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The aim of this dissertation research is to achieve a detailed analysis of social media usage by SME’s within the Self-Storage industry, provided is a review of the appropriate academic literature review surrounding the topic.
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[bookmark: _Toc513908183]Abstract
The research investigated for what purpose SME’s within the Self-Storage Industry use social media and to what extent Facebook is used to increase brand awareness. This field of study has had very little academic research.
Social media has become an integral means of communication between individuals and businesses alike. Numerous businesses of all sizes have adopted the use of social media as a promotional tool to increase brand awareness, as there is a potential of reaching a larger audience at a lower cost than through traditional platforms such as television or radio.  A growing amount of SME’s are using social media as not only a promotional tool but also a tool to communicate with customers. 
SME’s have an immense contribution to the economy of the United Kingdom, to the extent that when SME’s are generally successful, so is the economy. They are by far the largest company type represented within the economy and the largest job provider and contribute half of all turnover to the economy.  The importance of SME’s cannot be overstated, as not only do they provide economic stability but are also innovation leaders.  Therefore, it is vital that they have a strong social media presence as the buying trends and motivations of usage by consumers continues to evolve towards social media. 
An in-depth literature review allowed the researcher to achieve a basis of knowledge on the purpose of social media and the use of Facebook to increase brand awareness for SME’s.  Qualitative research was conducted in the form of four semi-structured interviews with managers of Self-Storage SME’s about the subject area.  The findings of these interviews were then analysed to establish emerging themes and reasoning. 
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The themes are explored in detail within this dissertation and the objectives are met with both primary and secondary research showing high levels of correlation between prevailing academic thought and the managers experience and perspectives.  Further research is recommended as this is the first study within the subject area.
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Title of Research: The Use of Social Media in Small to Medium Enterprises in the Self-Storage Industry
[bookmark: _Toc513908184][bookmark: _Toc498973875]Chapter One
[bookmark: _Toc513908185]1.1 Introduction
This dissertation research project has been designed to understand and analyse the use of social media by SME’s within the Self-Storage industry.
[bookmark: _Toc498973876][bookmark: _Toc513908186][bookmark: _Toc498973877]1.2 Background
The Self-Storage industry has experienced rapid growth in an industry which is mostly comprised of SME’s.  This study will investigate for what purpose SME’s use social media and also evalutate to what extent the SME’s in the Self-Storage industry use Facebook to increase brand awareness.  As Facebook is by far the largest social media platform it has been selected as the most likely to be used by SME’s.  There are many studies on the usage of social media by SME’s (McCann & Barlow, 2015) (Durkin, et al., 2013), but there are currently no published studies on the purposes SME’s believe social media to serve within the Self-Storage industry.  
[bookmark: _Toc513908187]1.2.1 Small to Medium Enterprises (SME’s)
The definition of SME’s varies from country to country (Hertz, 1982), as they are defined based on a statistical approach as the term was previously used to loosely according to D'Amboise & Muldowney (1988). In Britain Micro, Small and Medium Enterprises (SME’S) are defined by (OECD, 2005) as any independent firm with yearly revenue under £50 million thusly, a micro enterprise has under ten staff, a small enterprise under 50 staff and medium enterprises have up to 250 staff.  The European Union classifies SME’s as any company with 250 and under staff members, no more than €50 million turnover and no higher than a balance sheet total of €43 million (European Commision , 2003).
[bookmark: _Toc498973878][bookmark: _Toc513908188]1.2.2 The Importance of SME’s
SME’s are vital to the United Kingdom’s economy, with Ward & Rhodes’ (2014) stating in a Standard Note to Parliament that they contribute 49.8% of the United Kingdom’s economy, with over 99% percent of the United Kingdoms businesses being SME’s, they also state that in 2013, SME’s were employers of over 14 million people in the United Kingdom.  SME’s are an integeral employer, creator of jobs and a pillar of the United Kingdoms economy (Bounds, 2015, Wilson, et al., 2012, Lewis, 2017, Card, 2014).  As SME’s are so vitally important to the United Kingdoms economical strength, it is imperative that understanding of paths to success for SME’s in every avenue is established.  

[bookmark: _Toc498973879][bookmark: _Toc513908189]1.3 Social Media
Social networks are defined by Boyd & Ellison (2007) as an internet service that allows an individual to: 
“(1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system. The nature and nomenclature of these connections may vary from site to site.” P211
Obar & Wildman (2015) define social media as an internet-based application that grows through an individual users self-generated content where user specific profiles are created and hosted by a social network site.  This definition is accepted widely, as it is drawn from finding correlation in the many existing definitions of the term.  Social media is used commonly as an umbrella term for the collective of Social Networking Sites according to Willems (2015) and Kaplan & Haenlein (2010). 
[bookmark: _Toc498973880][bookmark: _Toc513908190]1.4 Social Media Marketing
Chary (2014) describes Social Media Marketing as the process of attaining attention and website traffic through social media.  Whilst Neti (2011) describes Social Media Marketing as a function of a buisness that can foster a desired environment to boost their reputation and influence to potential customers through social networks.  Diamond (2008) claims Social Media Marketing is people rather than product focused. Du & Jiang 92015) concluded that firms with a visible social media presence can boost the perception of the firm and it’s future earnings potential. 
[bookmark: _Toc498973881][bookmark: _Toc513908191]1.4.1 Social Media Platforms
According to (Mayfield, 2008) there are six main social media platform classifications, they are:
· Social Networks – Sites such as Facebook, LinkedIn and Myspace
· Blogs – Blogs are a form of online journal
· Wikis – Users can update and edit communal databases and documents, such as Wikipedia
· Forums – Pre-dating the term Social Media, forums are sites for online discussions about one or numerous topics, such as Reddit
· Content Communities – User created and shared content for sites such as YouTube 
· Microblogging – Bite-size blogging such as Twitter
The following three social media platforms will be discussed in the study as they are three of the largest social media platforms:
Instagram – Instagram is primarily a mobile phone social media application that acts as a photo and video sharing platform (Hu, et al., 2014).  Launched in 2010 with 25,000 sign ups on the first day (Instagram, 2010), Facebook acquired Instagram in 2012 (Systrom, 2012) for a fee of $1 Billion (Weber, 2012 and Rusli, 2012). Since the acquisition, Instagram has continued to grow its brand and presence, adding new features and rapidly growing the monthly active users from 30 million when Facebook acquired it to over 500 million daily active users (Chaykowski, 2016) and 800 million monthly active users (DeMers, 2017, Systrom, 2017). 
Twitter – Twitter is a microblogging social media platform (Kwak, et al., 2010) that’s attractive feature is 140 character status’ that allow quick fire expressions that can be tagged and searched by the tag enabling it to be an almost realtime social network.  Twitter was launched in 2006 (Arthur, 2010).  It has recently stalled in growth (Hague, 2016) yet still has a significant monthly active user count of over 330 million, according to Bray (2017). 
Facebook – Facebook is the clear market leader when it comes to social network platforms.  It has a monthly user count of over 2 billion people (Johnson, 2017) which equates to two thirds of the available internet users that Facebook has access too, as it is banned in China which has 700 million of the 3.7 billion internet users globally (Titcomb, 2017). Facebook enables users to create a personal page, stream live video, post photos and videos and engage in online communities. 
[bookmark: _Toc498973882][bookmark: _Toc513908192]1.5 Self-Storage Industry 
The first operating Self-Storage business in the United Kingdom, Abbey Self-Storage, opened its doors to the public in 1979 (Yearsley, 2014).  However it would take until the mid-90’s for the industry to be considered mainstream (Day, 2006).  Today, the market which is made up predominantly made up of SME’s, is generating over £540 million a year, with over 1,430 sites, 42.2 million square feet of storage on offer and still experiencing impressive growth (Self Storage Association , 2017).   

[bookmark: _Toc513908193]1.6 Research Rationale
As previously discussed, the Self-Storage industry has experienced rapid growth in an industry which is mostly comprised of SME’s.  This study will investigate for what purpose SME’s use social media and also evalutate to what extent the SME’s in the Self-Storage industry use Facebook to increase brand awareness.  As Facebook is by far the largest social media platform it has been selected as the most likely to be used by SME’s.  There are many studies on the usage of social media by SME’s (McCann & Barlow, 2015, Durkin, et al., 2013), but there are currently no published studies on the purposes SME’s believe social media to serve within the Self-Storage industry.  The researcher selected this topic of research after experiencing first hand the Self-Storage Industry in a professional capacity and noting that there was little academic knowledge on the efficacy of social media for Self-Storage companies. 
[bookmark: _Toc513908194]1.7 Aims and Objectives 
The aim of this study is to understand not only the impact, if any, that social media has on SME’s within the Self-Storage Industry but also why SME’s have chosen to adopt social media.
By the end of this research study, the following objectives will be achieved:
1. Identify for what purposes SME’s in the Self-Storage Industry use social media.
2. Evaluate the extent to which SME’s in the Self-Storage Industry use Facebook to increase brand awareness. 
3. Make appropriate recommendations from the findings for further research.


[bookmark: _Toc513908195]Chapter Two
[bookmark: _Toc513908196]2.1 Introduction
The purpose of this chapter is to review available and relevant literature as to the effect Social Media has on SME’s. It will define and explore subjects highlighted within the objectives of this report. Sources include Conference proceedings, Government publications, Journal Articles and other literature deemed relevant to the subject.
[bookmark: _Toc513908197]2.2 What Constitutes a Small Business?
Whilst there is no uniformly acceptable definition of SME’s, the literature review process has established three widely used definitions that do have logical similarities, to build a firm understanding of what comprises an SME. 
The Bolton Report – In a 1971 Report on Small Firms, the Bolton Committee defined a business as small if it was an independent business, managed by its owners or its part owners and if it had a small market share.   The Report also recognised, however, a need for a statistical definition of SME’s and believed that to be able to statistically define a business as an SME correctly, there would need to be industry by industry statistical definitions of what would constitute an SME (Bolton, 1971).  This approach to definition has been adopted by Governments, Bodies and Commissions as it is the most practical and logical approach to defining such an individualised and varied concept.
Companies Act – Section 382 of the Companies Act 2006, defines Small Enterprises through three criteria, a Small Business must not have more than £10.2 million in annual turnover, no greater than a balance sheet total of £5.1 million and have no more than 50 employees (The National Archives, 2016).  Section 465 of Companies Act 2006 defines Medium Enterprises as not exceeding £36 million turnover, no more than a £18 million balance sheet total and not more than 250 in their employ (The National Archives, 2016).  As this definition is based on monetary values, it is not fixed in stone and is reviewed with inflation and other economic factors, as shown by its previous iterations in 1989 and 1985 (legislation.gov.uk, 2018) (legislation.gov.uk, 2018). 
European Union Commission – The Commissions definition of a Medium Enterprise is that it does not exceed a ceiling of 250 employees, achieve more than €50 million turnover and no more than a balance sheet total of €43 million.  Small Enterprises must not exceed a ceiling of 50 employees, achieve more than €10 million turnover with a balance sheet no higher than €10 million.  It also defines Micro Enterprises as an Enterprises with 10 or less staff, a turnover of greater than €2 million and a balance sheet of no higher than €2 million (European Commision , 2003).  As previously mentioned, definitions based on monetary and currency value are not set in stone and must be continuously reviewed.
Although a solely accepted definition of SME’s is unavailable and possibly unattainable due to the nature of operations of the bodies and commissions that have currently classified them, similarities between the definitions found within the literature review informs of a general understanding of what constitutes an SME. There are many different definitions globally of SME’s (Ayyagari, et al., 2007), however they are not deemed to be relevant within this research paper as the participants will be based in the United Kingdom and due to the nature of SME’s within the Self-Storage Industry, will not operate globally.  

[bookmark: _Toc513908198]2. 3 Characteristics of a Small and Medium Enterprises
SME’s are not only hard to concretely define but also to find complete correlation in their characteristics.  This is due to their nature, as they are independent and tend to be run by the owner.  They are constricted in their mode of operation, and if they were to constrict themselves to a rigid set of operational protocol they may hamstring themselves.  SME’s must be early adopters of burgeoning trends, technology and services to survive in markets dominated by large and global enterprises (Auger & Gallaugher, 1997)  The following characteristics of SME’s have been found within the literature review process, however it should be noted that these are generalisations that will apply to the majority of SME’s, but each SME can operate and exist in unique ways with unique characteristics (Goodman, 2012) (Levy & Powell, 2004) (Cadden & Lueder, 2013). 
[bookmark: _Toc513908199]2.3.1 Owner Influence and Agility
It is the norm and not the exception for SME’s to be ran by the owner rather than an employee therefore one person can have a large amount of influence on an SME as there is not typically the bureaucracy and hierarchy which large companies tend to be structured with.  This means that the success and failure of SMEs tends to be on the shoulders of one person, so they need sufficient business acumen to build a successful company (Becherer, et al., 2008) (Wang, et al., 2007) (Walker & Brown, 2004).  This also leads to a more flexible structure as there are much fewer moving parts.  If a company is owner operated, agility is easily achieved.  If issues or opportunities arise, then an SME has an advantage over a large company as where the large company would need to restructure or put a plan of action in a place to facilitate the opportunity or combat the issue, an owner operator can just simply act (Rigby, et al., 2016) (Lee, et al., 2010) (Lu & Beamish, 2001).

