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1. Introduction
1.1 Background Research
To explore the world of social media and social media platforms we must first understand the evolution of the Internet as without it, there would not be social media at all. 
The Internet has completely transformed the communication industries and frankly the world. The inventions of the radio, telephone and computer laid the groundwork for this system with social limitless and unparalleled capabilities. The Internet is a global broadcasting capacity, a means of transferring information instantly, and a medium for cooperation and interaction between personnel’s and their devices from one location to another. The first ever concept of social interaction was recorded in the memos of J.C.R. Licklider of the Massachusetts Institution of Technology (MIT) in August of 1962. (Leiner et al., 2009) Six decades have passed, and much progress has been made in the realm of the Internet.
The Internet and social media platforms have had a significant influence on this generation’s social lifestyle. The following are quotes from some of the most notable people in social media regarding the beneficial and bad impacts of the Internet. (BrainyQuote, 2001)

‘The Internet is so big, so powerful and pointless that for some people it is a complete substitute for life’
· Andrew Brown

‘The Internet gave us everything; but it also gave everything to us’
· James Veitch

‘The Internet has been a boon and a curse for teenagers’
· J.K. Rowling

‘The Internet is the first thing that humanity has built that humanity doesn’t understand, the largest experiment in anarchy that we have ever had’
· Eric Schmidt

The core notion of this study is already being advertised on popular social media platforms, Instagram and Facebook. However, such commercials are primarily aimed at the general public. This project seeks to limit the target market for advertisement images/posters/videos to only large corporations, luxury brands, and customers. 
The number of online presences in popular social media has increased in recent years. Popular social media sites like Facebook, Twitter, and Instagram are increasingly used as crucial hubs for connecting with others, having fun, and most importantly reflecting on many facets of daily life. Because of this, these online venues include volume of information that arise on a variety of subjects, including consumer interest and behaviours, attitudes toward pro-environmental measures, and political preferences and perspectives. This provides researchers with an excellent opportunity to acquire data that would otherwise need significant work and money. However, with such high potential comes with a responsibility to keep the highest ethical standards in how we gather and use such data. (Townsend and Wallace, n.d.)
Sony Interactive Entertainment (SIE), a pioneer in interactive and digital entertainment, oversees the PlayStation brand and its connected family of goods and services. Since the original PlayStation was introduced in Japan in 1994, PlayStation has offered the market with unique items. 
PlayStation 5 and 4, Play Station VR, PlayStationTMStore, PlayStation Plus, and well-known PlayStation software produced by PlayStation Studios are all part of the PlayStation family of goods and services.
SIE is an affiliate of Sony Group Corporation with its headquarters in San Mateo, California, also has offices in London and Tokyo for its global operations. (Sony Interactive Entertainment Europe Limited, n.d.)
Although introduce in 1994, PS devices was initially announced by Sony in Japan in 2004 and was regarded as the most powerful handheld video gaming device at the time. (Silvester and Kormos, 2022)
This study will introduce the correlation of the Internet and social media and how it affected Sony’s PS in terms of marketing the product to customers. The significance of this study is to involve more large corporations/brands with Sony and the virtual gaming industry. 

1.2 Statement of the Problem
The research questions that this project will focus on are as follows:
· ‘How important and effective the Internet and Social Media at this day and age in product marketing of PS devices?’
· ‘What are the effects of massive communities of friends and followers as well as amount of likes in social media platforms in product marketing of PS devices?’
· What are the techniques and strategies used by big name social media influencers such as Richard Branson and founder of FUBU and a Shark Tank invertor Daymond John to attract large companies and high-end investors?’ (Which can be implemented to product marketing of PS)

1.3 Purpose of Study - Aim of the Research
The aim of this research project is to leverage major social media platforms to promote items to huge corporations, luxury brands, and high-end customers. 

1.4 Purpose of Study - Objectives of the Research
The aim will be achieved through the following objectives:
· Analysing social media marketing as a tool to target luxury brand and high-end customers.
· To examine the current social media marketing strategies (2-3 articles). 
· To evaluate the impact of social media marketing (2-3 articles) on luxury branding (facts and figures). 
· To recommend an appropriate strategy to implement the social media marketing. 

2. Literature Review
Several studies regarding the use of social media for marketing electronic products such as PS portables have already been carried out by other researchers in the past decade due to the rapid popularity of social media platforms in today’s millennials. Reference 6 was the work of Nadaraja R. and Yazdanifard R. in 2013 which regards the benefits and drawbacks of utilising social media as a marketing tool in the current and expanding virtual market. Reference 7 is Paquette H.’s academic writing from 2013, which shows Paquette’s knowledge of social media, awareness of how to utilise it as a marketing tool, and the techniques and strategies employed to use social media for product marketing. Reference 8 was created in 2014 by Lim S. and Yazdanifard R. The focus of this study was how, in 2010, Instagram joined popular and rapid rising social media networks like Facebook and Twitter to offer another marketing platform for numerous multinational corporations to interact and communicate with their customers by sharing pertinent information in the form of photos and videos. 

