from the interviewee to par take part in the research, from the article the interviewees got in on voluntary basis, which is state in the methodology, called non-random purposive sampling approach (Saunders, et al., 2009). In respect to the secondary data, the researcher got approval from the hotel in other to get access to use any copyright material or confidential data. For example, the researcher south permission to access the DMP in the hotel.  The questionnaires were produced so that there will be no breach of any important personal and confidential information from the hotel. The respondents taking part in the research have been treated with the utmost care so that if they feel the need not to take part in the research due to lack of confidence, that will be considered (Saunders, et al., 2009)
[bookmark: _GoBack]Considering that, there are different level of data sensitivity from the interviewees; the clauses of confidentiality were put in place to make sure that the data does not fall or get or get into the wrong hands after the research. For example, information categories was used rather than specific types of information, and the respondents were identified by age range instead of their actual names. The researcher ensured that the information collected on the questionnaire will be kept in a location that is safe and then gotten rid-of if necessary after the research has been completed (Kirk, et al., 1986). From the first paragraph, the method in which the purpose sampling is done has upheld research ethics for instance, the participants identity seems to be anonymous, theme is based on features such as age etc.  

[bookmark: _Toc7964187]2:3	Reliability and Validity
The researcher used a wide-ranging primary data and secondary data including setting criteria before selecting the participants and by accessing the hotel data management platform (DMP) this was done to make sure that the sample size taken from the hotel DMP actually represented the population and so findings can be reliable and valid.
Secondly, the sampling techniques and questionnaire design that was followed, was standard research practice and standards to reduce bias as noted in Table II, of the article which provides the overview of social demographic profile (Saunders, et al., 2009). If a third party is involved Only reputable third-party sources was considered secondary data collection such as the company’s own data base used in the research is reliable to ensure that the research is of integrity and more reliable.   This whole process ensured the information or data provided by the hotel data sources are authentic and reliable (Saunders, et al., 2009) states that “Primary and secondary data collection will be specific to the research question and the research aim and objectives. This reduces the risk of data and information gathering that are not relevant to the research”. The researcher restricted using the primary data and the secondary data to precise items and issues that relate to the research topic and to make sure that its contextual areas are kept intact so that the validity of the research can be ensured (Kirk, et al., 1986). The reliability and validity the secondary data is the theme for example the conceptualisation of social media has been defined in table 1 of the methodology, this is taken from a literature is clearly referenced. From Table 1 again it can be seen that another theme called ‘potential negative influence on decision-making process’ shows the works are properly referenced in the ‘evidence from literature’. From the primary data, the researcher explains how a respondent willing to participate must meet certain criteria, for instance the researcher stated in the article that the participants must have travelled, stayed in hotel and be an active user of social media. This is an attempt by the research to make sure the primary data is as original as possible in other to make sure that the result is as valid and reliable as possible.






[bookmark: _Toc7964188]2:4	Epistemology 
Epistemology is the study of the nature of knowledge, justification, and the rationality of belief and how such belief relates to the concept of truth, belief and justification (Anon., 2009) simply puts “Epistemology concerns itself with ways of knowing and how we know”. An example of a philosophical context of epistemology is what knowledge really is, how true and how the researcher believes in it.  From the article, epistemology can be drawn from the results and findings from the methodology and conclusion of the research.
Which is firstly that “hotel consumer tend to use a wide range of social media to share their travel experience and engage with other people from other destinations who buy travel related products and online services” (Anon., 2009). This fits into the epistemological context secondly because the researcher has used evidence to demonstrate how true the above statement is with finding being consistent with the studies on the subject. For instance, from the results the 4.1 in the article “Hotel consumer decision journey through social media” (Anon., 2009), the researcher finds that having used qualitative analysis the thematic analysis “reveals several themes that explain the influences of social media on the consumers” hotel DMP>. And thirdly these result are rational they are verified primarily by rational reasons.


[bookmark: _Toc7964189]2:5	Axiology 
Axiology’s philosophy is the questions about value and benefit, value and grade. Other axiological related are about what value might result from the research being conducted and whether or not the researcher’s personal values have shaped the outcome of the research (Saunders, et al., 2009).. Another axiological question which in more related to this research deals with the question of whether this research was done to actually understand the role of social media in the hospitality industry or whether this research was done to improve society in other words to change the world for the better. The research was conducted to the add value to the industry. From the results 4.2 in the article “Hotel information search then and now” (Anon., 2009) it is stated that if properly utilised social media networks will have positive impact on customers. And that today Instagram has been largely overlooked but it important to note the “the influence of this channel on customer engagement” (Anon., 2009) this is a typical axiological value from this research attempt to add value in the hospitality industry, by highlighting the need for hoteliers to incorporate Instagram in their social media marketing operations 


[bookmark: _Toc7964190]2:6	Ontology 
Is the philosophical study of being, “the study of what is, of the kinds and structures of objects, properties events, processes and relations in every area of reality (metaphysics)” (Arp, et al., 2015). The philosophical context of ontology helps researchers to build theories or to build models that can be used to better understand the status of the world from the results 4.3 in the same article “Advantages and Disadvantages of Hotel information search through social media” (Anon., 2009). The ontological philosophy in this research in ontological materialism. Ontological materialism is the believe that reality exist regardless of human observation. The findings in the research suggest that social media helps users to gather information about the products or services of the hotel and in the process are able to save time by making a much easier decision. The ontological philosophical context in these arguments is that products and services from businesses exist regardless of the researcher-taking note. Although the other type of ontological philosophy is ontological idealism this research focuses more on the materialism part of ontology. 







[bookmark: _Toc7964191]2.7	Conclusions
In conclusion, Social media marketing is important for small and medium scale enterprises. There are patterns of social media marketing which hotel in the UK, can utilise when adopting the use of social media for marketing purposes in their businesses. Social media have proven to be effective in other industries and can be replicated in the hospitality industry. In today’s world most people cannot do without social media, research has seen the social media makes life easy in many aspects. Millennia’s and teens are very much interested in social media especially the newer once and that can be beneficial for the hospitality industry. Finally, it is important for social media marketers to archive full potential of social media marketing and be able to measure the successes contributed to businesses.
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