[bookmark: _Toc513908200]2.3.2 Competition from Large Companies
Market competition from larger businesses is a key concern for SME’s.  Many SME’s operate in industries dominated by large companies, in fact in the United Kingdom, although large companies make up less than one percent of all companies, they provide over 49% of private sector turnover (Rhodes, 2017).  A familiar characteristic of SME’s that the literature review has discovered is that for SME’s to compete with Large companies  is too operate a differentiation strategy (Feindt, et al., 2002) (Leitner & Güldenberg, 2010) (Lee, et al., 1999).  Whether it is price, product or service, SME’s must offer something to the market to attract customers that large companies can not offer.  Alternatively, SME’s can operate under the assumption that they cannot compete with Large companies and therefore aim to provide a tailored service to each client needs or purely a better form of service to all customers.  SME’s tend to have much smaller customer bases and therefore will be more familiar with their customer base than large companies (Fourie, 2015) (Tjan, 2009) (Baum & Locke, 2004) (Allinson, et al., 2006) (Hood, 2013).
[bookmark: _Toc513908201]2.3.3 Resources 
Although SME’s make up over 51% of the United Kingdom’s private sectors turnover, they comprise over 99% of the companies within the private sector (Rhodes, 2017).  SME’s therefore will not have the financial resources available to them that Large companies do.  Sourcing funding is one of the biggest challenges facing SME’s and one the financial resources disparity is one of the biggest differences between SME’s and Large companies (Brown & Lee, 2014) (Reijonen, 2010) (Eniola & Entebang, 2015) (van de Vrande, et al., 2009).  
[bookmark: _Toc513908202]2.4 Importance of Small - Medium Businesses
Rhodes (2017) produced a briefing paper at the end of 2017 that shows the statistical significance that SME’s have over the health of the United Kingdoms economy. The following are the highlighted statistics that illustrate the importance of SME’s:
· 99.9% of private sector companies are SME’s
· 51% of private sector Turnover is provided by SME’s
· Over 60% of private sector employment is by SME’s
SME’s are also vital to innovation. Abernathy & Uterrback (1975) produced an empirical study stating that SME’s provided a disproportionately high percentage within some industries of extreme innovations.  They stated that the need of SME’s to grow and survive created an optimal envrionment for innovation.  Maes & Sels (2013) agree with the findings also, whilst Rothwell & Zegveld (1982) state that the radical innovations and signicance to the economy of SMES should result in greater Government assistance.  All stated that innovation rates varied from industry to industry, with certain industries gaining more than others.  
With over 60% of private sector employment provided by SME’s, they are a vital creator of jobs within the United Kingdom.  SME’s are and have historically been the leader in job creation and job destruction within the United Kingdom (Konings, 1995) (Mortensen & Pissarides, 1994) (Anyadike-Danes, et al., 2011).  
SME’s and the success of SME’s are vital to the success of not only the economy but also that of innovation.  As they are the key proponents of both within the United Kingdom, it is extremely important that SME’s remain as competitive and many as they currently are.  Not only are they job providers which leads to a strong economy as workers have wages that are reinvested in to the economy, but also the SME’s provide economic growth (Storey & Sykes, 2010) (Love & Roper, 2015) (Faggian, et al., 2017).

[bookmark: _Toc513908203]2.5 Social Media   
Perhaps due to the lightspeed progression from simple forum to advanced platforms, there is not a consensus definition of the term Social Media.  Social Media, which also carries the names of Web 2.0 and Social Networking Sites, has had many definitions.  A very simplified definition by Obar & Wildman (2015)(2) states Social Media as an internet-based application that grows through an individual users self-generated content where user specific profiles are created and hosted by a social network site.  The issue with defining Social Media is that the platforms are so fluid in their operations and so differentiated in their approach that perhaps an umbrella term that is not precisely defined is more apt. 


[bookmark: _Toc513908204]2.6 Types of Social Media
There are many varied Social Media platforms that SME’s can use for business, one platform, depending on industry and products or services provided, may be a better home for an SME than another.  For instance, a clothes retailer will find that a visually reliant platform, such as Instagram, will be a better home for them than a micro-blog platform that is character reliant, such as Twitter.  The safe zone for all SME’s is Facebook, it could be universally used as it is the largest by a significant amount and the platform can be utilised in every way as Facebook has the features or variants of the features offered by every platform.
[bookmark: _Toc513908205]2.6.1 Facebook
The world’s largest social media site with over 2 billion monthly active users according to Statista (2018).  Facebook allows businesses to increase their prospective clientele and also enables the strengthening of existing business to customer relationships and the creation of new ones.  The creation of its business pages are free for all and enable the business to market their company.  Facebook have also developed effective advertising algorithims that allow the user to target desired demographics, set exact advertising budgets and offer incredilbe metrics that it will explain to the user.  This makes marketing a cost effective and manageable proposition for an SME, as it can be cancelled if results are deemed unacceptable.  This is an obvious advantage over Radio and Televison advertising as real-time alterations can be made on Facebook which will save money on ineffective advertising campaings (Fosso Wamba & Carter, 2014) (Durkin, et al., 2013) (Krake, 2005) (Tyson, 2017).
[bookmark: _Toc513908206]2.6.2 Instagram
Whilst Instagrams demographics are not as wide as Facebooks, its user base is impressive and growing.  An almost entirely visual Social Network Site, it is owned by Facebook and allows and facilitates cross platform advertising, so two audiences can be targeted with minimal effort.  It also offers the same high level of analytics of advertising that Facebook does, allowing the business to tailor and edit their advertising campaings in real-time (Cheney, 2015) (King, 2015) (Frier, 2015).
[bookmark: _Toc513908207]2.6.3 Twitter
A short burst blog or micro-blog, Twitter is a big name within Social Media but it does have much lower usage figures than Instagram. Also, it is not a format that lends itself to crisp advertising as it is such a condensed approach of 140 character Tweets, the advert can be lost.  However, depending on the business, it may house the necesssary demographic (Bulearca & Bulearca, 2010) (Collins, 2014) (Kuchler, 2013)
[bookmark: _Toc513908208]2.6.4 Snapchat
With lower user figures than Twitter, Snapchat is a photo and video sharer. It is the most recent of the listed platforms, but it’s user growth is steadily climbing (Huddleston, 2018) (Titcomb, 2018). Whilst this is the perfect venue for SME’s that are aiming for a young demographic and are able to effectively, creatively and visually market their product, it is still an almost unknown entity in terms of return on investment for SME’s (Taylor, 2018) (Balakrishnan, 2017)
[bookmark: _Toc513908209]2.6.5 LinkedIn
LinkedIn is marketed as a social networking site for professionals.  Therefore, it’s user base tends to be career focused, professionals and is increasingly becoming a part of many companies’ recruitments process as each user can tag the skills and training that they have and upload their curriculum vitae’s.  Microsoft acquired LinkedIn in 2006 for $26.2 Billion and the added functionality afforded to LinkedIn, such as Skype and LinkedIn sharing functionality, has led to a growth of user base for LinkedIn (Darrow, 2017) (Wingfield, 2016) (Escobedo, 2017) (Cohan, 2016).

[bookmark: _Toc513908210]2.6.6 Pinterest
Pinterest allows idea sharing and creation through allowing users to curate their own collections of photo’s that they “pin” to and other users can then access and share.  This social network site is more suited to creative types, who are seeking a new art or craft project to undertake.  Whilst there are functions such as curating a personal profile, direct messaging and cultivating a presence on the network, it is mostly a visual social media without obvious user to user interaction, Pinterest has a small but continually growing user base of currently over 200 million users (Lynley, 2017) (Chaykowski, 2018).

[bookmark: _Toc513908211]2.7 Benefits of Social Media 
Öztamur & Sarper Karakadılar (2014) state that Social Media is not just an amusing communication tool, but an important part of marketing strategy within business life. The birth and popularity of Social Media Platforms have given SME’s the opportunity to act within a visible and transparent community that they are in control of cultivating.  SME’s can create a custom business page on a website with more than 2 billion users for free, potential exposure that is unique to our time.  A good social media presence can massively boost the popularity of an SME which can easily be transferred into higher revenue.  The more visible an SME is, the more potential customers there are to convert.  One viral video, comment or status could in theory completely change the fortunes for an SME, for these reasons and benefits Ainin, et al. (2015) have stated that using social media as a platform for business is a must as the added exposure of the company leads to more revenue creation, a view that is supported by Sethna, et al. (2013) and Andrée, et al. (2014).
The usage of social media for SME’s is not believed to be wholly positive however as Cant (2016) proposed if an SME has a page that is infrequently updated or the content posted is bland and unengaging it can serve to create a damaging image of a brand, a view supported by Pentina, et al. (2012), Keegan & Rowley (2017) and Devereux, et al. (2017). 

[bookmark: _Toc513908212]2.8 Purposes of Social Media for SME’s
The objectives of this research paper are to determine for what purpose SME’s use social media and to what extent Facebook is applied by SME’s within the Self-Storage Industry to increase brand awareness.  The literature review has discovered four determinants of social media adoption by SME’s.  These are increased customer engagement, lead generation, customer relationship management and social media marketing.  The second objective of this research paper is to determine to what extent SME’s use Facebook to increase brand awareness. This section of this chapter details what the prevailing content of the available academic literature shows on these topics.  

[bookmark: _Toc513908213]2.8.1 Increased Customer Engagement
Murdough (2009) asserts that Social Media can deepen brand to consumer relationships and that there can be continual engagement opportunities for businesses with customers which only serve to ddepen the relationship and engagement.  Tuten & Solomon (2013) state that brands have the opportunity with content creation to brand themselves with a persona and that if done correctly can increase the levels of customer engagement with a brand.  According to Schmitt (2012) it is important that customers are participative with content and not passive for them too psychologically engage with the brand, so all content provided by an SME for Social Media must have a creative and engaging slant (Jahn & Kunz, 2012).  The content can actively call for interaction, such as posting polls and asking for opinions, which can help SME’s understand the needs of their customers better, alternatively an SME can post asking for feedback on a product or service or encourage reviews of their business so that they can spot trends and patterns that they may otherwise be unaware of (Kerr, et al., 2012) (Huang & Mitchell, 2014) (Bettiol, et al., 2012).

[bookmark: _Toc513908214]2.8.2 Lead Generation
The goals that SME’s have when operating a Social Media presence will not be the same for all but will serve similar outcomes.  A large goal for SME’s Social Media is to increase traffic to their website or online shop in the hope of converting potential customers into actual customers. By having an engaging presence online, SME’s can boost their turnover without the extra expense of physical expansion (Mangold & Faulds, 2009) (Mazzarol, 2015).  Nakara, et al. (2012) discovered that many SME owner operators doubt the efficacy of Social Media marketing and disturst its credibility and viability.  Severo de Almeida, et al. (2017) state that not enough is known on how Social Media measures such as the ratio that reach and engagement convert into sales for SMEs. Hopkins (2012) suggests that whilst Social Media marketing will generate more leads for SMEs, it will not deliver leads for every SME as to get optimal usage and returns from a Social Media presence, an SME needs to be the right type of business. Hotels and food retailers for example, have more products and services that are more digestible by a common audience than an SME that provides chemical cleaning products (Vlachvei & Notta, 2015) (Peters, et al., 2013) (Michaelidou, et al., 2011).  

[bookmark: _Toc513908215]2.8.3 Customer Relationship Management
Customer relationship management through Social Media can be extremely advantageous if correctly operated with consistency and the increased knowledge of customers’ needs and wants can be extremely valuable data according to Guha, et al. (2018).  Social Media, as discussed by (Laroche, et al. (2013) can engender brand loyalty with high levels of efficiency if correctly handled.  However, this is based on anecdotal evidence and also there are no clear models of correct operation.  Applying customer relationship management to Social Media is refered to as social customer relationship management (SCRM). Using SCRM, SMEs can build a two-way communicative relationship with their customer base and increase engagement leves.  However, this may not have positive outcomes as customers may feel misunderstood, may go ignored, feel offended or harbour any other grievances towards the business that are then in the public domain.  Reputation management is a tactic and skill that all SMEs must posses if they have a Social Media presence as one bad review or exchange has the potential to go viral and produce irreprable brand damage.  The literature review process has discovered that there are currently no tested SCRM strategies or theories for SMEs and therefore they must operate without credible direction within this field (Paliouras & Siakas, 2017) (Verhoef, et al., 2010) (Malthouse, et al., 2013) (Woodcock, et al., 2011).   
[bookmark: _Toc513908216]2.8.4 Brand Awareness
Srinivasan, et al. (2016) discovered that SMEs with a Social Media presence produce a strong influnce on brand awareness and trust, which they believe converts into customer acquisition and retention.  They also believe that having a strategy for Social Media marketing increases if efficacy, rather than a more fluid, improvised approach. Overwhelmingly, the literature points towards brand awarness being one of the key benefits to SMEs that use social media (Henry & Harte, 2012) (Mangold & Faulds, 2009) (Fosso Wamba & Carter, 2014) (Yuki, 2015) (Weinberg & Pehlivan, 2011).  Facebook is the largest and most used Social Media platform in the world and therefore it stands to reason that Facebook is the platform most businesses prefer to use, Facebook also has the most complete insights and metrics as to view the efficacy of a pages reach and engagement, vital factors to consider the efficency of increased brand awareness through Social Media (Krake, 2005) (Muhonen, et al., 2017) (Deghani & Tumer, 2015). 
[bookmark: _Toc513908217]2.8.5 Social Media Marketing
Whilst there is a current dearth of research on the efficacy of social media marketing, it cannot be disputed that the financial spend by organisations on social media marketing has incredible trajectory of growth that coincides with the initial growth of social media itself (Neti, 2011) (Evans, 2010) (Dahl, 2018) (Arora & Sanni, 2018) (Chung, et al., 2017).  The process of creating an advert on Facebook is extremely quick and it allows for the selection of demographic to a detailed level, such as age, gender and location.  As the advert can be reviewed and edited at any time and the amount of interactions and views of the advert to be observed, it is the ideal platform for SME’s to use for marketing purposes, especially as the user base is so large (Gatautis, et al., 2017) (Sulaiman, et al., 2017) (Bocconcelli, et al., 2017).

[bookmark: _Toc513908218]2.9 Conclusion
There is limited academic research on the effectiveness of SMEs usage of Social Media currently (Aral, et al., 2013) (Durkin, et al., 2013) (Jansen, et al., 2009) however this field of research is receiving more attention as Social Media plays a larger role in society.  Currently however, there is little substantive evidence on positive impact for SMEs using social media although there is a growing amount of empirical and anecdotal research.  There is also a dearth of research that focuses on the potential negative impact of a mismanaged Social Media presence for SMEs and currently no credible theoretical models of operations for Social Media presence of SMEs.  Whilst the field of study is relatively new, it’s potential importance is such that it will grow at a strong rate.  
Social Media is widely understood by the public and the importance of a Social Media presence and its potential benefits is clearly understood by SMEs and therefore its usage not just as a communicative tool but as an e-commerce opportunity, brand promotion and persona tool, customer relationship management platform, data collection tool and countless other uses.  The limitations of use that an SME can have for Social Media are only bound by the imagination and creativity of the SME (Derham, et al., 2011).  Gilmore, et al. (2001) states that SMEs cannot fully operate conventional marketing approaches due to the lack of financial resources in comparison to large companies and must therefore tailor their approach to operate within their resources.  Social Media provides SMEs with the potential of succesful, cost effective marketing strategies.


[bookmark: _Toc513908219]3.0 Chapter Three Methodology
The aim of this research project is to achieve the following objectives:
1. Identify for what purposes SME’s in the Self-Storage Industry use social media.
2. Evaluate the extent to which SME’s in the Self-Storage Industry use Facebook to increase brand awareness. 
3. Make appropriate recommendations from the findings for further research.

