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[bookmark: _Toc192521518]Introduction 
In this current era, social media is being used in an evident manner in regard to the marketing process. As stated by Shannon et al., (2022), the number of people using social media is being increased and that is why businesses have been able to understand that in order to reach customers in an effective manner, they can use social platforms. However, in case of different industries, the use of social media as a platform of their marketing process can be different as the targeted audiences of different industries can be different and the social media marketing strategy gets developed by considering the type of the targeted customers. By thinking all of these factors, a research study on the topic “The use of social media in the marketing of electric vehicles - a case study on the automobile industry of the UK” is being done here. 
[bookmark: _Toc192521519]Background 
Day by day people are getting concerned regarding the environmental sustainability (Obaideen et al., 2022). The impact of it is definitely being shown with respect to their choices and preferences. By thinking of the same, it can be stated that the demands fie electric vehicles that are expected to be good for the environment can be high and different renowned electric vehicle companies like Audi, Ford Motors and others are using effective marketing strategy to attract customers to their electric vehicles. The research is aimed to find out the impact of social media marketing process in regard to attracting customers to electric vehicles and in this regard, the automobile industry in the UK is being considered. The aim, objectives and research questions are as follows; 
[bookmark: _Toc192521520]Aim 
The aim of the research study is to find out how UK automobile companies are using social media in order to attract customers to their electric vehicles and the research is also aimed to find out the strategy that they can use in the future in order to attract customers to EVs through social media platforms in a better way. By considering the aim of the research study, the objectives have been developed and the objectives are as follows: 
[bookmark: _Toc192521521]Objectives 
· To find out the use of social media in attracting customers towards electric vehicles 
· To evaluate the social media strategy being used by UK automobile companies to attract customers towards their EVS 
· To recommend some social media marketing strategies that UK automobile companies can adopt in order to attract customers to EVs in the best possible manner 
[bookmark: _Toc192521522]Research questions 
· What is the use of social media in attracting customers towards electric vehicles? 
· What are the social media strategies being used by UK automobile companies to attract customers towards their EVs? 
· What are some social media marketing strategies that UK automobile companies can adopt in order to attract customers to EVs in the best possible manner? 
[bookmark: _Toc192521523]Rationale of the research 
There are some research studies available on the social media marketing process and the impact of it in attracting customers. However, the research is able to add value to this domain of research as there are lack of studies specific to an industry and a country. By considering the viewpoint of Nur and Siregar (2024), the targeted customers of different industries are different and that is why the marketing strategy of different industries can also be different. It means that when the matter comes to doing research study on the social media marketing process, being specific to an industry is needed. On the other hand, in different counties, the rates of using social media platforms by mass people are different. Hence, the social media marketing strategy in different country and its effectiveness in attracting people in different countries can be different. By thinking of the same, it can be stated that when research is being done on the social media marketing and its effectiveness, being specific to a country and an industry is needed. Lack of country and industry specific research has created a gap in this research domain and this study is expected to fill the gap by considering the impact of social media marketing with respect to the automobile industry in the UK. By considering the result of the research study, it is expected that automobile companies in the UK will be able to assess the effectiveness of the social media marketing strategy that they are using to attract customers to their EVs and when they will be able to assess the same, they will also be able to bring an improvement to their social media marketing strategy and here the rationale of the research work is found considerably evident. 
[bookmark: _Toc192521524]Literature review 
In order to do the research study in an evident manner, it is important to develop a concept regarding the topic and regarding the context of the topic, it is important to do a preliminary literature review when developing the proposal. In this regard, some literary pieces regarding the social media marketing strategy and the effectiveness of it has been done though when doing the actual research work, a greater number of literary pieces will be reviewed and an intensive literature review will be done. 
[bookmark: _Toc192521525]The concept of social media marketing 
As per the point of view of Shakarbekovna (2021), it can be stated that social media marketing (SMM) is the process of using social media platforms with the aim of promoting any product or service or anything else. It is about creating and sharing content that can engage audiences and that can attract customers towards a new product or service or a brand. Some useful social media platforms that are used for the promotion of products, services or brands are LinkedIn, Facebook, Twitter. Instagram and others. Watini et al., (2022) have stated that almost all industries are paying attention to the social media marketing process for attracting customers as they have been aware of the fact that a greater number of people are using social media platforms evidently and that is why the social media-based marketing can be regarded as an effective way to attract them. However, the matter is that with age group and behavioural factors, the use rates of social media can be different among people belonging to different ages, occupation, and technical knowledge. By considering the rate of using social media of the targeted group of customers, businesses are needed to choose the social media platforms. For example, fashion businesses are found using Instagram as an effective platform to promote their products (Putri, 2021). These businesses have been able to understand that they can promote their product effectively by engaging Instagram influencers. In this way, different industries may have different types of targeted customers and preferred social media platforms for marketing. By considering this point of view, it can be stated that before being engaged in the social media marketing process, businesses are required to do market research for understanding the type of customers that they are targeting and their social media preferences. The use of proper social media platform and the use of proper content can ensure the success of their social media marketing process. 
[bookmark: _Toc192521526]The benefits and challenges of using social media marketing to attract customers 
The main benefit of using social media marketing to attract customers is that it is a cost-effective marketing process. In comparison to traditional marketing, it requires lower costs (Hilong, 2023). If a business would have access to effective social media strategists and can use proper platform by considering the targeted audiences, then it is expected that they will be able to get customers easily while doing proper marketing practices and at lower costs. On the other hand, by using social media marketing process, it is possible to attract customers throughout the globe as people from each corner of the globe have access to social media platforms. These are some key benefits and by analysing these contexts, it can be stated that automobile businesses can use social media platforms evidently to attract customers from any part of the globe, 
