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Abstract
Digital media marketing is becoming one of the most popular trends as it helps to gain the attention of a large number of customers worldwide. This dissertation is about the social media impact on the Yes Friend Company and how this affects the consumers' purchasing behavior. Yes, Friends Company is a clothing brand that is immensely known in the UK. The literature review part has discussed the various sides of social media which shows that many risks are included in social media and consumers are mostly affected by that. Many companies promote the wrong products on social media and users of social media are facing many fraud cases during purchasing. In this study, interpretivism research philosophy, inductive approach, qualitative design, and secondary data collection have been followed by the researcher to improve the quality of the study. Social media marketing (SMM), email marketing, and other modern marketing strategies are followed by SMEs in the UK market. 
Computers and the Internet are two crucial aspects of the contemporary world. Computers and the Internet have influenced all sectors and parts of the world, and business is no exception. Business, perhaps, is a field that has been significantly affected by the increased use of computers and the emergence of the Internet. Social media is a phenomenon today that is helping to shape the fortunes of the company. Social media has multiple positive impacts on businesses that are positive. They promote phenomena like customer engagement, brand recognition, and so on. Social media today is taking the market by storm as more businesses opt for it. Social media videos and online streams are prominent features of the Internet that have recently influenced businesses. Social media videos and online streams are the features of the Internet that are helping businesses to engage more and more customers; they are assisting companies to draw more and more customers to them. 


Table of Contents
CHAPTER 1: INTRODUCTION	6
1.1 Introduction	6
1.2 Research Problem	7
1.3 Research Context	9
1.4 Research Aims and Objectives	10
1.5 Significance of the study	11
1.6 Expected Outcome	11
1.7 Structural presentation	11
1.8 Summary	12
1.9: Project milestone	12
CHAPTER 2: LITERATURE REVIEW	14
2.1 Introduction	14
2.2 A brief idea about digital marketing using the social media platform	14
2.3 Impact of social media videos and online streams on small brands	16
2.4 Support provided by social media and streaming to maintain relations with customers	17
2.5 Evaluation of risks related to social media marketing	19
2.6 Importance of using social media and streaming to escalate consumer retention	20
2.7 Theoretical underpinning	21
2.7.1 Customer-led positioning theory	21
2.7.2 TAM theory	22
2.8 Conceptual Schema	23
2.9 Literature gap	23
2.10 Summary	24
CHAPTER 3: METHODOLOGY	25
3.1 Introduction	25
3.2 Research philosophy	25
3.3 Research method	26
3.4 Research approach	28
3.5 Data Collection Procedure	29
3.6 Data Analysis Techniquee	31
3.7 Validity & Reliability	31
3.8 Ethical Consideration	32
3.9 Summary	32
CHAPTER 4: RESEARCH FINDINGS AND DISCUSSION	33
4.1 Introduction	33
4.2 Secondary Qualitative Analysiss	33
Theme 1: Positive and negative implications of social media to build relations with customers: A case study of Yes Friends in the UK	33
Theme 2: Impact of social media marketing on the consumer purchasing behavior of Yes Friends	34
Theme 3: An analytical study on the impact of online video streaming to enlarge the consumer base of Yes Friends	35
Theme 4: The relationship between online marketing and the growth of sustainable fashion products of Yes Friends in the market	37
Theme 5: Evaluation of risks related to social media marketing in the global market: Case study of Yes Friends in the UK market	39
Theme 6: Innovative strategies in online streaming and social media marketing: a case study of Yes Friends	40
Theme 7: The role of online streaming in building consumer trust and engagement in sustainable fashion trends in Yes Friends small-scaled Fashion brands	41
Theme 8: Social media and online streams: the future of digital marketing on SMEs like Yes Friend's performance and growth	42
Theme 9: The Rise of Social Media Influencer Marketing on Lifestyle Branding: a case study of sustainable fashion Brands Yes Friends	43
4.3 Discussion	44
4.4 Summary	46
CHAPTER 5: CONCLUSION AND RECOMMENDATIONS	47
5.1 Conclusion	47
5.2 Linking with Objectivess	48
5.3 Recommendations	49
5.4 Future scope	50
5.5 Limitation of study	50
REFERENCE LIST	51





List of Figures
Figure 1.2.1: Social network penetration throughout the globe	9
Figure 1.2.2: Total number of social media users in the global market	10
Figure 1.9: Structural presentation of the specific study	13
Figure 1.11: Gantt chart	14
Figure 2.8: Conceptual framework of the study	24
Figure 3.2: Types of research philosophies	27
Figure 3.3 Types of Qualitative Research Methodss	28
Figure 3.4: Differentiation of research approaches	29
Figure 3.5: Types of data collection processes	31




[bookmark: _Toc145074790][bookmark: _Toc145929285]CHAPTER 1: INTRODUCTION
[bookmark: _Toc145074791][bookmark: _Toc145929286]1.1 Introduction
Innovative and creative strategies play a significant role in helping small brands connect with small brands globally. SMM and online streams are the best way to interact with customers and maintain a strong customer base. Yes, Friends is a UK-based small sustainable clothing brand that can provide eco-friendly and sustainable products. The study mainly focuses on the maintenance of effective SMM by which Yes Friends can maintain a strong customer base in the UK market. The company is based in the Apparel and Accessories Retail industry in the global market and this company has less than twenty-five employees in the workplace (Zoominfo, 2023). The revenue of the company is less than $5M in the UK market and this revenue will be enhanced through the effective usage of SMM. The company provides sustainable and better-quality clothes for male and female personnel in the UK market. The mission of the company is to enhance its business operation throughout the globe and improve serviceability significantly. 
In recent times, social media platforms are used by every individual to be one step ahead of others. Marketing strategy is one of the best mediums to attract and interact with customers successfully. A pioneering bonus scheme is provided by Yes Friends for garment workers during working hours. As a result, a firm can enhance retention and reduce employee turnover rate successfully in the UK market. Excellent wages are ensured by the company management team to the employees. Premium quality and sustainable clothes and fabrics are used by Yes Friends in the workplace to improve its sustainability and CSR activities. Sustainable and ethical T-shirts are furnished by Yes Friends to its customers and these T-shirts are made from 100% fair-trade and organic cotton in a solar-powered factory (Yes Friends, 2023). An additional bonus is provided by the company management team to their workers as a result, the employees are motivated and inspired significantly. 
The company runs on solar energy during production time to reduce the emission of CO2 and other harmful gases from the workplace. Organic cotton is used by Yes Friends in the workplace to reduce the emissions of harmful gases from the workplace and approximately 46% of CO2 and harmful gas emissions are developed through the usage of organic cotton (Yes Friends, 2023). The company is capable enough to improve its business activity successfully. The marketing communication process is developed through SMM. Yes, Friend is a Bristol-based company in the UK market and the mission of the company is to make ethical clothing affordable (Yes Friends, 2023). A handful of fair-trade and organic items such as hoodies, jackets, underwear, jeans, and the flagship product the Yes Friends Organic T-Shirt. 
Sustainable fashion is extremely expensive for every customer in the global market. More than £70 is needed for sustainable fashion. As a result, every customer is not capable enough to grab sustainable clothes from the market. Hence Yes Friends can provide environmental-friendly and slavery-free clothing within £7.99 in the UK market (Yes Friends, 2023). Social networking helps the company to produce eco-friendly, and sustainable clothes in the workplace. The fashion industry is transformed with the help of sustainable clothing. The biggest barrier for consumers is the cost of sustainable fashion in the specific market. Pocket-friendly sustainable products are made by Yes Friends throughout the globe at low prices. Every customer can purchase these products from the market and online streams and social media videos are another best way to interact with customers successfully.   
[bookmark: _Toc145074792][bookmark: _Toc145929287]1.2 Research Problem
Social media videos are beneficial for the company to connect with consumers successfully. In recent times, everyone has used social media platforms daily to be up-to-date successfully. Social network penetration is developed through the application of business activities successfully. Different types of SMM strategies are used by the Yes Friends management team to provide several offers, discounts, and rewards to customers in the UK market. The social media penetration value increases every year in the global market. Approximately 56.5% of respondents are engaged in social media penetration worldwide within the year 2021 ( Dixon, 2023). The value increased every year throughout the globe and the value was more than 60% in the year 2022. In recent times, 63.76% of respondents are gained by the company management team with the help of social media penetration. After using social media platforms in the workplace, the company can easily improve its position and performance significantly. Yes, Friends should use social network penetration throughout the globe to earn high profits from the market. 
[image: ]
[bookmark: _Toc144370949][bookmark: _Toc145074891][bookmark: _Toc145437798]Figure 1.2.1: Social network penetration throughout the globe
(Source: Jo Dixon, 2023)
Social media users increase daily in the global market which is valuable for the company to interact with customers in the UK market. Yes, Friends can provide various kinds of offers, discounts, and advertisements on social media platforms to attract more customers in the global market. In the year 2020, the number of social media users was 3.9 billion in the global market and this value increased to 4.26 billion by the year 2021 ( Dixon, 2023). It is valuable for the company to provide the best quality of products at lower prices in the global market. Yes Friends is known to everyone as a sustainable certified company in the UK market which is essential for the company to attract more customers to the company. The company is capable enough to develop its leadership quality among all employees. Different types of skills are developed the garment workers after using social media. Smarter and easier work processes are known to everyone with the usage of digital marketing strategies.