[bookmark: _Toc513908220]3.1 Research Paradigm
Establishing the correct research paradigm is crucial to the accuracy, efficiency and legitimacy of this research paper.  If the incorrect paradigm is used, the research design and approach will be ineffective and result in a lack of substantial or even relevant data.  To ensure that the correct research paradigm is selected, understanding how the data will be collected and analysed is paramount to the outcome of the study (Wahyuni, 2012) (Scotland, 2012) (Mackenzie & House, 2017).  The three paradigms considered for the project are Positivistic, Interpretivism and Phenomenology. 
[bookmark: _Toc513908221]3.1.1 Interpretivism 
Goldkhul (2012) states that the core idea of interpretivisim is that it must work with existing subjective meaning within the social world, further postulating that interpretivism must acknowledge, reconstruct and understand these subjective meanings.  Interpretivist research looks for the meaning behind motitves beahviours and actions of human actors (Whitley, 1984) (Boas, 1995) (Albrow, 1990).  Interpretivism presents methods of research that assume people’s understanding of reality is a social construct by human actors and therefore disregards methods of natural science (Chowdhury, 2014) (Eliaeson, 2002) (McIntosh, 1997).  Interpretivism is concerned not with creation of theory, but with refinement, evaluation and judgement of theory (Burrell & Morgan, 2005).  Due to its nature, interpretivism is a qualitative research paradigm as it deals with subjective matters and therefore data collection is primarily conducted with interviews (Kaplan & Maxwell, 1994) (Maxwell, 2004) (Myers, 1997).  The largest issue with all qualitative data is that it tends to be subjective data and subjective data is not fully reliable or valid as it is based it comes from lived experience and perspective of the human actor and therefore may not be completely true or may be exaggerated or understated (Perry, 1998) (Eisenhardt, 1989) (Merton, 1995).    
As the interpretivism research paradigm is more suited to refinement, evaluation and judgement of theories rather than that of theory creation, and this study is the first to break ground in this area, this research paradigm will not be fully effective. Whilst qualitative data collection is the desired and most reasonable approach to researching the chosen study, interpretivisms slants towards researching what has already been established and is deemed as an ineffective approach for this study. 

[bookmark: _Toc513908222]3.1.2 Positivism 
Positivists believe in an objective reality that can be researched completely objectively and therefore focuses on provable hypothesis rather than unproven theorems  (Aliyu, et al., 2014) (Hollis, 2004) (Scheffler, 2007) (Naslund, 2002) (Oliver, 1992) (Hume, 1993).  As it deals in absolutes, positivism tends to be a quantitative research paradigm, collecting data through closed, direct questions (Rorty, 2007).  This approach would hinder the research significantly as a broad understanding of the objectives is the goal of the research collection due to this study being the first on the topic at hand.  As the objectives seeks to understand motives and experiences of managers of self-storage companies, time and manpower constraints would hinder the progress of the study as the sample size would have to be much larger than that of a qualitative research paradigm to gain the same level of understanding.  Whilst there is a need for statistical understanding with relevancy towards the research project, for example how many SME’s within the self-storage industry use Facebook for promotion of brand awareness, it is first essential to discover and understand whether that is the primary purpose Facebook is used by the SME’s.  The need for objective and measurable data is obviously high but must be built upon the qualitative research so that it is correctly strategized.  Therefore, positivism is not an efficient nor acceptable research paradigm for this research study. 
The following table provides a simplistic, descriptive breakdown of the positivistic and phenomenological paradigms (Collis & Hussey, 2003).
Table 3.1 A Comparison of the Positivistic and Phenomenological Paradigms 
[image: ]
Source: Collis and Hussey (2003) Business research: A practical guide for undergraduate and post graduate student 2nd ed., p.55

[bookmark: _Toc513908223]3.1.3 Phenomenology 
A phenomenological paradigm has been selected for this study.  A Phenomenological research approach is necessary when a researcher wishes to better understand lived experiences of people related to the area of study.  As data will be collected by interviewing managers of Self-Storage SME’s, a phenomenological paradigm is apt as the interviewees shall be recalling their experience and offering their perspective on the issue, the data will therefore be subjective.  As Phenomenology is used to reveal meanings or impacts that are not easily observable from the surface of the chosen topic, the research design needs to accommodate that.  As this is the first foray into the research area, this research paradigm has been selected as it is felt that this has the best opportunity to create understanding and a balanced perspective of the research area (Groenewald, 2004) (Greene, 1997) (Holloway, 1997) (Kruger, 1988) (Kvale, 1996) (Robinson & Reed, 1998) (Langdridge, 2007) (Nakayama, 1994).  
[bookmark: _Toc513908224]3.2 Research Approach
The research approaches that were considered were an inductive or deductive approach.  A deductive approach, which can also be referred too as theory testing can allow research to form and develop theories and strategies (Saunders, et al., 2009) (Hyde, 2000) (Svensson, 2009).  Therefore, a deductive research approach needs to be applied to research with an existing theory and as there are no current published studies that investigate and report on the objectives of this report, the deductive approach is not appropriate.  Therefore, an inductive approach shall be adopted.  An inductive research approach, according to Hyde (2000), is a theory-building proccess which allows the researcher to find generalisations of the phenomenon that they are investigating.  As there is no existing relevant data or findings in this field of research, this study must establish correlation of data if any is to be found and the data could potentially be the foundation on which further research is carried out.  The inductive approach will enable the researcher the opportunity too form primary data into a theory of causality as many experiences of succesful and unsuccessful interactions with the chosen topic shall be collated and analysed (Thomas, 2006) (Fiss, 2011) (Tenenbaum, et al., 2006) (Spohn, 1990) (Tenenbaum, et al., 2011) (Siggelkow, 2007) (Yilmaz, 2013).  
[bookmark: _Toc513908225]3.3 Research Method
As semi-structured interviews will be conducted to collect the primary data needed, the research method employed will be qualitative.  Qualitative research tends to be exploratory data collection, which provides rich, subjective data.  Whilst it provides greater depth than the statistical and absolute approach of Quantitative data, Qualitative data tends to rely on peoples lived experiences or opinions and perspectives to provide data.  Therefore, questions on the reliability and validity of qualitative data must be present.  Qualitative data is best used in social areas, or in human lead fields that have a socio-cultural impact as the data type requires input from human actors (Liamputtong, 2009) (Hennick, et al., 2010) (Sofaer, 2002).  
Quantitative research is most effective when it deals in absolutes.  If the question requires a yes or no answer or another similarly direct answer where the content of the answer does not need to be analysed for meaning, then quantitative research is needed.  The data collected tends to be statistically analysed as the methods of data collection tends to be surveys and questionnaires.  Therefore, quantitative date is limited in its approach too theory building as it does not aim to build a nuanced understanding of a new field of research but a statistical, concrete understanding through clear and direct answers.  A major advantage of deploying a quantitative research method is that the analyses requires limited interpretation as it tends to be completely statistical.  Therefore analysis of quantitative data, with software and platforms available, is much more time efficient than that of qualitative data which requires keen interpretation and analytical skills and most of all time (Babbie, 2010) (Muijs, 2010) (Watson, 2015) (Singh, 2007) (McNabb, 2008).   
[bookmark: _Toc513908226]3.4 Research Design 
[bookmark: _Toc513908227]3.4.1 Semi-structured interviews
As the research is mostly concerned with establishing a foundation of data in a new field of study, perspectives and experiences of those dealing with the research area are key to building a basis of understanding of the research area.  Semi-structured interviews will be utilised as to ensure the research project will be able to collect relevant and rich, extensive data from subjects that have first hand experience of the research topic and unique perspectives formed through that experience.  The interview questions must be open questions that invite dialogue and as they are semi-structured interviews, the interviewer must be capable of manoeuvring the interview to follow areas of interest should they arise. The data received will be rich and subjective (Galletta, 2013) (Diefenbach, 2009) (Barriball, 1994) (Irvine, et al., 2013) (Gordon, 1975).  If the interviews were rigidly structured and did not afford the researcher, the flexibility to pursue a new line of questioning should a topic of significance arise during an interview then it would impede the desired data collection process. Semi-structured interviews allow the researcher and the participant to build rapport and through the rapport a level of trust, therefore this method of qualitative data collection has been selected for not only the viability of application but also the credibility of the data collection. (Brannen, 2005) (Anderson, 2010) (Bryman, et al., 2008) (Kelle, 2006).  This study will be a mono-method study, as the researcher feels that due to the time constraints and depth of the potential research, limiting the research to one method will enable the researcher to fully focus on one data rich area.  

[bookmark: _Toc513908228]3.4.2 Rejected Research Methods
Focus groups were initially considered but ultimately rejected as the method was deemed impractical. As perspectives were needed from multiple participants with relevant positions and experiences within the Self-Storage Industry, scheduling a focus group of the participants required would have been an unattainable goal as the participants would have needed to willingly volunteer their time for no reward.  Also, the disadvantages of focus groups ensured that this research method was not selected.  Focus groups are open discussions lead by the researcher where participants are invited to contribute their opinions on selected topics, however as they are asked to do so in a shared environment, participants may embellish the truth through bravado, may exaggerate due to being surrounded by peers and direct competition or may not feel comfortable expressing themselves (Sutton & Austin, 2015) (Gill, et al., 2008) (Kitzinger, 1995) (Malterud, 2001).  
Surveys had been considered during the research design process but also rejected as the researcher felt that although surveys provided qualitative data, as they do not afford the researcher the opportunity to follow a line of questioning based on results discovered, that surveys may impact the depth and quality of the qualitative research.  Surveys are rigidly structured and as this research shall be the first of its kind there may be themes and patterns arising during the data collection that surveys will not allow the researcher to follow up on as the questions are set ahead of time (Fricker & Schonlau, 2002) (Wright, 2005) (Blair, et al., 2013).

[bookmark: _Toc513908229]3.4.2 Sample Size
The chosen participants for this project will have first-hand experience with the research topic and will be chosen to fulfil this purpose which is a method of selecting a sample is known as purposive sampling.  Purposive sampling is a deliberate process of participant selection who will have the ability to provide the necessary data (Padgett, 2010) (Guest, et al., 2006) (Guarte & Barrios, 2006) (Teddlie & Yu, 2007).  The method of data collection is a rich data method, therefore requiring a great deal of time to analyse and collect.  As there are time restraints on the research project, a sample size of four has been selected.  This should give the research project the necessary breadth and depth of data to form an initial understanding of the topic.  The hope of the sample size is that it is large enough to create a saturation of data, enabling the analyses stage of the research project to fully engage with aspects of the research project discovered due to the sampling method and size (Saunders, et al., 2017) (Fusch & Ness, 2015) (Mason, 2010). 
[bookmark: _Toc513908230]3.5 Credibility and Validity
The evaluation of quality information is its credibility (Colepicolo, 2015).  Credibility in these terms has the main criteria of accuracy, believability, reliability and truthfulness (Kim, 2010) (Lim, 2013).  The largest issue facing this research project is the credibility of data collected.  As the participants of this study will be speaking freely and giving subjective answers to open questions, the honesty of the reality to which they speak is crucial to the accuracy of the data analysation.  If one participant offers an answer that is artfully untruthful, the interviewer may be totally unaware of an answer that is lacking in credibility.  Alternatively, if a participant offers an answer based on an experience they themselves have not lived then the data will not be reliable.  The truthfulness as too which the answers are provided are crucial to the outcome of the study.  To ensure the reliability of this project, the interviewer must be unbiased, consistent and operate with integrity.  Whether the study is reliable should be shown with some level of correlation within the data, as a reliable study should be able to reproduce similar outcomes, in this instance either comments or answers within the semi-structured interviews (Swanson, 2014) (Cronbach, 1947) (Drost, 2011).
The validity of the answers during the data collection process is also crucial to the success of the study.  If answers are found to not hold the desired validity, then the findings cannot possibly be cogent and the hoped-for foundation of knowledge in this area shall not be achieved.  Also, if the analysis of the data collected is not deemed to hold validity then the study fails to provide any credible research in the chosen area.  The analysis must be logically concluded and must not exaggerate findings to suit a narrative.  The data collected must be objectively analysed with no pre-conceived bias of direction of analysis.  For example, the data must not be analysed with the intent to prove one idea, it must be analysed and from that analysis the idea maybe supported (Wainer & Braun, 1988) (Messick, 1995) (McKillip & Cox, 1998). 
[bookmark: _Toc513908231]3.6 Analysis of Findings
The data shall be analysed using conventional content analysis as the nature of the projects data collection provides rich, subjective data it must be interpreted. During the analysis, the data after it has been audio recorded and then transcribed via word processor, will be analysed for key words to identify any themes within the data sets.  From these occurrences of correlation, understanding of the topic can be formed.  If there are to be no linking key words, approaches or themes then that itself is useful data.  As the intention of this research project is to begin gaining a foundation of knowledge and understanding of the chosen topic rather than proving or disproving a theory, it could be argued all relevant data to the topic provided by participants is vital as if the data collection was repeated to a larger sample size, themes that did not occur in this study may appear in others.  Therefore, it is vital that the words are transcribed verbatim and not selectively edited during the word processing event.  The data collected will be relevant to the objectives of the research study and therefore will be analysed with the intention of establishing whether or not these objectives have been achieved. 
[bookmark: _Toc513908232]3.7 Limitations of study
The largest limitation of this study is that due to the time constraint and the need for theory building, qualitative data, the sample size is four.  Ideally, with more time allowance, the sample size would be 16-20 to ensure data saturation and ensure any causality and correlation is truly spotted rather than coincidentally found.  Also, the more data the greater the foundation for recommendations and for theories to be further studied.  The use of quantitative data after the analysis and presentation of the qualitative data to either prove or disprove any assumptions made from this study would be ideal.  If time allowed for such an approach then the reliability and validity of the qualitative research could be tested by the quantitative data, but as there is currently no quantitative data on the topic of the research project then the reliability and validity of this research project will be unknown until the quantitative data either backs the findings of this project or disagrees with it. 


