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1. [bookmark: _Toc234713470]Introduction and Background

1.1 Background and Problem Statement
Social media marketing (SMM) has become one of the most influential digital marketing strategies, enabling organisations to communicate with consumers through interactive platforms such as Facebook, Instagram, TikTok, YouTube and X (formerly Twitter). Unlike traditional marketing, social media facilitates two-way communication, allowing businesses to promote products, build brand awareness and strengthen customer relationships through personalised and engaging content (Chaffey and Ellis-Chadwick, 2023). The rapid growth in social media usage has transformed consumer purchasing behaviour, with many consumers relying on online reviews, influencer recommendations and brand-generated content when making purchasing decisions (Kotler, Keller and Chernev, 2022).
Despite significant investment in social media marketing, organisations continue to face challenges in determining which social media activities most effectively influence consumer buying behaviour. While previous studies indicate that social media marketing positively affects purchase intention, customer engagement and brand loyalty (Dwivedi et al., 2021), other research highlights concern regarding information overload, declining trust in sponsored content and the varying effectiveness of influencer marketing across different consumer groups (Tien, Rivas and Liao, 2023). These inconsistent findings suggest that the relationship between social media marketing and consumer buying behaviour remains insufficiently understood.
Consequently, further research is required to examine how different dimensions of social media marketing influence consumer purchasing decisions. 










1.2 Research Aim and Objectives
Research Aim
The aim of this research is to examine the impact of social media marketing on consumer buying behaviour.
Research Objectives
· To examine the influence of social media marketing on consumer buying behaviour.
· To identify the social media marketing factors that influence consumers' purchase intentions.
· To evaluate the impact of influencer marketing and electronic word-of-mouth (eWOM) on consumer buying decisions.
· To analyse the relationship between consumer engagement on social media platforms and purchasing behaviour.
· To recommend strategies that organisations can adopt to improve the effectiveness of their social media marketing.
1.3 Research Questions
This research seeks to answer the following questions:
Q1. How does social media marketing influence consumer buying behaviour?
Q2. Which social media marketing factors have the greatest influence on consumers' purchase intentions?
Q3. How do influencer marketing and electronic word-of-mouth (eWOM) affect consumer buying decisions?
Q4. What relationship exists between consumer engagement on social media platforms and purchasing behaviour?
Q5. What strategies can organisations adopt to improve the effectiveness of social media marketing?
1.4 Thesis Structure
This research proposal is organised into six sections. Chapter One introduces the research by presenting the background and problem statement, research aim, objectives, research questions, and the overall structre of the study. Chapter Two provides a critical review of the literature relating to social media marketing and consumer buying behaviour while identifying the existing research gap. Chapter Three outlines the proposed research methodology, including the research philosophy, approach, design, data collection methods, sampling strategy, data analysis techniques, and ethical considerations. Chapter Four presents the proposed research timetable using a Gantt chart. Chapter Five discusses the expected business relevance of the study and its anticipated contribution to organisational decision-making. Finally, Chapter Six summarises the proposal and presents the overall conclusion.
2. [bookmark: _Toc234713471]Literature Review

2.1 Social Media Marketing
Social media marketing (SMM) has become one of the fastest-growing components of digital marketing, enabling organisations to establish interactive relationships with consumers through platforms such as Facebook, Instagram, TikTok, YouTube, LinkedIn and X (formerly Twitter). Unlike traditional marketing, which primarily focuses on one-way communication, social media marketing encourages two-way interaction by allowing consumers to create, share and respond to content in real time. This interactive nature enables organisations to strengthen customer relationships, improve brand visibility and enhance consumer engagement while collecting valuable market insights (Chaffey and Ellis-Chadwick, 2023).
The rapid adoption of social media has fundamentally changed how organisations implement marketing strategies. Modern businesses increasingly use social media to promote products, provide customer support, build online communities and influence purchasing decisions through personalised content. According to Dwivedi et al. (2021), social media marketing has evolved beyond promotional activities and is now recognised as a strategic business function that integrates customer engagement, relationship management and value creation.
However, the effectiveness of social media marketing remains a subject of academic debate. While numerous studies conclude that social media marketing positively influences customer engagement, brand awareness and purchase intention (Dwivedi et al., 2021; Godey et al., 2016), other researchers argue that excessive promotional content, privacy concerns and declining trust in sponsored advertisements may reduce consumer responsiveness (Tien, Rivas and Liao, 2023). These contrasting findings suggest that the effectiveness of social media marketing depends upon multiple factors, including content quality, platform characteristics, consumer trust and message credibility. 