[image: ]
[bookmark: _Toc144370950][bookmark: _Toc145074892][bookmark: _Toc145437799]Figure 1.2.2: Total number of social media users in the global market
(Source: Jo Dixon, 2023)
Environmental sustainability is maintained properly by Yes Friends in the UK market by which the company can maintain its position significantly. This is beneficial for the business activity to develop its marketing strategies. Yes friend the company used digital marketing to attract their consumer through social media (Yes Friends, 2023).  The company is creating differences among the other competitors after including digital marketing in their business. The company also creates content on social media based on the new trends where they reach more consumers within a short time.  In social media yes friends create content based on their product this not only attracts the consumer also their cost comes down a lot in the marketing department. Customer relationship management (CRM) is also maintained by the management team of Yes Friends in the global market to connect with their customers. Yes, Friends use social media to connect with their consumer to get direct reviews from the consumer about their product (Yes Friends, 2023). Considering those reviews, Yes Friends changed their strategy and continued their work based on these reviews. This is valuable for the business activity to maintain CSR activities and sustainability in the UK market. 
[bookmark: _Toc145074793][bookmark: _Toc145929288]1.3 Research Context
The researcher may not be able to provide scientifically sound findings in this study due to a lack of budget. An individual is not capable enough to gather more information about the subject matter due to fewer time limits. As a result, the quality of the study is disturbed for the lack of time and money in this study. The researcher needs more time to complete the study authentically and an individual can provide relevant and valid ideas for this particular subject matter. The scholar is not capable enough to use SPSS analysis in this research and cannot be able to interpret numeric data successively.   
[bookmark: _Toc145074795][bookmark: _Toc145929289]1.4 Research Aims and Objectives
Research aim: 
The main aim of this research is to evaluate the different aspects of social media and how this helps small brands connect the customers. Considering the aim particular objectives are,
Research objective:
· To elaborate on the effects of social media and online streams on the consumer purchasing behavior of Yes Friends
· To examine the relationship between  online marketing and the growth of small brands in the market 
· To identify the impact of social media marketing on the competitiveness of Yes Friends in the market
· To evaluate the risks related to the social media marketing of Yes Friends in the global market
· [bookmark: _Toc144370922]To elaborate the strategies for mitigating social media marketing issues of Yes Friends successfully
Research questions
Considering the aim and objective of this paper, the research question can be identified as a: 
· How do social media and online streams affect the consumer purchasing behaviour of Yes Friends?
· What is the relationship between online marketing and the growth of small brands?
· What are the factors of social media marketing that impact the competitiveness of Yes Friends?
· What are the risks related to the social media marketing of Yes Friends in the global market?
· What are the strategies for mitigating social media marketing issues of Yes Friends successfully?  
[bookmark: _Toc145074797][bookmark: _Toc145929290]1.5 Significance of the study
The study explores the importance of social media videos and online streams for small brands to develop their marketing strategies and performance successfully. Innovative and creative working strategies are helpful for the company to develop its competitive advantages. Digital marketing is an essential factor for business activity that highly impacts the profitability of companies. Yes, Friends is one of the best sustainable and ethical clothes suppliers and the company will be one step ahead of its competitors globally with the help of its SMM strategy. The elaboration of social media videos and online streams is beneficial for the business activity to achieve its goals and activities successively. Social media and streaming play an essential role in maintaining relations with customers and it is valuable for the study to understand the importance of SMM in an organized manner.     
[bookmark: _Toc145074798][bookmark: _Toc145929291]1.6 Expected Outcome
Yes, Friends has its superior association with different social media platforms such as Facebook, Twitter, Instagram, and others. The study has been focusing on elaborating support of social media video and online streaming in relation among a small-scale brand and consumers. A large number of potential consumers access social platforms and avail themselves product or service-oriented information from different social media platforms. It is expected that the study will bring forth a result that social media video and online streaming have a huge impact on the relationship of consumers and a small-scale brand in a competitive atmosphere.
[bookmark: _Toc145074799][bookmark: _Toc145929292]1.7 Structural presentation
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[bookmark: _Toc144370951][bookmark: _Toc145074893][bookmark: _Toc145437800]Figure 1.7: Structural presentation of the specific study
(Source: Self-developed)
[bookmark: _Toc145074800][bookmark: _Toc145929293]1.8 Summary
SMM and online streams are effective ways to interact with different consumers in different SMEs in the global market. Digital platforms are an essential mediums to interact and communicate with customers successfully and Yes Friends can easily gather proper reviews about the quality and quantity of products in the market. The challenges related to the usage of SMM and relevant strategies for these issues are mentioned in this chapter. The problem of the study is also discussed elaborately in this particular chapter. The introduction chapter is valuable for the entire research to understand the research context.    
[bookmark: _Toc145074801][bookmark: _Toc145929294]1.9: Project milestone
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[bookmark: _Toc145074894][bookmark: _Toc145437801]Figure 1.9: Gantt chart
(Source: Self-developed)
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[bookmark: _Toc144370926][bookmark: _Toc145074803][bookmark: _Toc145929296]2.1 Introduction
A piece of academic writing which is beneficial to demonstrate knowledge and understanding of the academic literature on a specific topic is known as a literature review. The critical evaluation of the topic is included in this chapter by which the researcher can easily gain existing ideas and knowledge. An overview of the previously published works on a topic is gained by this chapter. Social media videos are valuable for small brands to interact with customers, employees, and other stakeholders successfully. The mission of the company is to expand its business activity in different countries and social media platform is an essential way to reach target customers. A strong customer base is developed through the application of online streams and social media. The importance of social media videos and online streams on small brands and the evaluation of risks related to innovative digital marketing are discussed elaborately in this chapter. 
[bookmark: _Toc144370927][bookmark: _Toc145074804][bookmark: _Toc145929297]2.2 A brief idea about digital marketing using the social media platform
The component of marketing is referred to as digital marketing, which can use online-based digital technologies and the internet daily. According to the perspectives of Hysa et al. (2021), business operations get an opportunity to promote their services and products through the application of digital marketing using social media platforms. There are five elements of SMM such as content marketing, lead nurturing, social media marketing, organic search, and mobile considerations. Different types of promotional messaging reach potential customers through digital marketing. The marketing strategy helps the business activity to grow business activity consistently in the market. As mentioned by Herawati et al. (2022), digital marketing strategies work for B2B (business-to-business) and B2C (business-to-consumer) companies globally. A longer decision-making process is developed by B2B companies and also has longer sales funnels. Relationship-building strategies are valuable for B2C customers to respond in a better way. 
Social media advertisement is also part of digital marketing where companies promote their product. Email marketing. As mentioned by Sayeed (2023), mobile marketing and video marketing are also included in digital marketing. Digital marketing is about reaching the audience through the internet and engaging more consumers. Digital marketing helps the company to reach more customers with minimum costs in the global market. Digital marketing is a suitable one for the company to improve its position globally. It is valuable for the company management team to be sustainable and competitive in its way to earn more profits. The company management team is capable enough to maintain different types of marketing strategies in the global market. The best marketing strategy of the company is B2C globally to improve customer relationships successfully.    
Evidence and logic-based transactions are developed by B2B digital marketers globally. On the other hand, B2C marketing content is based on emotional functioning, which is valuable for the customers to improve their purchasing behavior of customers successfully. In the viewpoint of Cartwright et al. (2021), a B2B business needs more than one person in the workplace and one-on-one connections with a brand are maintained properly by B2C marketing strategies in the market. A digital marketing strategy always needs to target online marketing campaigns with B2C marketing content. There are different types of digital marketing such as email marketing, social media marketing, content marketing, SEO, influencer marketing, affiliate marketing, marketing automation and mobile marketing, As mentioned by Manzoor et al.(2020), brand awareness and traffic of the business activity are developed by SMM in the global market. Every business activity mainly focuses on organizational culture, services, products, brands, and more. In recent times, everyone uses social media platforms daily and business activity should focus on SMM to maintain a strong customer base successfully.
Digital marketing is the best way to interact and connect with customers and other stakeholders successfully. Digital marketing processes are available in different types such as social media, and online marketing. Both processes are used by SMEs in the UK market to develop relationships with B2C (business-to-consumer) and B2B (business-to-business) companies. SMM helps SMEs to improve their brand value and market value in the UK market. These SMEs faced various challenges in using social media platforms in their daily activities. Hacking, fraud cases, and fake reviews-related issues are faced by SMEs in the UK market after using different types of digital platforms.
The most popular social media marketing are LinkedIn, Twitter, YouTube, Instagram, Facebook, and others. From the viewpoint of Arriagada and Ibáñez (2020), innovative and creative digital strategies depend upon the goals and audience of business activity. In case a business activity wants to find new leads from the market, LinkedIn is the best way to attract more customers. This is beneficial for the business activity to be one step ahead of its competitors globally. On the other hand, running social media ads on Instagram is the best way to run B2C marketing strategies that mainly focus on the younger consumers in the market. As mentioned by Vieira et al. (2019), active audience participation is needed for business activity to maintain SMM. It is the best way to gather the attention of customers by which the business activity can easily develop its position and performance in the market. In recent times, B2B content marketers always tried to use SMM daily. 
Digital marketing can offer built-in engagement metrics, which are essential to reach the target audience. The vision of the company is to improve its productivity and rate of profit. From the viewpoint of Adeola et al. (2020), SMM helps the industry to develop competitive advantages successfully. Small business activity gets an opportunity to enhance brand awareness and brand value. The company always tries to force the envelope with multichannel marketing mediums. The goals, objectives, and mission of the company are enhanced through the application of SMM in the global market. As mentioned by Borah et al. (2020), the sales rate of business activity is developed by the usage of digital marketing with social media platforms. The business activity can create a strong customer base significantly through the usage of social media platforms. Various kinds of offers, discounts, and opportunities are provided by this particular platform. As a result, more customers can easily know about offers and discounts of the business activity. Ideal customers are gained through business activity with the help of online marketing globally.