[bookmark: _Toc513908233][bookmark: _Toc513487794]Chapter Four
[bookmark: _Toc513908234]4.1 Introduction
This chapter aims to complete the following objective:
To evaluate the findings to discover conclusions that may be able to inform theory and provide recommendations based on the conclusions.
The data collected through the semi-structured interview process will be examined and discussed within this chapter. 
[bookmark: _Toc513487795][bookmark: _Toc513908235]4.2 Analysis of Results
As detailed in chapter three, semi-structured interviews were the mono-method of data collection selected for this research project as they allow the respondents the opportunity to express their experience, perspective, opinion and feelings of social media usage by SME’s within the self-storage industry and the use of Facebook for SME’s brand awareness.  The semi-structured were designed from the basis of the research discovered in the literature review process.  The findings of this process are presented in two main sections, firstly a detailed description of the characteristics of the participants which is then followed by a summary of key findings from the main topics.  
The approach to analyse the findings that will be used is that of the narrative approach.  This approach establishes the running narrative and themes within collected qualitative data, discovering all correlation and opposing views (Riessman, 1993) (Duque, 2009). 
[bookmark: _Toc513487796][bookmark: _Toc513908236]4.3 Characteristics of Participants
The sample of participants were males, with no female representation.  This indicates that the local Self-Storage industry is male led, as each of the participants held a management position.  Therefore, the sample if solely judged on gender is not diverse. However, the age range of the sample is from 31 to 58, which is a large disparity between ages and therefore perspectives, attitudes and adoption of social media. 
Each of the participants have had a varied work background and there were experience levels within the self-storage industry of from just under a year to over twelve years.  This shows us that each participant has a good working knowledge of the industry and practices within it and shows us that they understand marketing practices as they have held management positions. 
Each of the participants worked for a self-storage company within the south Wales area, the youngest of the companies was under a year and the eldest founded company was over 20 years.
[bookmark: _Toc513487797][bookmark: _Toc513908237]4.4 Main Findings
[bookmark: _Toc513487798][bookmark: _Toc513908238]4.4.1 Experience of Social Media for Business
Three of the four participants answered that they have a good deal of social media usage for business, with participant two being the only participant to state that their experience levels of social media are low:
“I haven’t got much experience with social media and I don’t even use Facebook or anything personally if I can help it” 
Participant Two however did go on to reveal that they had enough knowledge of social media to create a business page for the company he currently works for:
“We have a business page that I set up but to be honest I don’t really find the time to do it so it hasn’t been touched since last year, given up on it really” 


[bookmark: _Toc513487799][bookmark: _Toc513908239]4.4.2 Opinions of Social Media Usage for SME’s 
All participants answered that they believe that there were positive aspects of SME’s using social media.  Each participant had an awareness of what the benefits of using social media for SME’s could be, contingent on if the SME applied itself to social media.  Recognition of social medias potential to increase awareness of the SME using it was almost wholly discovered, with it social media being viewed as a necessity by one participant and as an opportunity to further awareness of a company or brand by the rest of the participants.   
“Um…I suppose overall, I have got to say its positive and it can help so many businesses like there are some out there that I see on Instagram and I’m like wow they are just nailing it, like it all seems really fresh and the content that they post just makes total sense you know? Like some companies out there manage to like to have a full Instagram feed that just looks cool and it’s like totally identifiable as that brand or this brand what have you…” 
“…but I can see that there would be benefits of it of course because then customers have more of a voice and it obviously works for some companies” 
“Well it’s like everything in life isn’t it, if you want it to be good and get you things you have to put the effort in, you’ve got to work for things if you want them.  That small and medium and one-man bands have the chance these days to go viral or to have a massive following for the way they handle themselves publicly online is huge! If companies get negative outcomes from social media, then they should have done their homework.  I haven’t seen one story or situation with an SME that faced backlash where I haven’t just thought ah that situation is easy to deal with, they just need to make sure they are never in that situation by acting like this or seeming patronising or what have you.  Facebook has around 2 billion users don’t they so having the opportunity as a one-man band or a small company, to access that user figure for free is incredible. You just have to put in the time and the effort to make it work for you, think about your goal and then plan on how you will get there” 
“If you are an SME you need social media, if you are in an industry like self-storage, it may be the end of you if you don’t have it or at least a strong on-line presence.” 
The theme of importance of a social media presence for SME’s in terms of its business value was quickly established and supports the findings of Stockdale, et al. (2012) and Lacho & Marinello, (2010) who both declared that social media had the potential of having a strong impact in increase of business value creation.
The answers were not wholly supportive of the positive aspects however, a theme of concern or awareness of a potentially negative outcome of social media usage for SME’s arose.  There was awareness from participants that having a social media presence but rarely posting content or posting content that is deemed unengaging can be damaging for an SME and rather than creating positive promotion opportunities can create a vision of the brand that hurts the company. The relevancy of social media for self-storage companies was also questioned as a participant believed that social media was only effective for SME’s if the SME was in certain fields with visual products. 
“some though, they just don’t get it you know? Like some small businesses especially are like just antiquated in their approach and their stuff just looks awful, like people don’t want to see bland stuff that won’t excite them and make them want to engage” 
“I think it depends on the business doesn’t it? Clothes companies and restaurants and stuff that people like seeing must do well off it but I don’t honestly think that that many people would be interested in a self-storage company on Facebook would they?” 
“there’s nothing worse than having a page up and never posting, just looks awful!” 
“Yeah there’s negatives, like there’s always bad things with any good thing isn’t there.  You get a lot of numpties on social media just as you do in life, people who just have to say something even If there is no truth or substance to it, you will always get that person who gives you 1 star because it rained the day he came to your business or that 1 star review because the customer in line before them had B.O or something infuriating like that, but the biggest negative to be wary of is the wat that you speak to customers!” 
These results are in-line with the findings of the literature review, as it supports current theories of the potential negative aspects of using social media as an SME, such as Cant (2016) proposing that unengaging and infrequent posting of content or bland content can have a negative impact on the brand image of an SME, which is supported by the work of Pentina, et al. (2012) Devereux, et al. (2017) and Keegan & Rowley (2017).  The importance placed on the frustration of negative reviews, even though they may not be credible, is supportive of the findings of Derham, et al. (2011) who claims negative reviews have the potential to have a largely negative impact on revenue, brand perception and business creation.
[bookmark: _Toc513487800][bookmark: _Toc513908240]4.4.3 Types of Social Media
There are many types of social media available for SME’s to use as a platform for business, with six of the most popular used platforms described within the literature review.  The choice of social media used by SME’s reflected the usage rate of the social media as there was a dominant answer in this topic, as every participant stated that they have created Facebook business pages for an SME, also there was a trend of referring to the usage of Facebook as a given and a trend of thought that if a person has a social media account on a platform such as Instagram or Twitter that they will also have a Facebook Account.
There was a unanimous answer from the participants as they all have experience of using Facebook within their roles.  Whilst participant one used Instagram as well as Facebook, the only other participant to use another type of social media was participant three who had used LinkedIn and Twitter but only for a short period, with participants noting that Facebook is more valuable to the companies as LinkedIn and Twitter are more niche than Facebook.  As Facebook has such a dominant market share of social networking sites, the approach adopted by all participants is focused towards usage rates of the platforms, with the participants wanting to achieve maximum exposure without having to have multiple social media presences.  Demographics of each social networking site were not discussed as the overarching opinion was that someone with a social media account will have a Facebook also, such is the perceived dominance of Facebook by the participants.  
The choice’s made by the participants included only four social networking sites, and although there has been importance placed on the potential positive effect social media can have on an SME, the approach is not diverse in terms of the types of social media used.  No participant stated usage of Pinterest or Snapchat, and although one participant did state usage of Snapchat the prevailing belief of that participant arrived at through the personal usage is that the platform would be completely ineffective for the company the participant represented. It is worth noting that the participants dismissal of Snapchat was the only demographically charged dismissal of a platform, as there was a consensus of users of social media also having a Facebook account.
“I don’t use them all, I hate LinkedIn and Twitter because they just seem like wastes of time in truth, Facebook and Instagram are the only one’s worth doing anything with.” 
“We have a Facebook business page that I set up” 
“We also had a LinkedIn button and a Twitter, we tried LinkedIn but it just seemed overly complicated and who just has LinkedIn and not Facebook? Twitter I put effort into for probably a week (laughs), again I stopped using it for the same reason.  We should probably do Instagram but yet again, who has just Instagram and not Facebook?” 
“I don’t think there’s any need for Store-It Mobile to have more than a Facebook, I also don’t think that I would update anything more than Facebook regularly because I think I’ll just forget too” 
This is in-line with the findings of effective usage of social media by SME’s (Öztamur & Karakadılar, 2014) who states that an SME should carefully consider the correct platform for its business presence on social media as too meet the needed demographic, a claim supported by Dolan & Goodman (2017) and Ramanathan, et al. (2017), however the participants did not seem to be focused on demographics of each social networking site rather focusing on the mass appeal of Facebook.  The choice of social networking sites for maximum exposure is reflective of the usage numbers of social media platforms by SME’s (YouGov, 2011) (Ainin, et al., 2015).  
A theme of negative perceptions of the usage of Twitter and LinkedIn for business occurred.  The reasoning behind the negative perception over Twitter and LinkedIn was due to participants holding the shared belief that users of smaller social media sites would also have a use Facebook, a belief in-line with recently collected data from Smith & Anderson (2018):
“Not massively really like some people may use LinkedIn or Twitter or Snapchat but if they do they will all use Facebook as well.” 
“I know there’s more than just Facebook but if that’s the one that everyone talks about then its probably the one that people like and use the most.” 
“who just has LinkedIn and not Facebook? Twitter I put effort into for probably a week (laughs), again I stopped using it for the same reason.  We should probably do Instagram but yet again, who has just Instagram and not Facebook? No one I know anyway” 
“if all of a sudden Snapchat turns into something much bigger than Facebook, then obviously I’ll start using it as soon as it shows signs of doing so, but so far Facebook seems to be the logical choice and I don’t see the point in showing people what they have already seen on Facebook on Twitter or something too.” “everyone and their grandmother is on Facebook.  If your going to put time and hard work and thought into building up a social media presence then you absolutely have to use Facebook, that one is not optional, Instagram and Twitter and whatever else, they are optional.  If you have a social media account, then you have a Facebook account.” 

[bookmark: _Toc513487801][bookmark: _Toc513908241]4.4.4 Reasons for Using Social Media
4.4.4.1 Customer Engagement
Each participant noted that there are benefits to the customers having a platform for their voices to be heard.  Participants also discussed the benefits of engaging with long-term unengaged customers and the increased customer relationship that they have experienced.  The opportunity for customers to be able to approach any situation with the participants was also a noted benefit.  All participants were supportive of the positives about customer engagement as a reason for using social media, with one participant noting that the trust that can be built will help deepen the relationship between consumer and company.  Customer engagement that can be effectively reviewed through tracking who interacts with posts by the SME was also highlighted as a positive as one participant noted that they have customers that continually interact with their posts.  Communication with customers that perhaps may be too anxious or busy to do so in person was also noted as a positive of using social media for increased customer engagement as an online community can be cultivated.  As discussed in chapter two, theory currently suggests that social media usage can deepen brand to customer relationships (Murdough, 2009) which is supported by all of the participants as they all answered positively, the participants all answered that social media aides customer engagement:  
“We have one or two customers that like and comment on every single post that we do which is really great to see for us, customer service is our top priority so being able to have a platform that enables that can only be a positive” 
“I can see that there would be benefits of it of course because then customers have more of a voice and it obviously works for some companies” 
“Ah yeah definitely, like I said earlier we’ve been directed to just talk to people on their level, so we just try and match their energy and mirror them as much as possible to build a quick relationship with them, its also enabled us to hear true opinion because some people don’t like complaining face-to-face or maybe even asking certain questions but they can inbox us with no anxiety or whatever so people who would normally never bother have a way to chat to us without chatting” 
“Well I honestly believe it’s the best way too do it, if you can get your company sounding like it has one voice, and looking like it has one face, whether that’s human or logo, then I think people will trust you more.” “the odd thing about self-storage is that you can have a customer that comes in every single day, be here for years and never see their face.  They could feel really connected to the company, sing your praises to their friends and that, and never speak to them. So we put posters up announcing we now have free Wi-Fi on the entire site and a “like us on Facebook” bit on them and we saw not only our followers grow but people physically coming into us in the reception, people who never normally do, saying they liked the page and gave us a review and stuff like that”
This supports current theory and research that shows and suggests that customer engagement is aided by the use of social media (Vohra & Bhardwaj, 2016) (Musa, et al., 2016) (Ainin, et al., 2015) (Beckinsale, 2017) (Whiting, et al., 2017).  An increase of customer engagement as found by, Mamun, et al. (2017), Mazzarol (2015) and Resnick (2016) can lead to an increased perception of the brand, higher revenue and an increase in customer loyalty and retention.  Increased positive word of mouth on social media that can be achieved through positive results of customer engagement can be viewed by many people on their timelines and news feed and that could potentially lead to increased business creation and sales opportunities according to Atanassova & Clark (2015) and Karimi & Naghibi (2015).
Participant Two showed concern of there being negative impacts on the company’s online reputation if customers were not responded to in a prompt fashion and that it may negatively impact customer engagement:
“I only have 3 staff on site here and I’ve thought in the past if its my day off or I’m on holiday or sleeping or something do I want a customer messaging the page and me having to answer it quickly or they get annoyed and then leave us bad reviews” 
All participants acknowledged that there are negative or limiting aspects of using social media that may affect customer engagement:
“Well I suppose it’s because there’s trust involved then like its just words on a screen if you talk on Facebook or something isn’t it?  I would prefer to speak face to face with someone in a stressful situation because you can read them better” 
“Well that’s one of the things that scared me off with it in the first place, I only have 3 staff on site here and I’ve thought in the past if its my day off or I’m on holiday or sleeping or something do I want a customer messaging the page and me having to answer it quickly or they get annoyed and then leave us bad reviews” 
“If you have an owner with an ego or an attitude problem and they get some negative feedback they might kick off and start insulting the customer and some of them are just insane! I get it though, if you put your heart and soul and your money into your business and someone just slates you publicly it’s not a fun thing to experience”
“Yeah there’s negatives, like there’s always bad things with any good thing isn’t there.  You get a lot of numpties on social media just as you do in life, people who just have to say something even If there is no truth or substance to it, you will always get that person who gives you 1 star because it rained the day he came to your business or that 1 star review because the customer in line before them had B.O or something infuriating like that, but the biggest negative to be wary of is the way that you speak to customers! I find if I mirror someone, they are much warmer to the idea of speaking to me than if I address them as MRS or Sir” 
The awareness of the potential for negative impacts on a company’s engagement with its customers through a social media presence backs up research of the same theory by Hofman-Kohlmeyer (2017), Schwaiger, et al. (2017) and Michaelidoua, et al. (2011).  Beckers, et al. (2018) discovered that negative comments on social media are more damaging than negative offline word of mouth.  Whilst participant four noted anecdotal success of employing a mirroring tactic whilst engaging customers to ensure a positive outcome, research by De Keyzer (2017) however has found that this tactic has no signifcant impact on customer engagement results.
4.4.4.2 Lead Generation

The majority of the participants reported that they believed social media led to an increase of lead generation.  One participant actively monitored social media for leads and lead conversion, stating that roughly half of all leads and lead conversion was attained through the usage of social media.  Another participant remarkerd that there was an increase of ten percent in their occupancy rate and directly attributed it towards the usage of social media.  A theme of belief that social media led to higher leads was established with these findings:
“Well our occupancy rate is up 10% on this time last year, we didn’t have a Facebook page that was actually used until June of last year so whether that’s why we are doing better or if it’s because we are actively focused and motivated on doing better I’m not sure,  it’s hard to know really because most of our enquiries are through the door, people want to come and see the place before they think of storing here so we very rarely get Facebook or Instagram enquiries like on the actual pages so I have just been looking at the new likes on the page each week and we tend to have three to four of those quite consistently so maybe that’s where the business was generated” 
“We don’t have many followers, just over 300 last time I checked, which was probably an hour ago, but at least half of the business we get are from the adverts we have on there I believe” 
“yeah, I believe it has, a lot.  We have like a community now and from that people probably feel a bit of loyalty to us when it comes time to needing something that we offer. Or they’ve seen our ads or content and its piqued their interest, all enquiries aren’t successful for us obviously, but being able to get more of them will boost our revenue. The larger the audience we have on Facebook, if it’s paid for through the adverts or our organic audience, the more enquiries that we receive.” 
As shown by research conducted by He & Negahban (2017) customer engament through the medium of social media leads to an increase in growth of an SME’s online community and in turn its customer base through the generation of leads.  A large goal and reason of usage of social media by SME’s is an increase in leads and business value creation potential.  An SME has a fair expectation of increased lead generation if they have an effective social media presence (Mangold & Faulds, 2009) (Mazzarol, 2015) (Scuotto, et al., 2017), which is mostly supported though not unanimously by the participants experience and perspective.  The level of correlation with the existing academic literature and strength of conviction of the participants answers show that the use of social media for the pursuit of lead generation. 
However, participant two had a different opinion on the topic:
“No, we barely had any followers, so people wouldn’t know about it I don’t think, I got a Facebook button put on the website but if they are on the website they have all the info, so I don’t know why they would bother to go the Facebook page as well” 
This perspective is in line with research conducted by Nakara, et al. (2012) which shows many SME owner and operators doubt the efficacy of social media for its marketing effectiveness, credibility and viability.  This can be countered however with further understanding of social media and its metrics which are available to all operators of business pages on each of the mentioned platforms as the effectiveness of each campaign can be witnessed in real time (McCann & Barlow, 2015) .