2.2 Consumer Buying Behaviour
Consumer buying behaviour refers to the decision-making process through which individuals identify their needs, search for information, evaluate available alternatives, make purchasing decisions and assess post-purchase satisfaction (Kotler, Keller and Chernev, 2022). Understanding this process is fundamental to marketing because consumer decisions are influenced by a combination of psychological, social, cultural and technological factors.
The Consumer Decision-Making Process Model suggests that consumers progress through five key stages: problem recognition, information search, evaluation of alternatives, purchase decision and post-purchase evaluation (Kotler, Keller and Chernev, 2022). Social media platforms have become integral to each of these stages by providing immediate access to product information, customer reviews, comparison tools and brand communications. Consequently, consumers are no longer passive recipients of marketing messages but active participants who seek, evaluate and share information that influences purchasing decisions (Stephen, 2016).
The Theory of Planned Behaviour (TPB) further explains consumer buying behaviour by proposing that purchasing intentions are influenced by consumers' attitudes, subjective norms and perceived behavioural control (Ajzen, 1991). Recent studies demonstrate that consumers are more likely to purchase products that receive positive online reviews and recommendations from trusted individuals, highlighting the significant role of social influence in digital purchasing decisions (Tien, Rivas and Liao, 2023).


2.3 Impact of Social Media Marketing on Consumer Buying Behaviour
The relationship between social media marketing and consumer buying behaviour has received considerable attention in contemporary marketing research. Social media platforms have transformed the traditional consumer decision-making process by providing interactive environments where organisations and consumers exchange information, opinions and experiences. Unlike conventional advertising, social media marketing enables consumers to engage directly with brands through comments, reviews, likes, shares and user-generated content, creating greater transparency and trust throughout the purchasing process (Chaffey and Ellis-Chadwick, 2023). 
One of the most influential drivers of consumer buying behaviour is electronic word-of-mouth (eWOM). Electronic word-of-mouth refers to positive or negative information shared by consumers through digital platforms regarding products, services or organisations. Previous studies consistently demonstrate that online reviews and peer recommendations significantly influence consumer purchase decisions because they are generally perceived as more credible and less biased than traditional advertising (Stephen, 2016). Similarly, Dwivedi et al. (2021) argue that positive eWOM enhances consumer trust and purchase intention by reducing perceived risk during the evaluation stage of the buying process. 
Another significant factor is influencer marketing, which has become an essential component of contemporary social media strategies. Influencers often possess specialised knowledge, large follower communities and perceived authenticity, enabling them to shape consumer attitudes and purchasing decisions. Research by Godey et al. (2016) found that influencer-generated content positively affects brand image and consumers' willingness to purchase luxury products. More recent studies also indicate that influencer credibility, expertise and authenticity significantly strengthen consumers' trust in promoted products, particularly among younger consumers who actively engage with social media platforms (Tien, Rivas and Liao, 2023). 
.





2.4 Literature Gap
Although existing literature has established that social media marketing plays an important role in influencing consumer buying behaviour, several research gaps remain. Most previous studies have concentrated on individual dimensions such as influencer marketing, electronic word-of-mouth (eWOM), customer engagement or brand awareness rather than examining their combined influence on consumer purchasing decisions (Dwivedi et al., 2021; Tien, Rivas and Liao, 2023). Furthermore, empirical findings remain inconsistent regarding the extent to which these factors influence purchase intention, as consumer responses differ according to platform characteristics, demographic profiles and perceived credibility of online content (Chaffey and Ellis-Chadwick, 2023). 
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The purpose of this chapter is to outline the proposed research methodology for investigating the impact of social media marketing on consumer buying behaviour. The methodological choices have been made to ensure that the research objectives are addressed systematically while producing reliable, valid and ethically sound findings. The selected research design is based on established research methods commonly applied within business and marketing research (Saunders, Lewis and Thornhill, 2019).

3.1 Research Philosophy
This study will adopt a positivist research philosophy, which assumes that social phenomena can be objectively measured and analysed using quantitative data. Positivism is considered appropriate because the research aims to examine measurable relationships between social media marketing activities and consumer buying behaviour. This philosophy enables the collection of empirical evidence and facilitates statistical analysis, thereby enhancing the objectivity and reliability of the research findings (Saunders, Lewis and Thornhill, 2019).

3.2 Research Approach
The research will employ a deductive research approach. A deductive approach begins with existing theories and empirical literature before testing them using collected data (Hair, Page and Brunsveld, 2020). Since previous studies have established theoretical relationships between social media marketing, consumer engagement and purchasing behaviour, this study seeks to examine whether these relationships are evident among the selected respondents.