The business activity can reach a broad geographic reach in the global market to improve its business performance successfully. Yes, Friends can grow its reach market and connect with a larger audience across different digital channels. In the viewpoint of Olson et al. (2021), digital marketing strategies are effectively cost-effective than traditional marketing strategies globally. The overhead costs for television ads, newspaper ads, and other traditional marketing strategies are effectively high. The industry is not capable enough to maintain its target audience significantly. The business activity can communicate with its customers, and also consumers interact with the company management team successfully. As mentioned by Lee and Cho (2020), the overall business growth is improved through the application of digital marketing strategy globally. The suitable way to expand a business activity is known to the business operation with the help of SMM in the market.     
[bookmark: _Toc144370928][bookmark: _Toc145074805][bookmark: _Toc145929298]2.3 Impact of social media videos and online streams on small brands
Social media videos are valuable for small brands in the global market to enhance their profitability successfully. In the viewpoint of Woodcock and Johnson (2021), social media offers multiple ways for marketers to reach the target audience in the global market. It allows people to interact with others and this is valuable for business activity to improve its performance and position. Customer serviceability is developed through the application of social media platforms. SMM is a significant segment of an omnichannel support strategy. Business problems and issues are easily mitigated with the help of consumer tags and direct message brands. Social media videos and online streams play an essential role to impact on consumer satisfaction. This is beneficial for the business activity to improve loyalty and retention of customers in the global market. As mentioned by Cunningham and Craig (2019), the business activity gets an opportunity to implement a seamless support strategy that can increase the lifetime value of existing customers and drive revenue growth in a successive manner. The business operation can develop its business growth significantly through the SMM.
The managers of the company have a duty to provide better customer care services and facilities to the customers for maintaining a strong customer base in the global market. As a result, a better experience is gained by the customers in the market with the application of SMM on a daily basis. According to the perspectives of Appel et al. (2020), online videos, blogs, and other online streams play a significant role to improve business value and market value in a successive manner. It is essential for the business operation to gain high competitive advantages in the global market. As mentioned by Hesmondhalgh (2019), the customer-facing teams are capable enough to maintain social channels in a single stream. The customer support team gets an opportunity to be on the top of multiple social media platforms globally.
There are five elements of SMM such as: lead nurturing, content marketing, mobile considerations, and mobile considerations. These elements should be followed by all SMEs in the global market to mitigate all issues related to SMM. It is valuable for different SMEs to earn high profits from the market. Social media and online streams are valuable for SMEs in the global market to develop their brand equity and brand value successfully.   
[bookmark: _Toc144370929][bookmark: _Toc145074806][bookmark: _Toc145929299]2.4 Support provided by social media and streaming to maintain relations with customers
Social media is the platform where many companies are visible to promote their brands to attract their potential customers. In recent times maximum companies want to launch their brands in social media with the aim of free advertisement. There are many social media sites available across the globe such as, Facebook, twitter, Instagram and YouTube. Facebook and Instagram are most usable social media which helps companies to promote their brands and also based on the algorithm consumers can see the products and through the social media consumers can easily get knowledge about the details of the product (Infant and Mardikaningsih, 2022). Social media advertisement based on the video promotion where companies create their videos based on the recent trends to attract their potential consumers. Companies easily get feedback about their product through social media which helps them to develop their product which adds more value to companies. Companies want to add more uniqueness in their videos to draw interest from the consumers which helps to enhance the business and also helps to stand out for a long time in the market.
Data analyzing and predicting the market demand in the future is the main job for any business, where social media helps companies to get knowledge about the market condition and also helps to predict consumer choices. Considering that companies are now easily collecting data from social media and based on that they can improve their product and also companies can add more value in their product. Companies create advertisements with the aim of improving their engagement in their brands and also they want to create more awareness about their brands among the consumers (Gómez et al. 2019). In you tube, companies promote their business in different channels based on their target audience and in you tube online streams, and companies promote their brands through some big influencers. In social media companies communicate with their consumers to get feedback on the product which helps them to understand the consumer's mind and also it helps them to enhance the brand engagement.
Companies have the responsibility to contribute to society which helps the people and also in the environment to create sustainability. Corporate social responsibility is a business model which companies can use to improve the society and environment conditions which create a good brand image in front of their consumers which enhance their engagement in their business (Singh and Misra, 2022). A good brand image is important for companies which attract the maximum number of consumers because a good image reflects the quality of the product and also carries a goodwill which plays a significant role in the consumer’s choice. Companies advertise their CSR model in the social media which creates more engagement in brand and this social activity carries a good message for the consumers which can affect the consumers purchase intention (Gupta et al. 2021).  In the end it can be concluded that social media has created a major effect in the market where consumers are well connected with the brands and any time they can interact with the companies, this reflects a good relationship between the companies and consumers which led the market in a good way. 
[bookmark: _Toc144370930][bookmark: _Toc145074807][bookmark: _Toc145929300]2.5 Evaluation of risks related to social media marketing
Social media is the most growing platform where many people and brands are visible; users of the social media consume more content as per their choice. Social media algorithms which detect the user’s choice and based on that those things are visible for the users; companies take advantage of this system where they promote their brands based on the potential consumer’s choice. Social media is great for the consumers and companies but there are many risks included such as, data theft, fake news and wrong products which mostly affect consumers (Di Domenico et al. 2021). Many fake companies attract consumers with the wrong product because of their good advertisement. Users easily believe the products, which is the most concerning point in SMM. There are no options or algorithms in social media which can detect the fraud companies and because of that many consumers face fraud cases in social media.
Social media has a huge data base around the globe based on that they create their algorithm which helps users to find something as per their choice. On the other hand a major risk is included in this process where all the data of the individuals are available for others. Hacking is the most common thing in the digital era which hampers the experience of consumers and companies. Considering that the data is not secure in social media, many hackers can steal the data from social media which is very harmful for the consumers (Mijwil et al.2023). Many personal details and pictures can be stolen by the hackers which lead to a very vulnerable situation. In this digital era where the maximum number of people is using social media, cyber attract and data theft is the biggest threat that hampers the whole digital ecosystem. Cyber security is important in recent days because many people have left social media because of the fear of data theft which affects the social media business (Saidakhrarovich and Tursunovich, 2022). Companies have to be more responsible to secure the individuals data that helps consumers to feel free during using social media. 
Fake news is also a biggest threat for social media which creates a misunderstanding among the users and also spreads false news about the companies. Users get wrong information about any incident and many negative things are promoted through the social media which create a bad image in the social media (Meel and Vishwakarma, 2020). Companies get bad reviews based on fake news which leads them to a very bad situation and it directly affects their business. Users consume false facts about the product because of the fake news which affects their purchase decision and at the end they face a false case and as a result they lose their money. Consumers have to be more aware and cross-check before buying anything from social media. These types of risks in social media create misunderstanding among companies and consumers which also affect their relationship. Companies have to create a good technology team to protect their data and also protect their consumers from data theft which add a good value in the brand reputation. Companies have to focus always the customer safety and provide them a good service to stand out in the market for a long period. 
[bookmark: _Toc144370931][bookmark: _Toc145074808][bookmark: _Toc145929301]2.6 Importance of using social media and streaming in order escalate consumer retention
Companies are using social media to promote their brand with the aim of attracting more consumers in their brands and also enhancing their business. In recent times many companies are in social media with the same product which increases the competition in the market. On the other hand users get more options for them that help to choose the products after analysing all the brands. Consumers choose their product based on the quality of product and the pricing of product and also in social media consumers make decisions based on the products review which helps them to purchase the good quality of product for them. Considering the competitiveness in the market, companies are mostly focused on customer retention and for that they are continuously developing their product to step ahead of their competitors (Nawi et al. 2022). Customers are the most essential part for any company. For that reason companies have to focus more on customer satisfaction and also understand their problems. 
In recent market companies are mostly active on social media to retain their customers through a good offer on the products it attracts their existing consumers. Users of social media sometimes make their purchase decisions based on the advertisement of companies. For that reason, companies want to improve their advertising strategy to retain their consumers. Social media plays a huge role for small companies because in social media they can promote their brand without a cost and cater to the large number of audience. Customer retention for companies is important which enhances their revenue and for that they have to focus on the consumer’s feedback and understand their complaints. Companies have to be efficient to give quick solutions to their consumers through social media which increase brand loyalty and also consumers are satisfied (Kumar and Kaur, 2021). Companies have to answer all the queries of the consumer through social media posts which enhance the engagement with consumers and create a good brand image in front of the users. Providing good service is the only key to retaining the existing customers and developing the products over time is also an important activity to attract more consumers. 
Consumer behaviour is also a concerning point for companies to retain their existing consumers because in different circumstances users change their purchase decisions which affect the business. Considering that companies have to analyse the market to predict the consumer choice, either company fail to achieve their goals and other companies take their existing customers which affect their business model. Consumers can change their choice any time because social media is an important tool to understand the consumer's demand and based on that companies create their strategy which helps them to retain their customers. Customer lifetime value (CLV) is an important tool which can help companies to track the KPI to get knowledge about the money an average customer spends on the products (Kumar and Rajan, 2020). A low KPI score indicates that consumers spend fewer amounts on the products which reflect that there is a less chance to spend more. Consumer behaviour is the most inconsistent thing which can change anytime and they have many options in the market to switch to other companies, for those companies have to focus on the customer satisfaction and provide them a good quality of product to retain their customers (Sudirjo et al. 2023). Companies have to receive feedback in a positive way and it helps them to develop their products and also helps to understand the market demand. 
[bookmark: _Toc144370932][bookmark: _Toc145074809][bookmark: _Toc145929302]2.7 Theoretical underpinning
[bookmark: _Toc144370933][bookmark: _Toc145074810][bookmark: _Toc145929303]2.7.1 Customer led positioning theory
In the digital market era people are used to shopping from e-commerce sites or from social media whereas the perspective of companies’ advertisement is a major task to capture the majority of the market. Many theories are available about digital marketing but Customer led positioning theory is one of the suitable theories which reflect the better view of the topic. In this theory about the consumer preference on the products, they can provide insight about the product to the management by gathering data about pricing, manufacturing, product features, product function and more. In the digital marketing based on these theories companies can increase their engagement through the social media which influence their business.