4.4.4.3 Customer Relationship Management

The participants placed less importance on the topic of customer relationship management as a usage of social media within their industry as they believed that due to the nature of the industry, customers would prefer and will continue to prefer dealing with matters of concern in regards to their storage face to face as often the queries or discussions are of a sensitive nature due to the sentimental attachment to the goods stored.  Most participants contributed perspectives on customer relationship management via social media, however it is not presented as a priority of usage for any of the participants who put forward a perspective.	
“Yeah but to be fair we have only had customer service interactions with one or two disgruntled customers, we have really strong customer relationships in house and people tend to either prefer to call us up or too pop in when they are accessing their stuff” 
“customers here tend to have sentimental more than costly goods stored with us so it means more to them, so they seem to want to have queries dealt with face to face in all honesty” 
“Ah yeah definitely, like I said earlier we’ve been directed to just talk to people on their level, so we just try and match their energy and mirror them as much as possible to build a quick relationship with them, its also enabled us to hear true opinion because some people don’t like complaining face-to-face or maybe even asking certain questions but they can inbox us with no anxiety or whatever so people who would normally never bother have a way to chat to us without chatting” 
The literature review process discovered that there are currently no tested and researched social customer relationship management theories or models for SME’s too adopt and follow and therefore each SME must operate without proven successful approaches, but either develop their own or adopt anecdotally successful approaches (Choudhury & Harrigan, 2014) (Baird & Parasnis, 2011) (Orenga-Roglá & Chalmeta, 2016) (Wongsansukcharoen, et al., 2013).  As such, there was not an expectation of correlation of opinion on the usage of social media for the application customer relationship management as too little is known about the topic to establish one.  
As there are currently no tested, researched or proposed customer relationship management strategies models or theories for social media usage application by SME’s, these finding could provide a basis for further research.
4.4.4.4 Using Facebook to Raise Brand Awareness
Three of the four participants believe Facebook greatly increases a brands awareness, with two of the three participants being extremely supportive of the effect on brand awareness Facebook has on a business.  The reasoning for the support of using Facebook to increase brand awareness is that it helps create a brand identity that is easily identifialbe by consumers, the extra exposure that Facebook can create for the brand and finally that in the current business climate it seen as a neccessity by one participant for an SME too have a Facebook business page.  As the majority of participants placed a large importance on the usage for social media, it is a clear benefit to the participants that brand awareness stems from using social media, making it a key reason of usage of socia media for SME’s:
“branding and consistency which I think is key, like I haven’t designed a list of credentials for what a post must have but I do have personal parameters of what they must be like, like its not so much a design as a feel, the page should seem like its one voice if that’s clear to you?” (Participant One)
“Massively! Even when people see our signs they contact us through the internet in some way, either through Facebook or through our website, so it’s huge to us that we have that presence there in my opinion because with something like self-storage, something that the larger public seems mostly unaware of, people would have no knowledge of the brand unless we plastered it all over the tele and that’s far too expensive.  We have a brand image that we are clearly pushing and through social media you can push that brand image as much as you want really, we have the opportunity through Facebook and Facebook ads that allows us to push to huge audiences if we work hard enough” 
“They go hand in hand.  If you are an SME you need social media, if you are in an industry like self-storage, it may be the end of you if you don’t have it or at least a strong on-line presence” 
Participant two places no importance on branding, stating:
“Making the company a brand isn’t something that we are consciously aiming to do or anything, I just want myself and the staff to be as nice to customers as possible…” 
The academic literature review discovered that there is a consensus that a key benefit of using social media for SME’s is a rise in brand awareness (Henry & Harte, 2012) (Yuki, 2015) (Weinberg & Pehlivan, 2011) (Fosso Wamba & Carter, 2014), which is clearly echoed in participant three’s answer.  The usage of Facebook	 in particular for an increase in brand awareness not only shows direct correlation to the academic research (Sulaiman, et al., 2017) (Johnson, 2017) is a logical choice due to user base being much larger than any other social media platform and as an SME it is understandable that an approach that creates maximum exposure to the largest possible demographic is adopted.  Participants one and three works within a formed strategy and that has reaped positive result that back up Srinivasan, et al. (2016) who states following a pre-determined strategy of social media operation is far more succesful than operating under an improvised approach:
“Interviewer: It is, are you aiming for content to be easily recognisable as Store-It?
Participant One: Yeah that’s the right way to put it I suppose, when your mate posts something you know it’s your mate even if you didn’t see the name or picture because it just sounds like you mate and that’s the way I want our page to come across really” 
“Well I think it’s less about engaging content in truth, I don’t imagine anyone would come to our page because there are memes or banter or something like that but only if they have a genuine interest or need for storage space, I think it’s about continuing the good work that we are doing with the branded content and making sure our content is relevant and of a high quality, along with it conveying the process in a simple way.” 
The participants positive impressions of Facebook business pages is understandable and also in-line with current academic literature as according too Schivinski & Dabrowski (2015) and Sakas, et al. (2015), Facebook is the most user friendly social media platform in terms of reveiwable metrics, to understand the interactions and reach a post has attained and how effective the content posted has been.   

As all participants have seen the value of creating a Facebook business page with it being the only social networking site used by all and that the majority of participants are focused on increasing brand awareness through the platform, the theories of Facebook being the most commonly used social networking site and brand awareness being a key benefit of SME’s using social media have been proved within the bounds of this study. 
4.4.4.5 Perspective on Social Media Marketing
Whilst there is currently very little research on the effectiveness of social media marketing for SME’s, all participants indicated that they would use Facebook or other social networking sites for marketing if the need or opportunity arose. Participant two, for example said the following:
“if we are on Google and paying to be advertised on there then that’s probably enough, if all of a sudden we went really quiet and nothing had changed with Google or with the website then I suppose I would be more proactive” 
As there is currently no business need due to a high level of occupancy at the site, participant two feels no need to market the business to a higher level than Google AdWords promoting the company’s website. 
Participant four would ideally promote his company on social media but reluctance of business growth on the owner’s behalf has so far made that unfeasible:
“Yeah, I would have more paid advertisements.  Posting the odd advert on my page for our services, maybe once a week” 
Participant three however is currently in the process of researching the efficacy of social media marketing to design a strategy for a future campaign, which according to Srinivasan, et al. (2016) who claim that social media marketing strategy rather than a improvised approach to social media marketing greatly improves the success of an SME’s marketing endeavours:
“We are about to take social media a lot more seriously, in terms of advertising and that, because we’ve been here for a bit now so we are in a financial position to advertise and expand a bit so building that follower base will be key and I just don’t rate old media, you get more for less with social media I think” 
Participant one has experience of using other media for advertising and prefers social media:
“the radio ad was an ordeal that I really don’t want to go through again to be honest I don’t think that it was that effective either because when you do a Facebook or Instagram post and promote it you can design the ad and upload it and then set your demographics and then select a budget and put how many days you want it up for and then not only will loads of people see it they just have to click one button to call you up and compared to the radio where they are probably in the car and then they have to remember the name of the company or the number to call whilst they are driving or whatever it just doesn’t seem as valuable to me really” 
There are currently no studies or research papers that compare Radio advertising with social media advertising, or other old media as it is hard to qualify the results broadly.  SME’s will either already currently rely on social media or will soon rely on social media for the large majority of their marketing strategies, as it can be low cost and completely malleable mid marketing campaign and therefore as it is more flexible with the theoretical potential reach of the user base of each social networking site used (Kirtişa & Karahan, 2011) (Geho & Dangelo, 2012) (Mahony, et al., 2017).


[bookmark: _Toc513908242]5. Chapter Five Conclusion and Recommendations
[bookmark: _Toc513908243]5.1 Introduction 
The use of social media by SME’s is a relatively new practice, as such there has currently been little academic research within the topic area, upholding the necessity of this research topic. A summary of the research findings shall provide an overview of the study and will discuss whether the research objectives have been met adequately, which will then be concluded with recommendations for future research within this topic area.
[bookmark: _Toc513908244]5.2 Summary of Findings
The aim of this study was to achieve three objectives:
1. Identify for what purposes SME’s in the Self-Storage Industry use social media.
2. Evaluate the extent to which SME’s in the Self-Storage Industry use Facebook to increase brand awareness.
3. Make appropriate recommendations from the findings for further research.
The data collected from the research has directly aligned with the first two objectives and an overview of analysis of each will be provided below with the third being achieved in section 5.5 of this chapter. 
[bookmark: _Toc513908245]5.3 Objective One - Identify the purposes SME’s in the Self-Storage Industry use social media 
The academic literature reviewed in chapter two allowed the researcher to further understand the potential reasons of usage of social media for SME’s within the Self-Storage Industry. The literature review revealed the main motivations for SME’s to use social media as a business platform.  These reasons were positively reinforced by the participants statements during the semi-structured interviews.
[bookmark: _Toc513908246]5.3.1 Increased Customer Engagement
One of the main motivations presented in the literature review for using social media for SME’s was an increase in customer engagement.  The research found that the participants were aware of the benefits provided by increased customer engagement through the usage of social media however one participant believed that it was more likely to help businesses that provided more exciting products or services than offered by the Self-Storage Industry, a belief that coincides with the work of Oji, et al. (2017).  The research analysed, from the data collection method of semi-structured interviews directly supports current academic theories of increased customer engagement achieved through the aid of the application of social media as shown in chapter two, the literature review. 
Whilst all participants agreed that an increase of customer engagement was a motivation to use social media, they all also had concerns that there could be negative outcomes of the application social media.  For example, one participant highlighted a concern of response time potentially leading to negative reviews of the business on a social media platform.  Negative reviews are looked at when a customer is considering purchasing a product or engaging a service which makes this a serious issue for SME’s.  Concern over negative reviews is shown as barrier to entry of SME’s to adoption of social media which is in-line with findings of the same nature by (Michaelidou, et al., 2011) (Fernández-Esquinas, et al., 2017).
[bookmark: _Toc513908247]5.3.2 Lead Generation
Three of the four participants currently have active business social media presences, and all indicated that there has been an increase of leads due to the use social media.  One participant states that roughly half of the business acquired is directly linked to the usage of the businesses Facebook page and through monitoring the metrics available through Facebook has evidence of lead generation through the platform.  A theme arose on the topic lead generation, the participants show a strong agreement with research found within the literature review.  The participant who does not currently have an active business page however doubts the efficacy of social media for lead generation, which is supported by research; there are doubts by owner-operators on the efficacy of social media for credible, viable and effective marketing.  These doubts however can be assuaged with training or understanding of social media for business as shown by the work of McCann & Barlow (2015) and Bocconcelli, et al. (2017)
[bookmark: _Toc513908248]5.3.3 Social Customer Relationship Management
There are as discovered in the academic literature reviewed, no current tested or researched social customer relationship management models or theories for SME’s and therefore an expectation of no correlation between the respondents was anticipated as they have no set path to follow.  One participant worked towards a strategy of mirroring customers during interactions to help breed positive results with anecdotal evidence provided of it operating successfully, although that method had showed no significant success in relation to current academic research.  Whilst the participants believed that there was some benefit of customer relationship management through social media, it was not a priority for any of the participants. Further academic research is required to substantiate links to social customer relationship management models that are based off of traditional academic models and theories. 
[bookmark: _Toc513908249]5.3.4 Social Media Marketing
Minimal academic research was collated on the success of social media marketing for SME’s as it is a relatively new field of study. All participants stated willingness to use social media to market their companies, if the need to increase visibility of marketing campaigns were to arise. One participant has experience of radio advertising and stated the belief of social media marketing would be not only more time and cost effective but more successful and would prefer to use social media over radio for future campaigns as the participant can see in real time how many potential customers have viewed and interacted with the adverts.  The prevailing academic thought on social media marketing for SME’s is that if SME’s do not currently rely on social media for the majority of marketing needs, SME’s soon will.  		
[bookmark: _Toc513908250]5.3.5 Conclusion of Objective One	
Many benefits of social media for SME’s were voiced by the participants during the semi-structured interviews, leading to the conclusion of objective one is that SME’s use social media to produce opportunities of increased customer engagement, as an avenue of lead generation, a tool for customer relationship management and as an option of marketing.  Increasing brand awareness is also a major benefit stated during the semi-structured interviews and will be discussed in section 5.4.  
Correlation was achieved with the data collected during the primary research that when collated with the secondary research, shows the emergence of the themes that lead to the established purposes of social media for SME’s, therefore objective one was met.   
[bookmark: _Toc513908251]5.4 Objective Two - Evaluate the extent to which SME’s in the Self-Storage Industry use Facebook to increase brand awareness 
Facebook has been shown to be the only social network that was universally applied by the participants for business use, aiding the objective as each participant had experience of operating a Facebook business page.  The adoption figures discovered in the literature review correlated with the findings of the data collection as the secondary research indicated that Facebook is the market leader of social networks with the literature review indicating that SME’s adopt Facebook more than any other social network, which substantiates the data collected (Durkin, et al., 2013) (Fosso Wamba & Carter, 2014) (Krake, 2005).
A rise in brand awareness is a key determinant in whether an SME adopts a social media platform, according to both the collected data and also the academic literature review.  An increase in brand awareness is not just a by-product of an effective social media business page, but also a priority of the participants as they are cultivating a larger online community on their chosen social media platforms.  The metrics available to the users of a Facebook business page allows the ability to review growth of a following and interactions and therefore the participants understood and showed awareness of the need for relevant and engaging content to help cultivate a larger online following.  The participants stated that the higher the following that was gained the higher the likelihood of achieving more conversions from followers to customers, a though that is substantiated with the academic literature review research, notably the work of Muhonen, et al. (2017) and Henry & Harte (2012). 
Ensuring that the brand is easily recognisable by potential customers was a priority for two of the participants who vehemently stated that the objective of the adoption of social media was to have the company be viewed as a familiar brand.  Both participants ensured that content followed a set of credentials to ensure that it portrayed the correct brand image, with one participant focusing on font and colour scheme of each graphic displayed and the other ensuring that the content portrayed one concise company message.  Branded content raises the profile of a brand which in turn provides higher brand recognition, as found to be a correlation between the data collected and the academic literature, such as the work of Vázquez & Escamilla, (2014), Virtanen, (2017) and Tajvidi & Karami, (2017) who all discovered branded content leads to higher brand awareness. 
[bookmark: _Toc513908252]5.4.1 Conclusion of Objective Two
The objective has been proven as both the academic literature and data collected correlate to show that brand awareness increases through the application of social media being a priority of SME’s.
The study has shown a trend of increased reliance and importance placed on social media by SME’s, not only for business creation or brand awareness, but for a multitude of varying reason and benefits.  It could be argued from the data collected through the semi-structured interviews that the purpose of social media usage by SME’s is purely revenue driven as the desired outcome of using social media for each participant was increased revenue. 
[bookmark: _Toc513908253]5.5 Implications of the study
Whilst in certain sections of the research there is a dearth of academic research on the subject area, from the secondary research available, supporting primary research was collected.  The primary data collected through semi-structured interviews backed up the prevailing academic research on all salient points. The primary data collected should be granted credence as all participants currently work within the Self-Storage Industry at a management level and therefore their experience of business creation within the industry is what has formed their perspectives on the research topic.  The relevancy of the participants positions, and industry knowledge is important to the credibility of the qualitative data as each participant was speaking from a position of first-hand experience.  The findings could help shape the perspective of importance of social media within the Self-Storage Industry. The recent emergence of social media usage by consumers and the change of consumer buying behaviour places more importance on correct practices, application and further understanding of this topic. 