2.1 Review of PS Devices’ Designs
Using analytical and numerical approaches to gather data via the Internet and social media platforms, several published publications and journals demonstrate the development of PS as well as its expansion in the market. The references listed below highlights how the product has changed through time in terms of design, quality and performance. Reference 9 was an article written by Silvester N. and reviewed by Kormos J. which was about the history of PSP from its initial released in 2004. This article wrote about an overview of each model of PSP from PSP-1000 to PS Vita. Reference 10 is the Sony Group Portal Site which has all the information in regards with the company as well as all the models of PS portables, PS consoles and PS games. Reference 11 is Sony Interactive Entertainment (SIE) which has the company’s profile information, corporate history and offices as well as business data and sales.

2.2 Review of Social Media Platforms
The articles and journals below are previous research written by multiple researchers in regards of social media platforms and how they can be use effectively as a marketing tool in this growing age of digital and virtual world. Reference 12 was the journal of Geho H. and Dangelo R. in 2012 which talks about the evolution of social media as a marketing tool for today’s entrepreneurs. The work concludes that in today’s growing virtual market, traditional marketing methods can no longer sustain a business and that social presence and connectivity is the key to marketing products. Reference 13 was written by Deprince E. and Geerts A. which consists of details and evidence on expectations of luxury vs non-luxury consumers on Facebook luxury brand pages. The work relates to how luxury brands, throughout the years, became more willingly in incorporating social media into their marketing strategies. Reference 14 was written by Tran T. which talks about how effective marketing tool are personalized ads on Facebook for online marketers. Reference 15 was a university journal by Vinerean S. and Opreana A. that discusses how social media marketing efforts of luxury brands on Instagram. Vinerean and Opreana also mentioned how different organizations increases their social media presence through their use of their own innovative ideas and strategies. Reference 16 was the work of Wally E. and Koshy S. which addresses the use of Instagram as a marketing tool by Emirati female entrepreneurs. Reference 17 was the qualitative study on how companies make use of Instagram as a marketing tool by Berg L. and Sterner L. and supervised by Elin Nilsson. The study covers how the elevation in technological developments in recent years affected the market. Bulearca M. from Romania explores whether Twitter was a viable tool for small and medium-sized enterprises (SMEs) in reference 18. Lastly, reference 19 was the journal of Thoring A. in 2011 which discusses the analysation of twitter as a marketing tool. The study covers how the rapid growth and popularity of Twitter’s microblogging service opens marketing opportunities for businesses in a dialogue and consumer-oriented way.

To conclude, reference 1 to 14 are the websites, articles and journals that this study will be based upon. Other wordings, quotes and figures will be taken from the additional reading section in chapter 6. 

3. Methodology
The methodology used to explain and respond to the research questions will be summarised in this section of the project. This methodology will include the methodological approach, primary and secondary data collection (individual or group interviews and online research and case studies, respectively), data analysis, acknowledgement of the approach’s shortcomings and limitations, and justifications for how each is outweighed by the approach’s strengths. This section also includes a rough time management of the study.

3.1 Methodological Approach
The research approach of this study will be mixed methods research which combines quantitative and qualitative approaches by including both kinds of data in a single study.

3.2 Methods of Data Collection
Primary and secondary research containing both quantitative and qualitative data will be used to gather the data. A survey with ten multiple-choice questions will be used to gather both the quantitative and qualitative data.

3.3 Data Analysis
Software such as SPSS and MS Excel will be used for data analysis. Since there was no data gathered at this point, there won’t be any data analysis for this idea. After analyzation of all information and data collected, a conclusion will be drawn.

3.4 Research – Time Management
The table below shows the Gantt chart of the project proposal. The chart states the chapters of the proposal and when it was completed.
	
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10
	Week 11
	Week 12

	Chapter 1
	
	
	
	
	
	
	
	
	
	
	
	

	Chapter 2
	
	
	
	
	
	
	
	
	
	
	
	

	Chapter 3
	
	
	
	
	
	
	
	
	
	
	
	

	Chapter 4
	
	
	
	
	
	
	
	
	
	
	
	

	Chapter 5
	
	
	
	
	
	
	
	
	
	
	
	



Table 1: Timeline of the Project Proposal
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