This theory is about the inclusion of consumers in the business ecosystem to understand the mind of the consumers which helps companies to easily get knowledge about their demand and based on that they can develop their products. Companies through social media can ask for the product's details such as, pricing, features and others based on their feedback, Companies can create their products and consider that companies can cater to the larger market. Companies can use this theory to enhance their engagement with the consumers and also based on the consumers feedback companies have to create their strategy. Companies have to create an impactful strategy to implement the insight of their potential consumers in their business and for all of that companies have to interact with the consumers through social media. 
[bookmark: _Toc144370934][bookmark: _Toc145074811][bookmark: _Toc145929304]2.7.2 TAM theory
Technology is the most essential thing for the modern world. Adapting technology can bring immediate and long-term benefits at organizational and individual levels. Companies have to adopt the technology to improve their operation inside the office and clarify the usage importance of the technology. One of the best theories is the technology acceptance model (TAM) which was discovered by Davis in 1989 (Muchran and Ahmar, 2019).  This theory is based on two factors: one is perceived usefulness and the other is perceived ease of use. These two factors help to clear the understanding about the technology through this theory.  Companies have to implement this theory in their workplace to adopt the technology and also through this theory employees of the organization can get knowledge about the proper use of technology. 
[image: ]
Figure 2.7.2: The Technology Acceptance Model
(Source: Burgess and Worthington, 2023)
These two factors of this theory are important to understand the importance of the technology and these two factors indicate two different things. Considering the first factor which indicate that individuals have to believe that the technology is helpful for the workplace and the other factors indicate that technology use mitigate the human risks and also a hackle free tools which helps to enhance the productivity (Burgess and Worthington, 2023). Companies have to implement in their ecosystem to create awareness about the technology among the employees which creates more benefit for the organization and also for the individuals. Technology is the most important part which plays significant role in the organization for that reason adopting technology is helpful and as a result companies get the best outcome from the employees which increase the revenues of companies. Implementing this theory in the workplace is the best option for the companies which helps to increase the efficiency of employees and also for companies to increase their productivity, technology also reduces the operation cost for companies which are also a major advantage for companies. 
[bookmark: _Toc144370935][bookmark: _Toc145074812][bookmark: _Toc145929305]2.8 Conceptual Schema
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[bookmark: _Toc144370952][bookmark: _Toc145074895][bookmark: _Toc145437802]Figure 2.8: Conceptual framework of the study
(Source: Self-developed)
[bookmark: _Toc144370936][bookmark: _Toc145074813][bookmark: _Toc145929306]2.9 Literature gap
This literature reviews the importance of the social media effects on the business and how this creates a good relationship between the companies and consumers. Many factors that influence SMM have been discussed in this literature review and also discussed about the consumer retention strategy through social media. On the other hand there is no discussion about any specific company or any specific social media application for that reason no company specific discussion is available in this literature review. Many individual companies face various issues or some companies enjoy SMM but there is no information included in this literature review part which decreases the quality of the paper.
[bookmark: _Toc144370937][bookmark: _Toc145074814][bookmark: _Toc145929307]2.10 Summary
In this literature review the discussion is based on the positive and negative side of social media which shows the various sides of the consumers and the competitions in the market. Maximum number of companies uses social media to promote their business with the aim of attracting the majority of the social media users. Companies are mainly focused on the customer retention activity and also focused on the social values. In this part has been discussed about the various risk factors which affect the users experience and that create a misunderstanding between the consumers and companies. Addition of Social media video and online streaming has changed the marketing scenario for companies, where companies can promote their brands at a free cost. Consumers get many options for their purchase decision which helps them analyze various brands before purchasing any product. Considering that companies and consumers both benefit from social media and online streams, some risks are affecting the business and for that reason companies have to protect the consumer’s data to build a good brand image for them. 


[bookmark: _Toc144215206][bookmark: _Toc144370938][bookmark: _Toc145074815][bookmark: _Toc145929308]CHAPTER 3: METHODOLOGY
[bookmark: _Toc144215207][bookmark: _Toc144370939][bookmark: _Toc145074816][bookmark: _Toc145929309]3.1 Introduction
The systematic method to resolve a research problem is developed by the chapter. . The chapter helps the researcher to maintain different techniques and processes in the study. This chapter is an essential blueprint of a research study by which the researcher can complete the research work successfully. The science of understanding is provided by the research methodology. In this chapter, research philosophies, approaches, and methods are described in detail format. The most appropriate approach to achieve research objectives is a methodological paradigm. The purpose of the research study is to explain the reasoning behind the approach of the research study. The study will be replicable among all studies with the help of this particular chapter. Consequently, the researcher should use different methods to provide the justification for the study.   
[bookmark: _Toc144215208][bookmark: _Toc144370940][bookmark: _Toc145074817][bookmark: _Toc145929310]3.2 Research philosophy
Key philosophical underpinnings of fundamental research paradigms are developed through research philosophy. It provides key interrelationships with the epistemology, method, ontology, and methodology. A deep understanding related to different methodological paradigms is gained by the researcher through research philosophy. Various types of research philosophies are interpretivism, positivism, realism, and others. In this study, the interpretivism paradigm has been used to gain further depth by seeking experiences and perceptions of a particular social context. The key fundamental philosophical assumptions are valuable for the researcher to consider nature of the research study. These assumptions are divided into three main categories beliefs regarding the knowledge notion, beliefs regarding the object of study, and beliefs regarding the connection between knowledge and the empirical world (Alharahsheh and Pius, 2020). The interpretivism research philosophy helps to develop comprehension of research, engagement in academic debate, and application of theory to classroom practice.
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[bookmark: _Toc144215237][bookmark: _Toc144370953][bookmark: _Toc145074896][bookmark: _Toc145437803]Figure 3.2: Types of research philosophies
(Source: Self-developed) 
The aim of the interpretivism philosophy is to gain richness in the insights of the study. Some variations of interpretivism are symbolic interactions, phenomenology, and hermeneutics. Biblical sources and wisdom literature are identical areas of hermeneutics variations. Relativist ontology is helpful in understanding the experimental and social aspects of the study. A clear link between objectives and subject matter is improved through the application of subjective epistemology. The adoption of interpretivism paradigm is valuable for an individual to achieve an in-depth understanding of cross-cultural studies. The generation of high-level validity in data is developed by the adaptation of this research philosophy. On the other hand, positivism research philosophy helps to have more statistical reliance. The universal laws and findings are developed through positivism research philosophy (Abu-Alhaija, 2019). Hence, social context is needed for the study to improve the quality and strength of the research study. Consequently, the researcher should use interpretivism research philosophy in this study.  
[bookmark: _Toc144215209][bookmark: _Toc144370941][bookmark: _Toc145074818][bookmark: _Toc145929311]3.3 Research method
The research method is an essential segment by which the researcher can find answers to all questions for the study. The researcher can make different decisions related to the research approach and objectives. All research answers are provided by the researcher with the usage of empirical data. Subjective experiences, knowledge, and concepts are achieved through research methods. Quantitative, qualitative, and mixed methods are obtainable for the research. In this study, the qualitative method has been used for the research to include non-numeric data. It is valuable for the researcher to achieve a better understanding and ideas of a specific context and culture. More flexible research strategies are maintained by the scholar with the application of the research method (Stenfors et al. 2020). This method is the best for the scholar to generate new ideas and thoughts of the specific research work. An individual is capable enough to be more creative and flexible in designing the research approaches successfully.
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[bookmark: _Toc144215238][bookmark: _Toc144370954][bookmark: _Toc145074897][bookmark: _Toc145437804]Figure 3.3 Types of qualitative research methods
(Source: Self-developed) 
Four types of qualitative methods are case study, ethnography, phenomenology, and grounded theory. A detailed study of a specific subject matter is provided through a case study. A holistic understanding of the case is gained by the researcher with the usage of the case study. Ethnography provides a detailed description of the culture of a specific community and group. It mainly focuses on the social dynamics, conventions, and describing and interpreting beliefs. The grounded theory has an aim to develop different theories and these theories can analyse all qualitative data significantly. The qualitative research design is helpful in focusing on explaining and understanding experiences and perspectives. The qualitative method can provide descriptive results of the specific topic significantly (Tomaszewski et al. 2020). On the other hand, the quantitative research method provides numerical and statistical results of the study. Hence in this study, descriptive and innovative results of the specific subject matter are needed and for this reason, an individual uses qualitative research method in this study. 
In this research work, different methods are used by the researcher to finish their study with a deadline. Philosophy, approach, design, and data collection processes are significant strategies of this chapter. Interpretivism has been followed by the researcher to understand the nature of the study. A researcher can make different relevant theories of the specific study with the usage of the Inductive approach. The qualitative method is valuable for the researcher to interpret non-numeric and relevant data. Secondary data has been gathered by the researcher from different online journals, books, and other relevant sources. Thematic analysis helps the researcher to interpret all gathered data significantly in the market. All ethics are maintained properly for the study to collect authentic information and data from relevant sites and no blog sites are used by the researcher in this study.       
[bookmark: _Toc144215210][bookmark: _Toc144370942][bookmark: _Toc145074819][bookmark: _Toc145929312]3.4 Research approach
Data collection, analysis, and interpretation are developed by the usage of all methods. There are different kinds of approaches are existed such as: deductive, inductive, and abductive approach. In this study, an inductive approach has been used to generate a theory relevant to the study. The researcher can gather different types of data to establish a theory. The researcher can achieve a clearer image of research work by which an individual can follow this research approach in a successive manner (Walter and Ophir, 2019). It is essential for the study to develop a method of generalizations based on specific observations and data. The logic, generalisability, use of data, and theory of inductive approach are discussed in this study. Untested conclusions are generated through the usage of an inductive research approach. An individual gets an opportunity to gain various aspects of the study successfully. Different skills and knowledge about the specific study are achieved by the scholar through the usage of an inductive approach.