[bookmark: _Toc513908254]5.6 Limitations of the Study
The method of data collection, semi-structured interviews, are standard practice within the field of qualitative data collection.  To add to the validity of the data collected, transcripts of the interviews are included in the appendices of this document.  
The participants are in positions of responsibility and relevance to the chosen research area, yet still may not be entirely truthful when answering questions.  The interviewer will be unaware if the interviewee were to embellish the truth or simply lie.  The analysis of the data is also subjective and therefore the analysis may be undertaken with bias to establish findings desired by the researcher rather than objective results that quantitative results offer.  Therefore, it is recommended that further research should be conducted to attempt to replicate the results provided by this research.  
The study was also limited by time and resources.  With more researchers and time allowed, more methods of data collection could have been applied and more participants could have been approached.  With more time and researchers available, the research could have collected both quantitative and qualitative data to not only build a base of understanding on the topic but develop theories and models based of the findings of the research.
[bookmark: _Toc513908255]5.7 Recommendations for future research
The final objective of this research study is to provide recommendations for future research within the topic area.  To achieve this objective, the method of data collection and the method of analysis was taken into consideration. As this was an exploratory study on a research topic that had no academic research, this study could be used as a knowledge base within the subject.  Future research should include more qualitative data to build a larger database of opinions, perspectives and experiences and to counteract any researcher bias that may have occurred during this research study. 
All the participants were based within the Swansea are of Wales and therefore to understand the usage of social media within the Self-Storage industry, it is recommended that the location is to be increased in future research as to defeat any potential cultural collective thought. 
Quantitative data should be collected to attempt to substantiate the data collected during this research study.  As the research collected and analysed in this study was of a subjective approach through a phenomenological approach to the research, objective analysis of quantitative data shall provide a more reliable and credible data pool.  From further study, academic models and theories of usage of social media by SME’s within the Self-Storage Industry can be designed and tested
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	The Use of Social Media in Small to Medium Enterprises in the Self-Storage Industry 



Dear Participant: 

My name is Jack South and I am studying in the School of Business, UWTSD.

I would like to invite you to participate in my research project. This project will evaluate the use of social media in SME’s within the Self-Storage industry. 

Through your participation in the interviews, I hope to ascertain a better understanding of the studies aims and objectives. 
All questionnaires will be kept strictly confidential to the researchers involved and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Our interviews should take about 20 minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter is a consent form. As this is a new project, your feedback is also important to us and we would be much obliged if you could also complete the feedback sheet along with the questionnaire. We understand that your time is at a premium but your opinions are very valuable to us. After careful and precise analysis of the data obtained from this questionnaire, I will be happy to provide you with a copy of the findings at your request. The results of these interviews will hopefully enhance my understanding of the use of social media in small to medium Enterprises in the Self-Storage Industry and will be stored on memory stick or encrypted hard drive. The results of the research will be fed back to UWTSD.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

Yours Sincerely,
Jack South
10 Heol Y Rhoffiad
Swansea
SA4 4GX
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SAMPLE INTERVIEW QUESTIONS 
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	1


	Could you describe your position and company?

	2


	What’s your experience of using social media for business, if any?


	3


	What is your overall perception on social media usage for business?

	4


	How would you describe your experience of usage of social media within your role?

	5


	What are the main purposes that you use social media for within your role?


	6


	Do you use social media in your approach to manage your customer service?

	7


	Are you aiming for content to be easily recognisable as Store-It?

	8


	What is your opinion on customer engagement through social media?

	9


	Do you think your social media has increased your enquiries?


	10


	What is your reasoning for using Facebook and Instagram over the other platforms?
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Interviewer: Thank you for agreeing to do this Neil, could you please inform me of your background?
Participant: No problem Jack! I’ve been in Self-Storage since November, I’ve worn many hats as I like to say, been a DJ, a pub landlord, brand ambassador and I could go on all day about jobs I’ve done (laughs).  
Interviewer: Great stuff! Could you describe your position and company?
Participant:  Certainly, I’m the manager of Store-It Wales, it’s an independent, family owned self-storage company.  It’s been going years but only in the last sort of 12 months has it really started to enter this century! We are expanding into different opportunities and actively looking for growth, not just within self-storage but stuff like removals, vehicle rentals and maybe even bigger things.  It’s a job I enjoy and a company with a bright future!
Interviewer: That’s awesome to hear you’re doing so well.  What’s your experience of using social media for business, if any?
Participant: I’ve got a fair bit of it to be honest! I was an early adopter of it I reckon as personally for my own businesses I had to have pages and promote them to promote myself really.  I don’t use them all, I hate LinkedIn and Twitter because they just seem like wastes of time in truth, Facebook and Instagram are the only one’s worth doing anything with. 
Interviewer: What is your reasoning for using Facebook and Instagram over the other platforms?
Participant: Well… in fairness, they just seem to have the larger reach.  I’m a sucker for checking the metrics of a post, I have personal targets for them all and I really try to not pay to promote ads so making sure that my time investment of using the social media for Store-It needs to pay off.  Facebook owns Instagram and you can cross post which is great for time saving, also Instagram is like proper visual and I think that really helps attract customers because you can do some funky posts that draw them in, you know?  
Interviewer: What is your overall perception on social media usage for business?
Participant: Um…I suppose overall, I have got to say its positive and it can help so many businesses like there are some out there that I see on Instagram and I’m like wow they are just nailing it, like it all seems really fresh and the content that they post just makes total sense you know? Like some companies out there manage to like to have a full Instagram feed that just looks cool and it’s like totally identifiable as that brand or this brand what have you…some though, they just don’t get it you know? Like some small businesses especially are like just antiquated in their approach and their stuff just looks awful, like people don’t want to see bland stuff that won’t excite them and make them want to engage. Like I love social media but you’ve got to be involved with it really, I look all the time on Google for tips that will help improve the sort of content I post for Store-It and it takes ten minutes to get some decent inspiration or content that’s not just hey look at us we are a business buy our stuff
Interviewer: How would you describe your experience of usage of social media within your role?
Participant: Like it’s a pain when your in the pub on Friday night and your phone pings because some dude wants to know the price of a 200 square foot storage unit don’t get me wrong, but the amount of control you can have over the customers experience and perception is incredible, like never before have you been able to present your business to so many people for free and control the way your company looks 
Interviewer: Has it always been a positive experience?
Participant: No! Ha ha! I take huge pride in the customer service we offer here, like when I first came into the position I implemented loads of different tools and procedures for customer service because it should be our first priority, so when you put all of your effort into it and then you find you have been given a one star review by some one who you have literally never done business with can really annoy you! You cant always get them deleted or whatever either so it looks bad, we reckon that it’s a competitor doing it which is totally possible, made me think the other day that if say 100 people gave us one star reviews that could really hurt us, because I think with many people these days they see the Google or Facebook star review score thing and get put off if its lower than a 4, I know I do.
Interviewer: What are the main purposes that you use social media for within your role?
Participant: Uhm. There’s loads really, I think the main purpose of it though is that you kind of have to have a social media page to compete nowadays really? Like all of the other comparable self-storage companies have one, most of them are complete rubbish mind you and haven’t posted for years but some of them have a decent page and content 
Interviewer: Would it be fair to say then that the main purpose is brand awareness?
Participant: yeah, yeah, definitely, we have two websites that Google AdWords pushes to the top of the results and we need a Facebook because I know I search on it when I need a local business so others must do too and you can attract customers with your content like if it’s a new product you can literally take five minutes of your day and make an advert that can reach thousands instantly which is pretty amazing really, so I guess that’s another of the reasons we use it because you can attract more customers and its cost effective… especially compared to say radio advertising because we just finished our radio advert and its paying to get it written then recorded then negotiating the time it gets played to hit the right demographic and its just not cheap
Interviewer: Do you prefer Social Media marketing to radio and other traditional marketing then?
Participant: Ah yeah definitely like the radio ad was an ordeal that I really don’t want to go through again to be honest I don’t think that it was that effective either because when you do a Facebook or Instagram post and promote it you can design the ad and upload it and then set your demographics and then select a budget and put how many days you want it up for and then not only will loads of people see it they just have to click one button to call you up and compared to the radio where they are probably in the car and then they have to remember the name of the company or the number to call whilst they are driving or whatever it just doesn’t seem as valuable to me really
Interviewer:  Do you think social media is the best option to market a small to medium business?
Participant: Yeah it has to be. We have done leaflets and business card and brochures and radio and newspaper and everything really and whilst I’m sure they all have some affect you cant just click a button and see how many people have seen your advert and how many have engaged with it.  We started actively asking customers and potential customers how they heard about it and it really geared us to focus on social media in truth as the internet was overwhelmingly the answer
Interviewer: Does it tend to be a universal answer?
Participant: As in like demographically?
Interviewer: Yes sorry, is it always the same sort of demographic, perhaps a younger demographic that answers the internet?
Participant: Yeah I mean anyone under 40 says Facebook pretty much instantly, hardly anyone ever says Instagram but we have more followers and engagement there so I think that when people say Facebook they may also mean Instagram, but people of all ages these days say the internet
Interviewer: Do you use social media in your approach to manage your customer service?
[bookmark: _Hlk513341601]Participant: Yeah but to be fair we have only had customer service interactions with one or two disgruntled customers, we have really strong customer relationships in house and people tend to either prefer to call us up or too pop in when they are accessing their stuff
Interviewer: Are you surprised that they don’t prefer to just message you on Facebook?
Participant: No not really because of the industry we are in, like we are basically landlords to rooms of peoples belongings so it can be quite sensitive like its quite common for us to have customers storing with us because a loved one has passed and they don’t know what to do with their belongings or they’ve needed to store their belongings through Housing Options so people want that facetime with the person that is responsible for their belongings 
Interviewer: Why do you think that that is?
[bookmark: _Hlk513342282]Participant: Well I suppose it’s because there’s trust involved then like its just words on a screen if you talk on Facebook or something isn’t it?  I would prefer to speak face to face with someone in a stressful situation because you can read them better
Interviewer: Did you have any social media training on how to best operate a business page?
Participant: No and at our level I don’t really think it’s necessary, it’s common sense really I mean you say to the customer what you would say in person and that’s a good rule to live by with it, I always re-read what I’ve written because I worry about the tone of the message being right probably too much in fairness but that’s important you don’t say something that can be taken the wrong way
Interviewer: Have you had any experiences that would make you have cause to be cautious?
Participant: Yeah, it’s a lesson from my personal life really like the amount of texts I’ve sent that have been taken the wrong way and have caused arguments is enough for me to be sensitive to that
Interviewer: How would you describe your content?
Participant: I’d mostly say it’s topical, but that’s because we always try to make it current, like when there was an earthquake a week or so ago it took us 3 minutes too do a post that had over 60 likes and a thousand views which is massive really, you’d have to pay about sixty quid to get that sort of post engagement and it just wouldn’t be that instant so yeah it’s topical but always with a slant towards us because it needs to be relevant in some way like we always post when the Swans or Wales are playing but try to make a pun or joke that involves Store-it in someway, I think its important we tie the posts back to us in someway and that cuts down the amount of “call us today at Store-It Wales” sort of posts which I don’t really like
Interviewer: Your clear on the content you like posting, have you a vision for your social media presence?
Participant: I do yeah, its something that ive become quite passionate about really like I said earlier I see those companies on Instagram that I like because of their pages, ones like Herald Motor Company a motorbike company that just are really slick when it comes to their branding and consistency which I think is key, like I haven’t designed a list of credentials for what a post must have but I do have personal parameters of what they must be like, like its not so much a design as a feel, the page should seem like its one voice if that’s clear to you?
Interviewer: It is, are you aiming for content to be easily recognisable as Store-It?
Participant: Yeah that’s the right way to put it I suppose, when your mate posts something you know it’s your mate even if you didn’t see the name or picture because it just sounds like you mate and that’s the way I want our page to come across really. I’m trying to sort out a fella to come and shoot some drone footage of our site and take some professional photographs cos we can have some really good solid branded content then that has a clear feel too it, we post photo’s and videos that we take on our phones at the moment and that’s not awful but ideal either 
Interviewer: We talked earlier about the types of social media platforms you prefer, are there any that you don’t currently use that you can see would have value?
[bookmark: _Hlk513336053]Participant: Not massively really like some people may use LinkedIn or Twitter or Snapchat but if they do they will all use Facebook as well.  I also don’t think that the impact of social media on us as a company is so massive that we need an active presence on all of them because we are a small company, I mean there is only 6 of us working here and having one person run however many social media pages we would need would be a big time commitment and as I said earlier if I’m putting time into something I need to see the benefit and I cant imagine many people would be interested in seeing a self-storage snapchat story (laughs) we aren’t exactly in the most fun of industries!
Interviewer:  What is your opinion on customer engagement through social media?
[bookmark: _Hlk513336598]Participant: We have one or two customers that like and comment on every single post that we do which is really great to see for us, customer service is our top priority so being able to have a platform that enables that can only be a positive.  Mostly I think people use our page if they have seen us on Google though and then come to our Instagram or Facebook to check us out and see if we look good enough and trust worthy enough to store their belongings which is great really because rather than just reading a basic website they have a page that gets three to four posts a week at least on it and then they have a proper basis on how to judge and if they want to give us their business
Interviewer:  Do you think your social media has increased your enquiries?
Participant: Well our occupancy rate is up 10% on this time last year, we didn’t have a Facebook page that was actually used until June of last year so whether that’s why we are doing better or if it’s because we are actively focused and motivated on doing better I’m not sure,  it’s hard to know really because most of our enquiries are through the door, people want to come and see the place before they think of storing here so we very rarely get Facebook or Instagram enquiries like on the actual pages so I have just been looking at the new likes on the page each week and we tend to have three to four of those quite consistently so maybe that’s where the business was generated.  Like I said earlier that after asking people how they heard of us we started gearing more towards social media we didn’t pull focus from anything else, like our website still has regular blogs, our vans are still sign-written so it’s hard to like put a number on how much it has helped but I definitely think it has.
Interviewer: Thank you very much for your time today, Neil!