3.3 Research Design
A quantitative research design will be adopted because it enables numerical measurement of consumers' perceptions, attitudes and buying behaviour. Quantitative research is widely used in marketing studies due to its ability to analyse relationships between variables and produce findings that can be statistically interpreted and generalised to a wider population (Saunders, Lewis and Thornhill, 2019).

3.4 Data Collection and Sampling
The study will collect primary data through an online structured questionnaire distributed to active social media users aged 18 years and above. The questionaire will consist mainly of closed-ended questions measured using a five-point Likert scale to evaluate respondents' perceptions of social media marketing activities and their influence on purchasing decisions. A convenience sampling technique will be employed because it provides efficient access to respondents who regularly use social media platforms and is considered appropriate for time-limited academic research (Hair, Page and Brunsveld, 2020).

3.5 Data Analysis, Ethics, Reliability and Validity
The collected data will be analysed using descriptive and inferential statistical techniques to identify patterns and relationships between the study variables. Ethical principles will be maintained throughout the research by ensuring voluntary participation, informed consent, anonymity and confidentiality of respondents' information. The study will also comply with institutional research ethics requirements and applicable data protection regulations. Reliability will be enhanced through the use of standardised questionnaire items adapted from previous studies, while validity will be strengthened by ensuring that each question directly reflects the research objectives and measures the intended research constructs (Saunders, Lewis and Thornhill, 2019).









4. [bookmark: _Toc234713473]Research Timetable

The proposed research will be completed over an eight-week period. The timetable outlines the key activities required to successfully complete the research project, from the selection of the research topic to the final submission of the proposal. Developing a structured timetable is essential for effective project planning because it assists in monitoring progress, allocating sufficient time to each research activity and ensuring that the study is completed within the required deadline (Saunders, Lewis and Thornhill, 2019).

	Research Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Selection of research topic
	●
	
	
	
	
	
	
	

	Development of research proposal
	●
	●
	
	
	
	
	
	

	Literature review
	
	●
	●
	
	
	
	
	

	Research methodology design
	
	
	●
	●
	
	
	
	

	Questionnaire development and pilot testing
	
	
	
	●
	●
	
	
	

	Data collection
	
	
	
	
	●
	●
	
	

	Data analysis and interpretation
	
	
	
	
	
	●
	●
	

	Writing of findings and discussion
	
	
	
	
	
	
	●
	

	Final editing, proofreading and submission
	
	
	
	
	
	
	●
	●


Table 4.1 Proposed Research Timetable (Gantt Chart)
The timetable provides a realistic schedule for undertaking the proposed research and ensures that sufficient time is allocated to each stage of the research process. Effective time management is expected to enhance the quality of the research by allowing adequate time for literature review, data collection, analysis and final revision before submission.


5. [bookmark: _Toc234713474]Expected Business Relevance

The findings of this proposed research are expected to provide valuable theoretical and practical insights into the relationship between social media marketing and consumer buying behaviour. From an academic perspective, the study will contribute to the existing body of knowledge by examining how key dimensions of social media marketing, including influencer marketing, electronic word-of-mouth (eWOM), customer engagement and social media content, influence consumers' purchasing decisions. The research will also address inconsistencies identified in previous studies by providing a comprehensive assessment of the factors that shape consumer buying behaviour within digital environments.
From a business perspective, the findings are expected to support organisations in developing more effective social media marketing strategies. Understanding the factors that influence purchase intentions will enable businesses to improve customer engagement, strengthen brand trust and allocate marketing resources more efficiently. Furthermore, the study may assist marketing managers in designing targeted campaigns that enhance customer satisfaction, increase conversion rates and improve organisational competitiveness within increasingly dynamic digital marketplaces (Chaffey and Ellis-Chadwick, 2023; Dwivedi et al., 2021).
















6. [bookmark: _Toc234713475]Conclusion

This research proposal has outlined a structured plan for investigating the impact of social media marketing on consumer buying behaviour. The study identified a significant business problem arising from the increasing reliance on social media as a marketing platform and the continuing uncertainty regarding its influence on consumers' purchasing decisions. A review of the literature demonstrated that factors such as electronic word-of-mouth, influencer marketing, customer engagement and content quality are recognised as important determinants of consumer buying behaviour, although previous findings remain inconsistent. The proposed quantitative research methodology has been designed to examine these relationships systematicaly while ensuring ethical, reliable and valid research practices. It is anticipated that the findings of this study will contribute to academic knowledge and provide practical recommendations that enable organisations to improve the effectiveness of their social media marketing strategies and enhance consumer engagement in competitive digital markets.
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