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[bookmark: _Toc144215239][bookmark: _Toc144370955][bookmark: _Toc145074898][bookmark: _Toc145437805]Figure 3.4: Differentiation of research approaches
(Source: Self-developed) 
This approach starts with the research aims, objectives, and questions for the particular study. The inductive approach follows the route which consists of observations/tests, patterns, and theories. It is an immensely flexible research approach to identify different patterns in forming theories, and hypotheses related to the subject matter. A study can easily change its methods and processes based on the information related to the inductive approach. It allows the researcher to change topics and techniques as per their requirements during the processing time. These individuals are capable enough to study new concepts, and phenomena that researchers may not be able to think before due to this freedom. It can produce original thoughts, and new viewpoints related to the subject matter. Fresh concepts and hypotheses are made by this approach that is helpful in creating fresh interventions and programs (Ryder et al. 2019). On the other hand, the deductive approach may not be able to provide different viewpoints and general thoughts on the topic. Consequently, the researcher should use the inductive approach in this study. 
[bookmark: _Toc144215211][bookmark: _Toc144370943][bookmark: _Toc145074820][bookmark: _Toc145929313]3.5 Data Collection Procedure
The data collection process indicates the process of gathering different data related to the subject matter which may be numerical and non-numerical for the study. Primary and secondary are two kinds of data collecting framework. In this study, an individual should collect secondary data from different online journals and books. This process takes less time to finish the research work successfully. Existing data and information are presented by the researcher in an organised manner with the help of a secondary data collection process (Ruggiano and Perry, 2019). All researchers are not capable enough to finish research studies within a given deadline. This process is the best and a suitable process for these individuals to complete their thesis paper and project work significantly. A significant financial backup is not needed in this particular data collection process. On the other hand, the primary data collection process needs a huge amount of money to collect reliable and valid data. 
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[bookmark: _Toc144215240][bookmark: _Toc144370956][bookmark: _Toc145074899][bookmark: _Toc145437806]Figure 3.5: Types of data collection processes
(Source: Self-developed)
The researcher can follow a longitudinal analysis with the usage of a secondary data collection process. It is valuable for the researcher to reshape and influence the research goals of the specific study (Chatfield, 2020). An individual gets an opportunity to maintain the quality and quantity of data. A huge amount of data is available due to the secondary data collection process. The strength of the study is hampered due to low time limit in this study. Hence secondary data collection process is the best process to develop the characteristics and standards of the study. Secondary data are not capable enough to provide key variables related to the subject matter. Hence, the primary data can provide different key factors. Hence, the necessity of key variables tends to be zero for this study. As a result, the researcher should follow the secondary data collection process in this study.  
[bookmark: _Toc144215212][bookmark: _Toc144370944][bookmark: _Toc145074821][bookmark: _Toc145929314]3.6 Data Analysis technique
The Secondary datahas been gathered by the researcher in this study to interpret non-numeric data successfully. Descriptive, analytical, thematic, and content analysis are different types of data analysis techniques. In this study, thematic analysis has been done for the researcher to analyse all gathered secondary data successfully. This analysis method is used for the analysis of secondary qualitative data for the research. An individual can follow the flexibility of the research design and approach with multiple relevant theories related to the topic (Braun and Clarke, 2023). It is a suitable process for the researcher to interpret large data sets successfully. 
All themes are interpreted with the support of relevant data related to this particular presentation. The specific phenomena of the research are known to everyone with the help of these data analysis techniques. YES Friends always tries to interact with their customers, employees, and other stakeholders in the global market with the help of digital marketing and SMM. The inductive development of codes and themes is improved through the application of thematic analysis (Braun and Clarke, 2019). Different types of challenges related to social media marketing and digital marketing are discussed through the thematic analysis. This is beneficial for the company to find different strategies for mitigating these challenges in a successive manner. 
[bookmark: _Toc144215213][bookmark: _Toc144370945][bookmark: _Toc145074822][bookmark: _Toc145929315]3.7 Validity & Reliability
The research topic is valid and reliable through the usage of an accurate data collection process for the study. Inclusion and exclusion criteria are also responsible for the study to improve validity and reliability successfully. These criteria are discussed below: 
	Inclusion criteria
	Exclusion criteria

	Peer-reviewed journals and articles published in the last five years were used 
	Journals published later than five years have not been included 

	Journals and articles that primarily provide information about franchising in food and beverage industry 
	Doctoral dissertations and articles that does not include keywords 

	The researcher should focus on the thematic data analysis from different types of journals.  
	The researcher may not be able to perform statistical analysis with the help of SPSS analysis for the study. 

	The data and information related to Yes Friends are acquired in this study. 
	The information and data related to other SMEs are denied from the research. 


Table 1: Inclusion and exclusion indicator
(Source: Self-developed)

[bookmark: _Toc144215214][bookmark: _Toc144370946][bookmark: _Toc145074823][bookmark: _Toc145929316]3.8 Ethical Consideration
The percent engagement of participation of the researcher, reliable information, confidentiality, and ability to detect any harm to the research is known as ethical consideration. The quality and quantity of the study are developed by this ethical consideration. Scientifically specific findings are achieved for the researcher after the consideration of ethics in the study. The ethical comedian is maintained in the study by the usage of digital marketing in Yes Friends. 
[bookmark: _Toc144215215][bookmark: _Toc144370947][bookmark: _Toc145074824][bookmark: _Toc145929317]3.9 Summary
The entire chapter indicates different methods for the specific study. Interpretivism research philosophy is beneficial for the study to develop different theories related to the subject matter. The researcher will follow a qualitative research method to gather and interpret non-numeric data successfully. An individual collects secondary data from peer-reviewed journals whose publication date is after 2019. All gathered data are interpreted by the researcher through the application of thematic analysis for the study. Inclusion and exclusion criteria are discussed in this study to maintain validity and reliability. Ethics are also maintained for the study with the usage of secondary qualitative data analysis methods.



[bookmark: _Toc145074825][bookmark: _Toc145929318]CHAPTER 4: RESEARCH FINDINGS AND DISCUSSION
[bookmark: _Toc145074826][bookmark: _Toc145929319]4.1 Introduction
The finding is an essential chapter for the specific subject matter by which the researcher can easily interpret all gathered data successfully. Yes Friends is a UK-based fashion industry and this company provides ethical and sustainable clothes in the market. Social media and online streaming videos are essential to interact with various customers. Digital marketing and SMM are essential for the company to understand purchasing behaviour of customers. In this study, the positive and negative implications of social media are mentioned and this process is helpful for the company to build strong relationships with customers. Consumer purchasing behaviour is also developed through the application of social media platforms globally. Online video streaming is beneficial for Yes Friends to enlarge its customer base. The relationship between online marketing and the growth of sustainable fashion products is developed through the usage of SMM. Different kinds of issues are experienced by small fashion brands in the global market. All challenges and strategies to mitigate those issues are discussed elaborately in this chapter.    
[bookmark: _Toc145074827][bookmark: _Toc145929320]4.2 Secondary qualitative analysis
[bookmark: _Toc145074828][bookmark: _Toc145929321]Theme 1: Positive and negative implications of social media to build relations with customers: A case study of Yes Friends in the UK
Small businesses like Yes Friends are increasingly reaping the benefits of social media. This new platform has provided many small businesses a medium to interact with consumers; it also helps to increase awareness about their products. As mentioned by Olanrewajuet al.  (2020), social media has helped small businesses build a brand persona amongst the targeted audience. Social media acts as an open forum that surpasses the national boundaries. It allows Yes Friends to cater to international customers and diversify their base of customers. Through this, a positive impact on small businesses like Yes Friends worldwide is created. However, it has to be said that social media has both positive and negative effects on Yes Friends. One of the essential positive factors that are being created by social media on small businesses is accessible communication. Social media acts as a great communicator between the company and the consumers. 
Companies like Yes Friends gain a considerable amount of advantage in building relationships with customers through the help of social media. Social media has made the way a brand interacts with its consumers far more frequent and accessible. According to Bauman et al.(2020), in today's world, customers can easily reach out to the brands of their choice with the help of social media platforms such as Instagram, Twitter and Facebook. Attracting a more extensive audience is another positive impact of social media on small businesses. With the help of social media, small companies like Yes Friends can attract a lot of customers.S ince social media is a platform used by different persons across the globe, the company can even attract customers worldwide. Thereby, it helps small businesses like Yes Friends expand globally with far less set-up cost. 
At the same time, one of the negative impacts of social media on business is that it is often difficult to erase the effect of an offensive post. An offensive or hurtful message cannot be erased from people's minds for a long time. It will, in turn, affect the brand's reputation negatively; people will start to avoid the brand, and its effect can be far-reaching. Yes Friends should aware about their products and services in the market to mitigate negative impacts of social networking sites. Apart from that, a significant negative impact of social media on small businesses is the risk of posting bad reviews. According to the perspectives of Liguori and Pittz (2020), bad reviews posted by the users or commentators can drive the customers away from the brand; they tend to look for their needs in different places. It is found that consumers tend to believe the comments and reviews posted on social media by the commentators. For this reason, if there are negative comments posted on social media, it is imminent that the customers will leave the company. Bad reviews related to Yes Friends can distract all customers in the UK market. 