[bookmark: _Toc513908262]7.5 Appendix Five – Interview Two
Interviewer: Thanks for doing this Ian, to start off, can you tell me about your work history?
Participant:  Yeah so, I’ve worked in self-storage for 12 years now, started as a cleaner really just sweeping floors and cleaning shutter doors and then someone left so I started working on the phone and then showing people units and then another left and I started doing the admin and now I’ve been the site manage for about four years. 
Interviewer: Excellent! Can you describe your position and also the company?
Participant: Well I’m the site manager so I manage the site really! I sort the payments, the alarms, the cleanliness all that sort of stuff out really.  The company is a family owned one, the owner has five sons and one daughter who have all worked here at some point in their lives, its quite a large site with over 700 storage units and we are always quite full and it’s a fun place to work I suppose
Interviewer: Thanks, can you tell me about your experience of using social media for business, if any?
Participant: I haven’t got much experience with social media and I don’t even use Facebook or anything personally if I can help it
Interviewer: Have you ever used it for business?
Participant: We have a Facebook business page that I set up but to be honest I don’t really find the time to do it so it hasn’t been touched since last year, given up on it really
Interviewer: What’s your opinion on social media for small to medium businesses?
[bookmark: _Hlk513256480]Participant: I think it depends on the business doesn’t it? Clothes companies and restaurants and stuff that people like seeing must do well off it but I don’t honestly think that that many people would be interested in a self-storage company on Facebook would they? I’m not sure I just didn’t enjoy doing the social media because its just another thing to do but maybe I should look at it again.  
Interviewer:  What social media sites do you think businesses do well on?
[bookmark: _Hlk513335565]Participant: Uhm…probably Facebook I imagine, that’s the one everyone talks about.  I know there’s more than just Facebook but if that’s the one that everyone talks about then its probably the one that people like and use the most.
Interviewer: Do you think social media could create better customer engagement?
[bookmark: _Hlk513342357][bookmark: _Hlk513596483][bookmark: _Hlk513255202][bookmark: _Hlk513336634]Participant: Well that’s one of the things that scared me off with it in the first place, I only have 3 staff on site here and I’ve thought in the past if its my day off or I’m on holiday or sleeping or something do I want a customer messaging the page and me having to answer it quickly or they get annoyed and then leave us bad reviews…but I can see that there would be benefits of it of course because then customers have more of a voice and it obviously works for some companies but I think that they must just be bigger companies with more resources and staff.  Its great to have a place where customers can give reviews but they can do that on your business listing on Google and that’s just the same thing and I think this is an odd sort of business for Britain because it’s such an American idea that people wouldn’t pop on Facebook to look for a self-storage facility would they, they would just Google it and find it there and we have a good website that cost a fortune so they can just go there
Interviewer: Is that how most of your customers find you, through Google?
Participant: I think its mostly word of mouth because new customers are always saying things like oh I know john smith he has stuff here doesn’t he, but the rest of them that’s how I imagine that they have found us
Interviewer: Apart from Google and your website, do you do any other forms of marketing?
Participant: No not really, we have a van that goes and collects folders from customers for archive storage and I use that van as a company car so its on the road a lot, can’t imagine vans having signs on it helps much though because all vans have writing on it these days don’t they 
Interviewer: When your page was operating, what was sort of content did you post?
Participant: The posts? They were just stuff like “half price for eight weeks, call us now” just stuff like that really because I cant imagine any one would want to know anything else really.  I did one with a picture of the storage units that I got off the website and Googled for good ideas for self-storage companies Facebook pages and there wasn’t anything good, just one page from the American self-storage association from 6 years ago so that’s useless now isn’t it 
Interviewer: Do you monitor your competitors Facebook pages?
Participant: No but that’s a good idea and I will, I suppose that could give me a sense of what I should actually do with it too wouldn’t it
Interviewer: If the British Self-Storage Association offered an online training course for how to operate social media for a company, would you take it?
Participant: Yeah, I would, are they going to do that? That would be good because I read their magazine every time it gets delivered and there’s loads of small self-storage companies isn’t there so they should do that 
Interviewer: Did you have any enquiries through your Facebook page?
[bookmark: _Hlk513416339]Participant: No we barely had any followers so people wouldn’t know about it I don’t think, I got a Facebook button put on the website but if they are on the website they have all the info so I don’t know why they would bother to go the Facebook page as well
Interviewer: Why did you choose Facebook over the other social media platforms?
Participant: I chose Facebook because everyone’s always on it aren’t they? People honestly look weird when I say that I don’t use it and that I haven’t got a smartphone, just an old brick of a mobile so I’m probably the wrong person to be interviewing! (laughs) 
Interviewer: Without the use of social media, how do you promote your brand to new people who haven’t heard of it?
[bookmark: _Hlk513440190]Participant: Well we don’t really, you know when you do need storage and until someone is in that position why would they bother to know about it or us, if we are on Google and paying to be advertised on there then that’s probably enough, if all of a sudden we went really quiet and nothing had changed with Google or with the website then I suppose I would be more proactive then but we are consistently busy with a good occupancy rate, it gets quieter after Christmas and picks up by Easter then goes a bit quiet on the nice days of summer and cold days of winter, its always the same every year, but I’ve got a lot experience here now, I’ve seen it all and been here long enough to know when to panic and I’ve not panicked yet 
Interviewer: That’s fair, is it a predictable industry?
Participant: Mostly. Most of our customers are people moving house or out of the country or have a dead relative and they need to store belongings before they can sort out the stuff or sell it.  We also have a lot of people who run their businesses from here and have done for years, some since before I started here even
Interviewer: Why did you start the Facebook page?
Participant: I started it about two months before the website was finished because I thought it would be good with a new website too have a Facebook page that was linked to it and in my head it was that we would have thousands of followers or what have you and that we would get a lot busier here and have waiting lists but I had about thirty followers in the first week and when I saw how much you would have to pay to really up the followers quickly I just thought what’s the point and talked myself out of it really. I probably should have persevered with it because this is the first time I’ve really thought about it since I stopped using it and there has to be a benefit too it because why would you bother asking me about it (laughs).
Interviewer: Is the branding of the company important to you?
[bookmark: _Hlk513428634]Participant: Not something I think about really, the company is family owned and that’s pretty good that they are involved with it too, like I’m the site manager but the family obviously make the final decisions and if I wasn’t doing something that they wanted done they would tell me quick enough!  Making the company a brand isn’t something that we are consciously aiming to do or anything, I just want myself and the staff to be as nice to customers as possible, have good conversations with them and to not just treat them as people who pay us to store here but something closer to friends, I know that sounds corny and what have you but I do honestly think the best thing a business can do is keep things simple, especially a small family owned business, so anything that complicates it probably scares me to be honest, I think the best thing we can do as a company is just to give the best possible experience we can
Interviewer: Do you think your level of service could be offered on social media?
[bookmark: _Hlk513341715]Participant: Oh no I don’t think so at all, customers here tend to have sentimental more than costly goods stored with us so it means more to them, so they seem to want to have queries dealt with face to face in all honesty
Interviewer: What about too potential customers?
Participant: Again no I don’t think so, we rent space here. How many people do you know who could honestly tell you how much furniture could fit in 100 square feet?
Interviewer: uhm, probably none!
Participant: Exactly, that’s the thing with this business, on our website we have guides of what you can fit in each unit and all of those guides are based on guesses of how big furniture is so they could be off, but my point is, you know the size of shoe you wear because your used to buying them, if you had to buy a shoe without knowing your size or looking at them that could take you ages, right?
Interviewer: Yeah it would
Participant: So how can we show potential customers on the internet the size of a unit in a way that they can actually picture it in their heads? You cant, so they all want to come here to see the units first before they get one so they can have a quote and go in the unit and then they can visualise what they can fit in that 100 square foot unit.  
Interviewer: Ah I see your point, have you any final thoughts on social media for your?
Participant: Well this has got me thinking that maybe I should give it another go, I am definitely going too look at some of the American self-storage companies social media and our local competitors just to see what they are doing and if I like the look of it or can think of a good reason that we need it now then I’ll give it a try
Interviewer: Great stuff! Thank you for your time