However, there are some challenges in regard to the social media marketing process and the main issue can be about content and advertise development. If businesses would not be able to develop content or advertisement for social media in such a way that can attract their targeted audiences in an easy manner, then the social media marketing strategy and the investment made in it can be wasted. On the other hand, Mason et al., (2021) have stated that social media platforms for marketing should be used after doing proper researches. Now, if businesses would use wrong social media platforms as per the usage rates of its targeted customers, then also the strategy can be failed and the investment in it can be wasted. Hence, before being involved in the social media marketing process, it is important to think of the challenges and proper marketing process ius needed to be adopted after doing effective marketing research. 
[bookmark: _Toc192521527]The importance of proper marketing for electric vehicles 
The research is being done based on two variables one is social media marketing and another is attracting customers to electric vehicles in the UK. Hence, some literary pieces on social media marketing have been gone through and now it is important to go through some literary pieces regarding the importance of marketing EVs. In this regard, the viewpoints of Sanguesa, et al., (2021) can be considered. The authors have stated that with the increasing use of EVs, the environmental sustainability will be ensured. Electric vehicles are good for the environment and in such a situation where environmental sustainability has been the prime part of concern, marketing EVs and attracting customers to it has definitely been important. Based on the analysis of this point of view, it can be stated that as marketing EVs has been important now, businesses are needed to know about the effectiveness of social media marketing in this regard and the research is expected to be insightful for this reason. 
[bookmark: _Toc192521528]Theoretical framework 
As the research study is on the social media marketing process, RACE framework can be used here. Rautela (2021) has stated that it is a digital marketing model used to plan and manage online marketing activities. By considering the framework, it can be stated that the automobile businesses in the UK are required to use social media in an evident way to reach their targeted customers for electric vehicles first as REACH is the first aspect of the race framework. Their social media marketing strategy is required to be developed in such a way that it encourages customers to interact with the brand and it is the next part that means “ACT”. The social media content should be effective to convert the audiences into customers as the next point of the framework is “CONVERT”. Now, the last point is “Engaging” and while maintaining the expectations of customers and while making a relationship with them through social media platforms, the requirement of this stage can be fulfilled. 
[bookmark: _Toc192521529]Research methodology 
[bookmark: _Toc192521530]Research philosophy 
The research will be using the positivism research philosophy by considering its understandable outcomes and the structured approach. This philosophy is expected to help the researcher to get an understanding point of view regarding the use of social media in attracting customers of the UK towards EVs through a well-structured process. 
[bookmark: _Toc192521531]Research approach 
The research will be using the deductive approach as it can be effective for analysing data collected through survey or experiments (Casula et al., 2021). It means that in the analysis of real time data, the approach can be effective and it is expected that this quality of the approach will make the research insightful. 
[bookmark: _Toc192521532]Research strategy 
Survey will be used as the research strategy here. Data will be collected through survey questionnaire. 20 relevant questions will be developed and it will be distributed among survey participants for collecting data. 
[bookmark: _Toc192521533]Research methodology 
Primary method of research uses human participants and, in this case, data can be collected through observation, experiments, survey, interview and others. On the other hand, in regard to secondary method, data is collected from existing literary pieces like articles, journals and others. However, in this case, a decision of using the primary me5thod has been made. Though 20 articles will be reviewed for the literature review that means the literature review will be done using the secondary method, the main data collection will be done using survey. 
[bookmark: _Toc192521534]Sampling 
Random sampling method will be used here. People in the UK who would be found following the social media pages of renowned UK automobile companies like Ford, Audi, Aston Martin and others will be surveyed in order to know about the way these companies are using the social media in order to market their EVs and in order to know how they get attracted to their EVs by considering their social media marketing strategy. Random sampling method will be used means any person following the social media pages of any of these companies has the chance to be a part of the research. 35 people will be surveyed and it means 35 is the sampling size here. 
[bookmark: _Toc192521535]Data collection method 
Before engaging people in the research consent form and participant information sheet will be sent to them through mail in order to make them aware of the research study. After knowing about the research, they will give their consent and only those people will be surveyed who will be agreed to participate in it. The survey form will be shared with them as google form. Within a stipulated time period they will submit their survey result and, in this way, the data collection will be done. 
[bookmark: _Toc192521536]Data analysis method 
Quantitative data analysis method will be followed here. The survey data will be analysed using the quantitative method by using excel and pie charts. It means that the survey data that will be collected from 35 people with respect to 20 survey questions will be analysed using the mono quantitative method. 
[bookmark: _Toc192521537]Ethical consideration 
In case of primary research, effective ethical considerations should be followed (Díaz et al., 2021). In this case, the participant information will be kept secret and the privacy act will be maintained in the best possible manner. Apart from that, integrity and authenticity will be maintained properly. 
[bookmark: _Toc192521538]Timeline
	Activities 
	Week 1 – 2
	Week 3 – 5 
	Week 6 – 10 
	Week 11 - 12

	Proposal development 
	
	
	
	

	Ethical approval 
	
	
	
	

	Literature review 
	
	
	
	

	Data collection and analysis 
	
	
	
	

	Conclusion development 
	
	
	
	


Table 1: Timeframe
[bookmark: _Toc192521539]Limitation of the research 
The research will be done using 35 participants though more people could be involved. It can be regarded as a limitation here. However, if more people would be involved, it might be time consuming and data analysis from large dataset will be challenging. Hence 35 sample size has been considered here. 
[bookmark: _Toc192521540]Conclusion 
If the research study will be done in such an effective way, then it is expected that the research will help UK automobile companies to assess social media strategy of them to attract their customers to their electric vehicles and it will ultimately be good for their business and if more people will use EVs, it will be good for the environment as well. 
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