[bookmark: _Toc145074829][bookmark: _Toc145929322]Theme 2: Impact of social media marketing on consumer purchasing behaviour of Yes Friends
Consumer purchasing behaviour is the actions and choices the users make while using and buying a product. Consumer purchasing behaviour is the actions consumers take before purchasing a service or product. According to Effendi et al. (2020), the procedure may include engaging with social media posts, consulting search engines, and suitable other actions. Social media marketing has severely affected Consumer purchasing behaviour. One of the impacts of social media is Consumers make direct purchases on social media platforms. More and more customers are finding brands on social media and purchasing from them. In the early days, people followed newspapers, television and magazines to decide what to buy. But today, more and more customers are selecting social media to buy their needed commodities. In the social media platform, consumers purchase and discover from the brands. According to a survey in 2021, almost 63 per cent of shoppers from social media on a global basis had made purchases without prior planning (Chevalier, 2023). It showcased overall purchasing-making behaviour, incredibly impulsive purchasing trends, which have a high dependency on branding, promotion and advertisement of Yes Friends on social media platforms. 
Another impact of SMM on consumer purchasing behaviour is that consumers are more affected by reviews on social media. It has been found in recent studies that more consumers depend on reading reviews on social media in order to decide which product to buy. Social media acts as a dynamic source providing social proof, an essential factor while purchasing. According to Palalic et al. (2021), Consumers, to examine a service or product before making a purchase today, depend upon social media. Social media provides the consumer the social proof of a product or service. A consumer, in turn, believes in this proof before purchasing. One of the significant influences of SMM on consumer purchasing behaviour is two-way communication with brands. Due to social media today, the relationship between customers and businesses has a new fact.
Today, a brand is not a distant thing; with the help of the Internet, a person can learn everything about the brands. Consumers can understand their offerings, values, and relevant news by examining a brand's network. It also helps the consumers understand how the brands relate to their audiences. Social media also lets consumers interact and engage with businesses in various ways. According to Gupta et al. (2021), customers can stay in touch with companies in some ways, such as by sharing brand-related content, liking posts, and following their accounts; this process also includes asking product questions. As a result, Yes Friends is capable enough to interact and communicate with their customers through SMM. Another impact of SMM on consumer purchasing behaviour is that it builds product awareness. Social media has a significant influence on consumers as far as product awareness is concerned. Social media creates a substantial product awareness, which in turn affects the purchasing behaviour of the consumers in Yes Friends. 
[bookmark: _Toc145074830][bookmark: _Toc145929323]Theme 3: An analytical study on the impact of online video streaming to enlarge the consumer base of Yes Friends
As the arena of digital space and technologies are dramatically expanding, the market is introduced with new processes of interactions with the customers every day. According to Voramontri et al. (2019), online video streaming is newly added to the list of social media features. This feature has the quality of making the customers and business interactions more humanised and lively. One of the significant features of online video streaming is that it increases brand recognition and awareness. There are many impacts of online video streaming to enlarge the consumer base of Yes Friends. Some of the effects are discussed as follows: online video streaming or live-streaming video facilitates establishing a two-way communication channel. 
Live streaming is a dialogue form of communication where the consumers' queries are to be directly answered. Yes Friends can easily interact with its customers through the usage of this platform. According to Qin et al. (2020), in this process, consumers will feel they are a part of the process. In this process, the consumers can inquire about their concerns about the Yes Friends’ newly launched products. Moreover, with the help of live streaming, Yes Friends can answer all the customer questions and provide solutions. These steps will also help the customer feel happy, satisfied and appreciated. These steps will also improve the company's brand awareness and recognition.
Another main benefit of live-streaming video is that it provides the chance to develop authentic connections and leads to a sense of intimacy between the customers and the company. According to Zhang et al. (2023), thelive stream is an experience that provides the customers and the company with a more personalised experience. With the help of live streaming, on the one hand, the customers get a personalised experience, and on the other hand, Yes Friends itself gets a clearer view of the demands of the consumers. Maintaining a customer connection has become an essential part of business success in recent years; for this reason, live-stream video is critical as it helps Yes Friends to build relationships with their customers. 
Live streaming helps Yes Friends to maintain a relationship with their customers; it does so through promoting and marketing the services and products more interactively. According to Appel et al.(2020), this also leads to having a more satisfying and engaging experience on the consumer's part as they will be able to watch the products in video and that too in real-time. Another prominent feature of online live-streaming that will help increase the consumer base is that it helps deliver more information in less time. In far less time, a video had more content than texts like blogs, product booklets, and service guidelines. The amount of time that is needed to read a blog is far more than the same information stated through a video. Moreover, reading in-depth is often an option least liked by consumers; on the other hand, if it is presented in a video format, then it is more likely that the consumers will gladly consume it. As a result, Yes Friends can easily develop its business value and market value successfully. 
[bookmark: _Toc145074831][bookmark: _Toc145929324]Theme 4: The relationship between online marketing and the growth of sustainable fashion products of Yes Friends in the market
Online or digital marketing is significant in the growth of sustainable fashion products. According to Busalim et al. (2022), Digital marketing is one of the critical factors in the market that provides awareness about some products. As sustainable fashion is a relatively new concept in the market, digital marketing can help it go a long way. Digital marketing for sustainable fashion brands like Yes Friends involves using various tactics and online platforms to market sustainable fashion products and services. It can employ online ads, email, websites, and social media to reach the target audience with relevant messaging. There are several purposes of digital marketing as far as the sustainable fashion industry is concerned. The objectives are to boost website traffic, enhance customer engagement, increase brand recognition and generate revenue and sales for the company. Digital marketing allows sustainable fashion brands like Yes Friends to attract eager customers and increase their business performance and attract eager customers.
Sustainable fashion is one of the most developing sectors today worldwide. The global revenue share in the sustainable apparel market has been forecasted to increase continuously between 2023 and 2026 by 1.4 percentage points (Statista Research Department, 2023). As a result, Yes Friends can easily improve its sustainable apparel market. Generally, online or digital marketing promotes a brand online or through the Internet. It involves advertising through social media platforms, text or multimedia messages, email, etc. Today, for all brands, some digital marketing strategy must be implemented. Online or digital marketing has a significant role in the growth of sustainable fashion (Yes Friends) in the market; some factors are discussed as follows. One of the critical rolesonline-marketing plays in developing sustainable fashion brands like Yes Friends is that they help build brand awareness. Today, digital marketing has been proven to be most helpful in making brand awareness of Yes Friends. 
[image: ]
Figure 4.2.1: Sales share of sustainable apparel market
(Source: Statista Research Department, 2023)
The advanced technology allows the fashion brands to reach their target audiences. According to Testa et al. (2021), every brand has a target audience, and it is always their endeavour to reach that target audience. Digital marketing helps brands to reach their target audiences through channels like influencer marketing, social media marketing and email marketing. Customer engagement is another role that online marketing plays in the growth of the sustainable fashion industry (Yes Friends). Digital marketing significantly promotes customer engagement through different procedures. It can be online video streaming, social media or texting options such as email or websites; the customers can be engaged through other methods. Yes Friends should follow digital marketing in the global market to enhance engagement of customers. 
Engaging with customers from the company's end can build customer loyalty, which can build a strong connection with the audience. Another more critical impact that digital marketing can bestow upon the sustainable fashion industry is that of personalisation. Digital marketing makes it possible for Yes Friends to personalise their marketing campaign. Through personalised marketing, the brand can build special messaging and engagement criteria for each section of its targeted audience. Based on the interests, behaviours and preferences, the brands can focus on the different areas of the target audience. It will, in turn, enable the targeted groups of customers to feel happy, satisfied and engaged with the initiatives taken by the brand.
[bookmark: _Toc145074832][bookmark: _Toc145929325]Theme 5: Evaluation of risks related to the social media marketing in the global market: Case study of Yes Friends in the UK market
The development of diverse, complex, and intensified interactions between firms and their customers are developed through social media platforms and online videos. As mentioned by Li et al. (2021), firms can take advantage of social media platforms to bolster brand evaluations, build closer connections with customers, and expand geographic reach to buyers. SMM can empower all customers and these individuals can control marketing communication processes in the UK market. These consumers will become collaborators, creators, and commentators of messages after using SMM. A single marketing tool is known as SMM by which different SMEs face various challenges. As a result, Yes Friends can achieve superior performance and competitive advantage through the strategic usage of social media platforms. The company does not face issues in initiating SMM. Hence the brand faces challenges in combining social media with their marketing strategy to engage customers. The company is not capable enough to build long-term and valuable relationships with their customers in the global market. 
The company management team is unable to identify target audiences and markets in a successive manner. The digital market may not be able to send messages to the right people for Yes Friends. In the viewpoint of Manzoor et al. (2020), it is not possible for the brand to select their target market with the usage of SMM. The company needs a solid plan and be specific in the global market to select target markets and customers. Hence the company is unable to prepare a solid plan for the work processes and strategies in the workplace. SMM is one of the best competitive fields globally. Digital marketing strategy is unable to find the right competitors successfully. In case the company is not capable enough to select their right competitors globally, Yes Friends may not be able to choose the proper marketing strategy and keywords. Consequently, the brand is unable to reach the target markets and consumers globally. A lack of digital marketing knowledge creates a negative impact on the work processes and strategies of SMEs. 
Small business owners are unable to understand the usage of tools, tactics, and best practices of digital marketing. It can lead to loss of time, money, opportunities, ineffective and inefficient campaigns in the global market. According to the perspectives of Krishen et al. (2021), SMEs are not capable enough to use digital campaigns in the workplace due to a lack of budget. Digital marketing is effectively expensive and time-consuming and small business does not have such an amount to invest in digital marketing campaigns. This can make it immensely difficult for SMEs to keep up with larger competitors and effectively implement an online marketing plan. As a result, Yes Friends is not capable enough to improve digital marketing campaigns successfully.  