[bookmark: _Toc513908263]7.6 Appendix Six – Interview Three
Interviewer: Hello Wayne, thank you for giving me your time today, if we could start with you giving me an introduction of yourself and background?
Participant: No worries Jack, uhm, I’m Wayne, my background is all sorts really, I was in the army for seven years, been a doorman, a salesman, had my own carpentry and gardenwork business for about 5 years, then I was a transport manager and for the last year I have been a manager here 
Interviewer: Quite a varied background then! Could you please describe your company? 
Participant: Well I work as a manager for (Redacted), a growing container self-storage company.  I am at the Pontypridd site, it’s a 24-7 site with some pretty snazzy security and its all geared to make it really easy for the customer, you don’t have to come in and see us, the only storage we offer is container storage and people know what they are, if you want one you can do it all online, a code gets sent to you after you’ve signed up so you can access your container, its’ basically Drive-thru self-storage
Interviewer: That sounds quite convenient, is it aimed at the more tech-savvy, perhaps younger customer?
Participant: You know I think it is a little bit too much so if anything, there’s now way anyone over the age of say 65 would want too use us because its all websites and phone stuff really, we seem to attract just young professionals who are moving house or people with hobbies that need space, it’s definitely innovative, no other company in all of wales are doing what we are doing and pushing the online stuff as hard as we are.  That’s how we want to do all our business really with as little need for labour hours as possible, people either want storage or they don’t there’s no real need to walk them around and show off loads of storage units unless your making that a sales process and need to justify over-inflated prices
Interviewer: Great stuff, so have you any experience of using social media for business and if so could you please explain it?
[bookmark: _Hlk513416141]Participant: Yeah I’ve had a fair bit of it really, like I said I had my own business for around five years and almost all of the work I had for it I got from Facebook, I didn’t have a business page or anything like that I just used to spam all of the Groups on Facebook where people sell stuff or ask for stuff.  I found that if I did that on a Monday morning, by around midday I could have a full week or sometimes a fortnight of work pencilled in, since I’ve been here though I’ve done a lot more of using Facebook, it’s completely different when you do Facebook for a company that has multiple sites than when its just you.  We don’t have many followers, just over 300 last time I checked, which was probably an hour ago, but at least half of the business we get are from the adverts we have on there I believe
Interviewer: Half of your business comes from Facebook?
Participant: I’m not sure if it’s exactly half or anything like that but we get a lot of messages through there and also you can look at the metrics and the call button seems to be around half of our calls in fairness
Interviewer: That’s impressive! What do you think your page does well to achieve that?
Participant: Well its lots of things really, we have some really high quality videos and animated videos that we got done for both the website and social media which I don’t think many other self-storage companies have done that are close to us, we also have a really distinctive branded sort of look to us, which is consistently done with all the sites and their social media and also we have been directed to just be normal on social media and with the website enquiries and not try and sound overly professional or anything but just to chat to someone as if they are in front of you and that’s also quite good 
Interviewer: So your content is designed with the brand in mind?
Participant: Sort of yeah in that we have a set colour scheme’s for posts with text on them, we don’t post pictures that we have found on Google or anything, we take them and edit them in house or we edit pictures from Google so that they match the colour scheme
[bookmark: _Hlk513428396]Interviewer: How do you think social media has affected the awareness of the brand?
Participant: Massively! Even when people see our signs they contact us through the internet in some way, either through Facebook or through our website, so it’s huge to us that we have that presence there in my opinion because with something like self-storage, something that the larger public seems mostly unaware of, people would have no knowledge of the brand unless we plastered it all over the tele and that’s far too expensive.  We have a brand image that we are clearly pushing and through social media you can push that brand image as much as you want really, we have the opportunity through Facebook and Facebook ads that allows us to push to huge audiences if we work hard enough and that’s probably the biggest point to it all in my opinion, its really hard work to build a popular Facebook page, we have only ever had 30 or so containers on sight and we are relatively new so we are lucky enough to of had more followers than customers but building the 300 odd followers that we do have to a higher number will take grind
Interviewer: How do you plan on building the following?
[bookmark: _Hlk513436191][bookmark: _Hlk513440531]Participant: Well I think it’s less about engaging content in truth, I don’t imagine anyone would come to our page because there are memes or banter or something like that but only if they have a genuine interest or need for storage space, I think it’s about continuing the good work that we are doing with the branded content and making sure our content is relevant and of a high quality, along with it conveying the process in a simple way.  We are about to take social media a lot more seriously, in terms of advertising and that, because we’ve been here for a bit now so we are in a financial position to advertise and expand a bit so building that follower base will be key and I just don’t rate old media, you get more for less with social media I think
Interviewer: Are there any other social media platforms that you use?
Participant: Well I was checking the website yesterday because I knew we would be doing this today and I saw the social media buttons down the bottom of the homepage and I remembered that we put in a Google Plus button for some reason (laugh) I honestly don’t know anyone whose used that, we haven’t gotten around to setting one up and it’s completely pointless doing so now, I don’t even think it still exists. We also had a LinkedIn button and a Twitter, we tried LinkedIn but it just seemed overly complicated and who just has LinkedIn and not Facebook? Twitter I put effort into for probably a week (laughs), again I stopped using it for the same reason.  We should probably do Instagram but yet again, who has just Instagram and not Facebook? No one I know anyway, Facebook gives us maximum exposure without having to do all of the extra work just for the extra couple of eyes
Interviewer: Apart from Social Media, is there any other forms of marketing you use?
Participant: Well we did one block of radio ads, I obviously didn’t have input with that that was the owner, but we didn’t see the jump in business that we were hoping for so we stopped that.  We’ve sponsored Cardiff City football club, but that’s not effective as a marketing tool in my opinion, more for the owner than the business I think, we’ve done leaflets and business cards and that old school stuff and obviously our sites are signposted and eye catching but the only thing with tangible results is online marketing, our business is completely tailored to operate online so maybe that’s why.  The thing we use more than Facebook though is Google AdWords, definitely. Each site spends £25.00 a day on AdWords so that’s £700.00 a month on being top of the pile.  
Interviewer: Do you think your use of Facebook has had any effect on your customer engagement?
[bookmark: _Hlk513341906]Participant: Ah yeah definitely, like I said earlier we’ve been directed to just talk to people on their level, so we just try and match their energy and mirror them as much as possible to build a quick relationship with them, its also enabled us to hear true opinion because some people don’t like complaining face-to-face or maybe even asking certain questions but they can inbox us with no anxiety or whatever so people who would normally never bother have a way to chat to us without chatting 
Interviewer: Do you receive more text or calls from customers?
Participant: Calls, I mean the internet and phones and Facebook have obviously come along way and are more important than they used to be and just keeping growing in importance, but I still think we are a way off before certain generations are like why call, text. Like I’m 32 and I want to text people, my mums 58 and she calls everyone, totally think there’s a generational difference with this stuff
Interviewer: Is there a clear age difference in those that call up or message your website or Facebook?
Participant: Not clear no, but the older the customer the more likely a phone call I imagine.  Obviously, that’s just me saying that so it’s a total guess but it just seems the way it is, especially anyone over like the age of 65ish, if they look 65 then they are coming to see you face-to-face and calling you if they can’t get there whereas a 25 year old will use Facebook.
Interviewer: Do you target your content at specific age groups?
Participant: Oh no, that would just be counter-productive for us really.  Storage is the sort of service you only need or want to know about it when it’s time to use the service.  All age have situations that lead to business for us so by going out of our way to attract one age group might alienate another age group that may soon give us larger business
Interviewer: In your opinion, is social media a positive or negative tool for SME’s?
Participant: Completely positive!
Interviewer: Why?
Participant: Well it’s like everything in life isn’t it, if you want it to be good and get you things you have to put the effort in, you’ve got to work for things if you want them.  That small and medium and one-man bands have the chance these days to go viral or to have a massive following for the way they handle themselves publicly online is huge! If companies get negative outcomes from social media, then they should have done their homework.  I haven’t seen one story or situation with an SME that faced backlash where I haven’t just thought ah that situation is easy to deal with, they just need to make sure they are never in that situation by acting like this or seeming patronising or what have you.  Facebook has around 2 billion users don’t they so having the opportunity as a one man band or a small company, to access that user figure for free is incredible. You just have to put in the time and the effort to make it work for you, think about your goal and then plan on how you will get there
Interviewer: What were the main reasons you began using social media?
Participant: You kind of have to have some sort of Facebook page as a local business these days, when I see someone without one I either assume they are an awful company or I’m just suspicious of them to be honest.  We started one for that reason I suppose but it’s definitely helped us create more business and also made more people aware of us so they are the other reasons then if you like
Interviewer:  In your opinion, what are the biggest drawbacks for smaller companies using social media?
[bookmark: _Hlk513342403]Participant: I love Reddit, its like a forum sort of website, on there there’s a sub-Reddit called R/Businesstantrums and it shows the pitfalls of small companies using social media.  If you have an owner with an ego or an attitude problem and they get some negative feedback they might kick off and start insulting the customer and some of them are just insane! I get it though, if you put your heart and soul and your money into your business and someone just slates you publicly it’s not a fun thing to experience
Interviewer: Have you dealt with negative feedback?
Participant: Yeah, when I used to spam some of the pages promoting my business I’d always get at least a couple a month, probably mates of competitors
Interviewer: How did you deal with it?
Participant: I didn’t rise to it, but I would state that I had never done any work for this person, try to engage them and they would never write back so it was obvious to any one who read it that they were just trying to wind me up, so annoying though
Interviewer: Thank you so much for your time, is there anything else that you’d like to add about social media for SME’s?
Participant: Just that I hope everyone who has one get’s stuck in, there’s nothing worse than having a page up and never posting, just looks awful! But that’s it, no problem and thank you too

 
[bookmark: _Toc513908264]7.7 Appendix Seven – Interview Four
Interviewer: Hello Wayne, thank you for giving me your time today, if we could start with you giving me an introduction of yourself and background?
Participant: No worries Jack, uhm, I’m Wayne, my background is all sorts really, I was in the army for seven years, been a doorman, a salesman, had my own carpentry and gardenwork business for about 5 years, then I was a transport manager and for the last year I have been a manager here 
Interviewer: Quite a varied background then! Could you please describe your company? 
Participant: Well I work as a manager for (Redacted), a growing container self-storage company.  I am at the Pontypridd site, it’s a 24-7 site with some pretty snazzy security and its all geared to make it really easy for the customer, you don’t have to come in and see us, the only storage we offer is container storage and people know what they are, if you want one you can do it all online, a code gets sent to you after you’ve signed up so you can access your container, its’ basically Drive-thru self-storage
Interviewer: That sounds quite convenient, is it aimed at the more tech-savvy, perhaps younger customer?
Participant: You know I think it is a little bit too much so if anything, there’s now way anyone over the age of say 65 would want too use us because its all websites and phone stuff really, we seem to attract just young professionals who are moving house or people with hobbies that need space, it’s definitely innovative, no other company in all of wales are doing what we are doing and pushing the online stuff as hard as we are.  That’s how we want to do all our business really with as little need for labour hours as possible, people either want storage or they don’t there’s no real need to walk them around and show off loads of storage units unless your making that a sales process and need to justify over-inflated prices
Interviewer: Great stuff, so have you any experience of using social media for business and if so could you please explain it?
Participant: Yeah I’ve had a fair bit of it really, like I said I had my own business for around five years and almost all of the work I had for it I got from Facebook, I didn’t have a business page or anything like that I just used to spam all of the Groups on Facebook where people sell stuff or ask for stuff.  I found that if I did that on a Monday morning, by around midday I could have a full week or sometimes a fortnight of work pencilled in, since I’ve been here though I’ve done a lot more of using Facebook, it’s completely different when you do Facebook for a company that has multiple sites than when its just you.  We don’t have many followers, just over 300 last time I checked, which was probably an hour ago, but at least half of the business we get are from the adverts we have on there I believe
Interviewer: Half of your business comes from Facebook?
Participant: I’m not sure if it’s exactly half or anything like that but we get a lot of messages through there and also you can look at the metrics and the call button seems to be around half of our calls in fairness
Interviewer: That’s impressive! What do you think your page does well to achieve that?
Participant: Well its lots of things really, we have some really high quality videos and animated videos that we got done for both the website and social media which I don’t think many other self-storage companies have done that are close to us, we also have a really distinctive branded sort of look to us, which is consistently done with all the sites and their social media and also we have been directed to just be normal on social media and with the website enquiries and not try and sound overly professional or anything but just to chat to someone as if they are in front of you and that’s also quite good 
Interviewer: So your content is designed with the brand in mind?
Participant: Sort of yeah in that we have a set colour scheme’s for posts with text on them, we don’t post pictures that we have found on Google or anything, we take them and edit them in house or we edit pictures from Google so that they match the colour scheme
Interviewer: How do you think social media has affected the awareness of the brand?
Participant: Massively! Even when people see our signs they contact us through the internet in some way, either through Facebook or through our website, so it’s huge to us that we have that presence there in my opinion because with something like self-storage, something that the larger public seems mostly unaware of, people would have no knowledge of the brand unless we plastered it all over the tele and that’s far too expensive.  We have a brand image that we are clearly pushing and through social media you can push that brand image as much as you want really, we have the opportunity through Facebook and Facebook ads that allows us to push to huge audiences if we work hard enough and that’s probably the biggest point to it all in my opinion, its really hard work to build a popular Facebook page, we have only ever had 30 or so containers on sight and we are relatively new so we are lucky enough to of had more followers than customers but building the 300 odd followers that we do have to a higher number will take grind
Interviewer: How do you plan on building the following?
Participant: Well I think it’s less about engaging content in truth, I don’t imagine anyone would come to our page because there are memes or banter or something like that but only if they have a genuine interest or need for storage space, I think it’s about continuing the good work that we are doing with the branded content and making sure our content is relevant and of a high quality, along with it conveying the process in a simple way.  We are about to take social media a lot more seriously, in terms of advertising and that, because we’ve been here for a bit now so we are in a financial position to advertise and expand a bit so building that follower base will be key and I just don’t rate old media, you get more for less with social media I think
Interviewer: Are there any other social media platforms that you use?
Participant: Well I was checking the website yesterday because I knew we would be doing this today and I saw the social media buttons down the bottom of the homepage and I remembered that we put in a Google Plus button for some reason (laugh) I honestly don’t know anyone whose used that, we haven’t gotten around to setting one up and it’s completely pointless doing so now, I don’t even think it still exists. We also had a LinkedIn button and a Twitter, we tried LinkedIn but it just seemed overly complicated and who just has LinkedIn and not Facebook? Twitter I put effort into for probably a week (laughs), again I stopped using it for the same reason.  We should probably do Instagram but yet again, who has just Instagram and not Facebook? No one I know anyway, Facebook gives us maximum exposure without having to do all of the extra work just for the extra couple of eyes
Interviewer: Apart from Social Media, is there any other forms of marketing you use?
Participant: Well we did one block of radio ads, I obviously didn’t have input with that that was the owner, but we didn’t see the jump in business that we were hoping for so we stopped that.  We’ve sponsored Cardiff City football club, but that’s not effective as a marketing tool in my opinion, more for the owner than the business I think, we’ve done leaflets and business cards and that old school stuff and obviously our sites are signposted and eye catching but the only thing with tangible results is online marketing, our business is completely tailored to operate online so maybe that’s why.  The thing we use more than Facebook though is Google AdWords, definitely. Each site spends £25.00 a day on AdWords so that’s £700.00 a month on being top of the pile.  
Interviewer: Do you think your use of Facebook has had any effect on your customer engagement?
Participant: Ah yeah definitely, like I said earlier we’ve been directed to just talk to people on their level, so we just try and match their energy and mirror them as much as possible to build a quick relationship with them, its also enabled us to hear true opinion because some people don’t like complaining face-to-face or maybe even asking certain questions but they can inbox us with no anxiety or whatever so people who would normally never bother have a way to chat to us without chatting 
Interviewer: Do you receive more text or calls from customers?
Participant: Calls, I mean the internet and phones and Facebook have obviously come along way and are more important than they used to be and just keeping growing in importance, but I still think we are a way off before certain generations are like why call, text. Like I’m 32 and I want to text people, my mums 58 and she calls everyone, totally think there’s a generational difference with this stuff
Interviewer: Is there a clear age difference in those that call up or message your website or Facebook?
Participant: Not clear no, but the older the customer the more likely a phone call I imagine.  Obviously, that’s just me saying that so it’s a total guess but it just seems the way it is, especially anyone over like the age of 65ish, if they look 65 then they are coming to see you face-to-face and calling you if they can’t get there whereas a 25 year old will use Facebook.
Interviewer: Do you target your content at specific age groups?
Participant: Oh no, that would just be counter-productive for us really.  Storage is the sort of service you only need or want to know about it when it’s time to use the service.  All age have situations that lead to business for us so by going out of our way to attract one age group might alienate another age group that may soon give us larger business
Interviewer: In your opinion, is social media a positive or negative tool for SME’s?
Participant: Completely positive!
Interviewer: Why?
Participant: Well it’s like everything in life isn’t it, if you want it to be good and get you things you have to put the effort in, you’ve got to work for things if you want them.  That small and medium and one-man bands have the chance these days to go viral or to have a massive following for the way they handle themselves publicly online is huge! If companies get negative outcomes from social media, then they should have done their homework.  I haven’t seen one story or situation with an SME that faced backlash where I haven’t just thought ah that situation is easy to deal with, they just need to make sure they are never in that situation by acting like this or seeming patronising or what have you.  Facebook has around 2 billion users don’t they so having the opportunity as a one man band or a small company, to access that user figure for free is incredible. You just have to put in the time and the effort to make it work for you, think about your goal and then plan on how you will get there
Interviewer: What were the main reasons you began using social media?
Participant: You kind of have to have some sort of Facebook page as a local business these days, when I see someone without one I either assume they are an awful company or I’m just suspicious of them to be honest.  We started one for that reason I suppose but it’s definitely helped us create more business and also made more people aware of us so they are the other reasons then if you like
Interviewer:  In your opinion, what are the biggest drawbacks for smaller companies using social media?
Participant: I love Reddit, its like a forum sort of website, on there there’s a sub-Reddit called R/Businesstantrums and it shows the pitfalls of small companies using social media.  If you have an owner with an ego or an attitude problem and they get some negative feedback they might kick off and start insulting the customer and some of them are just insane! I get it though, if you put your heart and soul and your money into your business and someone just slates you publicly it’s not a fun thing to experience
Interviewer: Have you dealt with negative feedback?
Participant: Yeah, when I used to spam some of the pages promoting my business I’d always get at least a couple a month, probably mates of competitors
Interviewer: How did you deal with it?
Participant: I didn’t rise to it, but I would state that I had never done any work for this person, try to engage them and they would never write back so it was obvious to any one who read it that they were just trying to wind me up, so annoying though
Interviewer: Thank you so much for your time, is there anything else that you’d like to add about social media for SME’s?
Participant: Just that I hope everyone who has one get’s stuck in, there’s nothing worse than having a page up and never posting, just looks awful! But that’s it, no problem and thank you too
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