A strong digital presence is needed for SMEs in the global market to develop digital marketing campaigns successfully. Hence small business owners are unable to attract customers and build loyalty. As mentioned by Abbas et al. (2019), increasing online visibility and generating leads are effectively difficult for SMEs due to a poor digital presence. Small business like Yes Friends is not capable enough to understand the demands of customers, and markets due to the poor digital presence in the global market. All social media platforms may not be able to identify a target market and customers significantly. Small business partners are unable to identify the right social media platforms globally. 
[bookmark: _Toc145074833][bookmark: _Toc145929326]Theme 6: Innovative strategies in online streaming and social media marketing: a case study of Yes Friends
Online streaming and SMM are needed for SMEs to maintain a strong customer base in the global market. Yes Friends is also included in the SMEs of the UK market. The company uses SMM in the UK market to interact and connect with its customers significantly. Excellent wages are provided by the company for garment workers. A pioneering bonus scheme is maintained by Yes Friends in the workplace. In the viewpoint of Yes Friends (2023), Yes Friends uses the solar-powered factory to reduce the usage of electrical consumption significantly. The company uses premium quality threads and fabrics to make sustainable clothes globally. Organic cotton and raw materials are used by the company in the UK market to enhance the engagement of customers in the workplace. These garments are effectively essential for the planet and skins of an individual in the UK market. 
More than £8,720 bonus is paid by the company in the UK market to their garment workers. As a result, the retention of customers is developed through this particular process. Different sustainable raw materials are used by Yes Friends to reduce carbon emissions and other harmful gas emissions from the workplace. According to the perspectives of Yes Friends (2023), approximately 4.5 TONS of carbon emissions are reduced by the usage of organic cotton during working hours. The vision of the company is to make ethical clothing affordable and transform the fashion industry.Yes Friends can sell more than 4000 T-shirts in the UK market within the first month. This is valuable for the company to improve its financial condition significantly. 
The sustainability ratings of Yes Friends are great for people, planet, and animals in the UK market. The company gets 5 out of 5 in every sustainability parameter in the global market. A high proportion of eco-friendly materials including Global Organic Textile Standard (GOTS) cotton are used by Yes Friends in the workplace. As mentioned by Yes Friends (2022), renewable energy is used by the company in its SCM to reduce the impact of climate successfully. Yes Friends uses different types of eco-friendly materials, by which the company can maintain the usage of chemicals, water, and wastewater. The labour rating of the company is also great in the UK market. All sustainable clothes of Yes Friends are certified by Fair-trade International - Small Producers Organisations. 
[bookmark: _Toc145074834][bookmark: _Toc145929327]Theme 7: The role of online streaming in building consumer trust and engagement in sustainable fashion trends in Yes Friends small-scaled Fashion brands
Online streaming plays a significant role in improving CSR activity and sustainability ratings of the company in the global market. Small business activities use online streaming videos as a direct selling tool. The tool is valuable for business operations to enhance the engagement of consumers in the workplace. Different types of social networking sites are available in the UK market such as: Facebook, Instagram, Twitter, and others. These platforms are not only used for connection purposes but also to get information about products and even shop. Yes Friends also uses different social media platforms such as: Facebook, Instagram, Twitter, and others. The company also have 8,256 numbers of followers in Instagram (Yes Friends, 2023). Social networking helps the company to attract more customers in the UK market. In the viewpoint of Wongkitrungrueng and Assarut (2020), approximately 16% of individuals had purchased directly via a social media channel in the global market. Various types of individual seller sell their products via online streaming videos and live on a daily basis. Yes Friends is also one type of SME in the UK market and this company also uses different social media platforms like Facebook, Twitter, YouTube, Instagram, and others. More than 65 million small business pages exist on Facebook to improve their business operations successfully. 
S-commerce on SNSs will be a low-cost, easy alternative to e-commerce by which small business owners can set up their own accounts to sell products and interact with customers successfully. This is beneficial for individual sellers to improve their business activities without formal registration and web design skills. Sometimes small business activities face various kinds of issues related to return policies and quality control. As a result, the customers may not be able to trust these individuals significantly. Individual sellers allow all customers to maintain the return of products and also use third-party payment processors and cash on the delivery process in the global market. As a result, small companies like Yes Friends and individual sellers can gain the trust of customers globally. According to the perspectives of Wu and Huang (2023), the E-commerce model is beneficial for the fashion industry to make sustainable garments, and provide proper protection for the planet and people in the global market. Customers of Yes Friends can recognise live-streaming (LS) e-commerce, and the interactive nature of live-streaming to maintain a healthy lifestyle. 
Sustainable and ethical clothes are always used by consumers in the global market to reduce the risk of various skin diseases. Individual sellers and small business operators like Yes Friends get an opportunity to select target markets and customers after using digital marketing strategy in the workplace. This is beneficial for the SMEs to fulfil the demands of customers and markets successfully. The circular business models (CBMs) play a significant role in gaining rapid traction within the textiles and fashion industry (Yes Friends) throughout the globe. The usage of virgin materials with bio derived alternatives is beneficial to expand the lifecycle of garments in the market. As mentioned by Charnley et al. (2022), the production process of recycling or up cycling garments can reduce the 1.2 billion tonnes of greenhouse gas emissions from the workplace. CBMs can demonstrate environmental and economic benefits and low consumer acceptance for SMEs like Yes Friends in the global market.  Digital technologies can provide different ways and strategies to exchange products and services successfully.  
[bookmark: _Toc145074835][bookmark: _Toc145929328]Theme 8: Social media and online streams: the future of digital marketing on SMEs like Yes Friends performance and growth
Traditional business approaches take more time to finish the work within a given deadline. Digital marketing strategies are used by SMEs in the global markettoaccess internet and communication technologies across the globe.Yes Friends is also benefitted by the positive impact of social media and online streams. According to the perspectives of Algumzi (2022), low-cost marketing mixes with techniques are mainly focused on small brands such as: social media marketing, and email marketing. Three essential factors of SMEs are cultural, technological, and economic by which SMEs can influence the adaptation of digital marketing in the global market.As a result, Yes Friends can easily develop its strategic performance and financial performance in the UK market. Different types of modern technologies are available in the global market such as: AI, ML, and social media networking.
The interaction process of the customers is developed through the application of digital marketing strategy in the global market. Social media platforms create a positive impact on the increment of visibility. SMEs can interact with their customers and get feedback on their products or services. This feedback is helpful for SMEs like Yes Friends to improve their offerings and build customer loyalty in a consistent manner. In the viewpoint of Zhang and Erturk (2022), SMM is a cost-effective approach to promote their brand and reach new customers. Most of social media platforms provide an opportunity for SMEs to share their content, engage with their audience, and advertise their products or services. Paid advertising on social media platforms is not affordable for all SMEs in the global market. Yes Friends can provide sustainable clothes in the UK market at affordable prices. SMM can build trust and credibility among customers. The business activity of Yes friends can prove itself as an expert in its field by sharing valuable content and interacting with its followers.
Brand loyalty and brand image are improved through the usage of digital marketing globally. Customers can recommend the business to others after using social media marketing and email marketing in the global market. As mentioned by Jadhav et al. (2023), highly targeted advertising options are provided by SMEs in the global market with the help of social media platforms. The business activities can easily reach its ideas customers through this particular process globally. The effectiveness of their advertising campaigns is valuable for SME like Yes Friends to enhance conversion rates consistently. Yes Friends has a responsibility to build a relationship with customers in the global market. Social media marketing helps the company to grow and expand their customer base significantly. 
[bookmark: _Toc145074836][bookmark: _Toc145929329]Theme 9: The Rise of Social Media Influencer Marketing on Lifestyle Branding: a case study of sustainable fashion brand Yes Friends
Social media marketing is also known as influencer marketing in the global market which can change the lifecycle of the project significantly. It is valuable for SMEs to develop sustainability and CSR activities of sustainable fashion brands globally. A strong customer base is developed by the company management team of small brands with the usage of SMM and email marketing. According to the perspectives of Jacobson and Harrison (2022), influencer marketing creates a positive impact on the brand reputation and brand value of SMEs globally. Yes Friends is one type of SMEs in the UK market which will use social media marketing as influencer marketing to attract more customers significantly. The purchasing behaviour of customers is developed through the application of social media marketing and email marketing. There are five Influencer Marketing factors are available such as: content attractiveness, influencer’s online presence, consumer's desire to mimic, influencer's expertise, and consumer's preferred platform. Among these five factors, only three factors play a significant role in improving brand value, and brand share of Yes Friends worldwide. 
Online presence is one of the influencer marketing to keep in constant relationship with their followers. This is valuable for SMEs to enhance their brand share and reach to their target audiences and markets in a successive manner. Purchasing behaviour and attention of customers are known to all small brands like Yes Friends with the usage of SMM and email marketing in the global market. In the viewpoint of Bonus et al. (2022), an influencer marketing strategy helps SMEs to make their brand appealing with their creative and engaging content strategies. The small brand like Yes Friends is capable enough to understand the demands of customers and markets by this strategy. 
[bookmark: _Toc145074837][bookmark: _Toc145929330]4.3 Discussion
The benefits of social media help small businesses like Yes Friends to improve their brand awareness and brand value successfully in the global market. Social media helps the company to diversify its base of customers. As a result, Yes Friends can easily attract different types of international customers in the workplace. Customers can easily reach to the brands as per their requirements with the usage of digital marketing in the global market. The effect of an offensive post is the negative implication of SMM globally. The actions taken by customers before purchasing a service or product are known as consumer purchasing behaviour. Engaging with social media posts, consulting search engines, and suitable other actions are included in this particular action to develop the financial conditions of Yes Friends significantly. Consumers get an opportunity to make direct purchases on social media platforms. These individuals can gather their necessary products from the market with the usage of social media. One of the significant influences of SMM on consumer purchasing behaviour is two-way communication with brands. 
Brand recognition and awareness are developed by Yes Friends in the global market with the usage of online video streaming. Two-way communication channels are developed through the application of online video streaming. It can provide the chance to develop authentic connections and lead to a sense of intimacy between the customers and the company in the global market. This is valuable for the company to improve brand value and brand awareness of Yes Friends successfully. Digital marketing allows sustainable fashion brands like Yes Friends to attract eager customers and increase their business performance and attract eager customers. Sustainable fashion is one of the most developing sectors today worldwide. Different types of innovative and creative products are provided by Yes Friends globally as per the requirements of customers in the market. Influencer marketing, email marketingand digital marketingare the best ways to reach the target audiences globally. The growth of the sustainable fashion industry is developed through the usage of online streaming.
SMEs face various kinds of challenges in the global market to combine SMM strategy with traditional marketing strategy. The superior performance and competitive advantages are not gained by SMEs due to a lack of online presence. The long-term and valuable relationships with their customers are not maintained by SMEs in the workplace. As a result, small brands like Yes Friends may not be able to improve their performance and profitability successfully.The company always tries to improve its sustainability ratings in the global market. The company uses sustainable renewable energy sources in its SCM to reduce the impact of climate in the workplace. GOTS is used by Yes Friends in the workplace to make ethical and sustainable clothes globally. The solar-powered factory is used by the company in the global market to earn high profits from the market.
Approximately 4.5 TONS of carbon emissions from the workplace are reduced by Yes Friends through the usage of organic cotton during working hours. Environmental impact and pollution are mitigated by the company in the global market to develop its sustainability ratings and CSR activities globally. Approximately 16% of individuals had purchased directly via a social media channel in the global market. As a result, small brands like Yes Friends get an opportunity to improve their performance after using social media platforms successfully. Small business operations always try to find the best option to develop their marketing strategies. SMM is the best way to interact and reach to target audiences and markets throughout the globe. Different types of modern technologies are available such as: ML, AI, and social media networking. Visibility and sustainability ratings of Yes Friends are developed through the usage of different modern and new technologies in the workplace. Five Influencer Marketing factors are valuable for Yes Friends to enhance the engagement of customers in the global market. 
[bookmark: _Toc145074838][bookmark: _Toc145929331]4.4 Summary
The chapter represents the entire discussion of the gathered data in this study. An individual can interpret all secondary data with the help of thematic analysis. The objectives are valuable to make all themes in this study. Emailand digital marketingare the best strategies to connect with more customers in the global market. Small fashion brands like Yes Friends are capable enough to interact with customers and provide various products as per the requirements of these individuals in the UK market. The aim of the company is to provide sustainable and ethical clothes to their customers by which Yes Friends can protect animals, people, and the planet in a successive manner. Small brands like Yes Friends can easily understand the purchasing behaviour and attention of customers with the usage of social media marketing and email marketing globally. It can help Yes Friends to improve its financial condition successfully. 


[bookmark: _Toc145074839][bookmark: _Toc145929332]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc145074840][bookmark: _Toc145929333]5.1 Conclusion
Digital media marketing helps the company to connect with its customers successfully. In this study, Yes Friends is a UK-based sustainable company that provides eco-friendly and sustainable products in the market. A UK-based small sustainable clothing brand is Yes Friends and it mainly focuses on the Apparel & Accessories Retail industry. The company has less than twenty-five employees in the workplace and SMM helps to enhance engagement of employees during working hours. Different types of advertisements and offers are provided by the company in the global market with the help of digital media platforms. Customers get an opportunity to grab better quantity andquality of products from Yes Friends globally. The social media platform is an effective way to interact and communicate with customers, suppliers, and other stakeholders successfully. The company also produces clothes for male and female personnel in the market. The improvement of operational activities is the mission of the company in the UK market.
The company makes sustainable T-shirts from 100% fair-trade and organic cotton in a solar-powered factory. The solar panels are used in the workplace to reduce the emission of CO2 and other harmful gases. More than 45% of CO2 and harmful gas emissions are mitigated after using various solar panels during working hours. Yes Friends can use SMM strategies to maintain strong relationships with its customers. Social media penetration value enhances dailyin the market and in recent times, more than 56% of individuals used social media platforms on a daily basis in the year 2021 and this value increases to 63% within the year 2023. As a result, the company can use the digital media marketing platforms to connect with its customers. Yes Friends always tries to maintain the B2B (business-to-business) process in the workplace to connect with its suppliers and investors successfully. Every business activity can promote its products and services globally with the application of digital marketing using social media platforms. 
Five elements of SMM are content marketing, lead nurturing, social media marketing, organic search, and mobile considerations. These are valuable for Yes Friends to improve its position and competitive advantages globally. It is valuable for the company management team to be sustainable and competitive in its way to earn more profits. The company can improve its performance with the help of a competitive advantage in the global market. This is beneficial for the company to improve its business value and market value in a successive manner. In this study, interpretivism philosophy, and inductive approach have been chosen by the researcher in this study. Thematic analysis has been done by the researcher with the help of secondary qualitative analysis for this particular study. Yes Friends can cater to international customers and diversify their base of customers successfully. Social media has made the way a brand interacts with its consumers far more frequent and accessible. 
[bookmark: _Toc145074841][bookmark: _Toc145929334]5.2 Linking with objectives
Objective 1: 
The first objective of the study is to elaborate on the effects of social media and online streams on the consumer purchasing behaviour of Yes Friends. This objective is met in the four chapters named research findings and discussion. Social media has made the way a brand interacts with its consumers far more frequent and accessible. The company can use social media platforms as digital media platforms in the UK market to connect with their customers successfully. Instagram, Twitter, and Facebook are essential social media platforms for Yes Friends to attract more extensive customers to small businesses. Bad and negative comments and reviews are provided by the customers for Yes Friends globally. 
Objective 2:
The second objective of the study is to examine the relationship between online marketing and the growth of small brands in the market. The second objective is met in the fourth chapter named research findings and discussion. Traditional marketing is unable to target the specific market and customers successfully. The online marketing process is valuable for Yes Friends to identify proper markets and customers in the global market. As a result, the company can easily understand the demands of markets and customers. The growth of the company improves through fulfilling customer demands in the UK market. Reviews and comments related to products and services are provided by customers. These comments are valuable for Yes Friends to renovate their products and services successfully.  
Objective 3: 
The third objective of the study is to identify the impact of SMM on the competitiveness of Yes Friends in the market. This objective is met in chapter four named research findings and discussion. In recent times, all competitors always try to provide the best products and services in the UK market. Digital marketing is one of the critical factors in the market that provides awareness about some products. Digital marketing allows Yes Friends to attract eager customers and increase their business performance and attract eager customers. Online ads, email, websites, and social media are employed by the company management team to reach the target audience with relevant messaging.
Objective 4:
The fourth objective of the study is to evaluate the risks related to the SMM of Yes Friends in the global market. Research findings and discussion is an essential chapter, which can fulfill the particular objective successfully. The company management team of Yes Friend wants to combine marketing strategy with social media which creates a negative impact on the financial condition of Yes Friends. Proper planning and strategy-related issues are also faced by the company in the UK market to improve working style successfully. A huge amount is needed for the company to use digital platforms. Different tools, tactics, and best practices of digital marketing are difficult to use in the workplace. As a result, the company faces these issues regarding social media platforms.      
Objective 5:
The fifth objective is to elaborate the strategies for mitigating SMM issues of Yes Friends successfully. The objective is met in the fourth chapter named research findings and discussion. The managers have a duty to recruit financial managers and HR managersto make proper plans for work processes and strategies. Ethical and sustainable raw materials should be used by the company management team to protect people and the planet in the UK market. Solar panels are implemented by Yes Friends in the market to reduce emissions of CO2 and other harmful gases. As a result, the company can easily protect the environment by reducing the emission of CO2.  
[bookmark: _Toc145074842][bookmark: _Toc145929335]5.3 Recommendations
Yes Friends uses social media videos and online streaming to connect with their customers. Different issues are faced by the company in the global market. The company can earn high profits from the market with the help of recommendations. These are mentioned below: 
Improving the usage of sustainable raw materials 
The company management team should use different types of eco-friendly and sustainable materials in the workplace by which the company can easily protect the planet and people successfully. The brand value of the company is developed through the usage of sustainable materials.
Engaging experienced and talented employees 
The company management team should recruit experienced and talented employees in the workplace who can easily use different techniques and tools for digital marketing strategies. These individuals can provide better planning related to the work process and strategies in the market. 
Providing better opportunities to employees
The company management team should provide various types of opportunities for the employees in the workplace. This is valuable for employees to produce innovative and creative products in the workplace. As a result, the skills and knowledge related to work processes are developed among employees in the global market. 
[bookmark: _Toc145074843][bookmark: _Toc145929336]5.4 Future scope
Social media videos and online streams are effective ways to interact with customers for Yes Friends in the UK market. High brand value and market value are also essential parameters to enhance the engagement of customers. In this study, secondary qualitative analysis has been done by which themes are interpreted with the help of gathered data. The researcher will gather primary qualitative data and the numeric data has been collected by the researcher.  
[bookmark: _Toc145074844][bookmark: _Toc145929337]5.5 Limitation of study
Time and budget are two huge barriers to the study by which a researcher is unable to finish their work in a successive manner. The researcher may not be able to collect more data from different sources due to a lack of time. Different sources need subscriptions to proceed and the researcher is unable to use these sources due to a lack of money. Yes Friends is one type of small brand in the UK market. Hence data and information related to the company are not available in a huge amount in different sources. As a result, the quality and strength of the study is hampered due to a lack of information. 
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