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Impacts of social media marketing on Tesco customer behavior
[bookmark: _Toc113003384]Introduction
Social media interactions have had a significant influence on human interaction. The rapid growth of these online-based platforms that enable online social behaviour has significantly modified human behaviour, especially interactions (Saravanakumar and SuganthaLakshmi 2012). The relationships that were once in the real world have migrated to the virtual world, which has resulted in online communities that bring people together from across the globe (Chand 2014). This digital transformation allows people to share knowledge, entertain, and engage with others from different cultures. This is a significant advantage for businesses because they can also use the platforms to reach consumers from different parts of the world (Christina, Fenni, and Roselina, 2019). The internet was initially used to pass a message to customers. However, this served as an advertising platform rather than a place where consumers could interact with each other and the business. This is what social media offers. 
Social media allows firms to create long-term customer relationships by engaging them. The businesses seek to develop this relationship through promotional strategies involving co-creating content on social media platforms (Karimi and Naghibi 2015). The main difference between traditional and social digital marketing is that in the past, businesses communicated with their customers. Still, with social media, the customers can respond to the companies by giving immediate feedback (Han 2021). As a result, businesses have to do more regarding their digital presence. This is possible through digital social technologies, which allow participatory information sharing on the internet. 
One company that has fully embraced social and digital marketing is Tesco. This is a reputable retail chain headquartered in Welwyn Garden City, UK, but it has operations in more than 15 countries across the globe. The company operates by its team of over 30,000 employees who serve its customers in various stores (Tesco Plc U.K). The company has grown to be widely accepted based on its brand reputation developed by how it interacts with customers and is responsive to different situations in the sector. It is one of the largest retailers in the world based on revenues, with most of its operations being in Europe (Tse et al., 2018). It has operated globally since the 1990s but stopped operations in the US in 2013. It continues to show growth in other parts of the globe, where it retails various items such as books, clothing, electronics, furniture, toys, financial services, and internet services, among others (Tesco Plc U.K). It is listed on the London Stock Exchange. With such international operations and a broad market to reach, social media marketing has come in handy for the company. This research seeks to investigate the impact of social media marketing on Tesco's consumer behaviour, especially regarding their buying pattern. 
[bookmark: _Toc113003385]Rationale of the study
With the rise in social media use, digital marketing is shifting from only having online promotion platforms to social media marketing. Even more, social media networks are being used to present different examples of consumer behaviour, both an opportunity and a test for corporate marketing (Chen and Pham 2019). This research is necessary because it can help corporate marketers to make the right decisions concerning promotion methods and strategies. Additionally, retailers like Tesco can carry out marketing activities and brand promotions based on this information. They require comprehensive information on the results of using social and digital marketing, the benefits to the business, and the implementation costs. Lastly, this research is essential for consumers with more information about their favourite brands (Evans, Bratton, and McKee 2021). They will understand how businesses like Tesco use social media marketing to communicate with them and use their feedback to improve the quality of products and services. Many studies have been conducted on social media marketing, but few show the ultimate outcomes of this marketing approach regarding Tesco. This study will effectively reveal that for all stakeholders to understand its importance. 
[bookmark: _Toc113003386]Aims
The main aim of the research is to prove the existence of a link between customer loyalty and social media marketing of Tesco. The findings and results of this study will show the social media effectiveness from the customer's perspective. This is because of the growing concern about the ability of social media marketing to influence consumer behaviour. The specific objectives of the study are as below. 
[bookmark: _Toc113003387]Objectives
1. To investigate the current social media marketing strategy implemented by Tesco.
2. To determine the challenges that Tesco may face in implementing social media marketing strategies.
3. To evaluate the impact of social media marketing strategies on consumer behaviour.

[bookmark: _Toc113003388]Questions
1. What is the current social media marketing strategy implemented by Tesco?
2. What are the challenges that Tesco may face in implementing social media marketing strategies?
3. What is the impact of social media marketing strategies on consumer behaviour?

[bookmark: _Toc113003389]Literature review
[bookmark: _Toc113003390]6.1.Social media marketing
In strategic marketing, the use of social media is increasing, but there is no single conclusive definition of social media marketing. Different researchers have defined it in different ways for their studies. According to Li et al. (2021), social media marketing is a pattern of activities based on consumer assessment in regards to motivations for brand-related use of social media and the carrying out of deliberate engagement to achieve connectedness through valuable strategic means that will help the company achieve its common marketing objectives. Hollebeek et al. (2019) are simply using social media platforms to share information to build a company's brand, increasing sales and driving traffic to its website. The researchers add that through social media marketing, companies can engage with existing customers while still reaching out to new ones and tracking the success of such efforts through data analytics. 
[bookmark: _Toc113003391]6.2.Consumer behaviour
Consumer behaviour has been studied in different literature streams, but it does not have a consistent definition of identity or generally accepted principles on how it operates in different situations. According to Reed II et al. (2012), customer behavior entails looking at how specific consumers, teams, or organisations choose, acquire, utilise, and discard items and services to fulfil their requirements and desires. It is a comprehensive study of consumer actions and the motives behind the actions. On the other hand, du Plessis (2022) defines it as how people make purchase decisions to satisfy their wants and needs and its emotional, moral, and behavioural influences. As such, consumer behaviour uses ideas from different fields such as psychology, biology, and economics. 
[bookmark: _Toc113003392]6.3.Honeycomb model
Tesco understands the importance of social media marketing and therefore utilizes it to influence customer behaviour. This is because the two are related, especially in the retail industry where Tesco operates (Tse et al., 2016). One is that engaging with customers on social media lets them know the different products that Tesco offers. The customers also give feedback on what they would want to get from the company stores (Silva, Feitosa, Duarte, and Vasconcelos 2020). The Honeycomb model best explains this. This model identifies the key drivers of the social media eco-system and provides a framework within which multiple parties, including platforms, users, and social media marketers, can function. There are seven blocks. The first is sharing, which refers to how users exchange, distribute and receive information from online platforms (Dwivedi, Kapoor, and Chen, 2015). The second is presence which covers if users know if others are available. The third is relationships and is about the level of relations between users. The fourth is an identity that describes how users reveal themselves. The fifth factor is reputation, which refers to how well people are aware of others' and content's social media position. The sixth is groups and is about membership rules and protocols. The last one is conversation and represents the extent to which users communicate with other users.
Advantages of Honeycomb model
The seven blocks it covers ensure that the model can effectively be used to analyse the efficiency of a social media marketing strategy (Talwar et al., 2020). One significant advantage is that it comprehensively explains different aspects of social media marketing. Another advantage is that it is easy to use as it only focuses on the essential elements of social media use. The information required can be easily obtained for assessment. 
Disadvantage
The major disadvantage of this model is that it may not adequately reflect customers' views, which is an essential element of social media marketing.
 
[bookmark: _Toc113003393]Research Methodology
Research methodology refers to the practicality of how the researcher designs the study in a systematic manner to ensure reliable and verifiable outcomes that address the objectives of the research (Pandey, and Pandey, 2021). Research methodology is the procedures or techniques followed in identifying, electing, processing, and analysing data about the topic. This section of the research described the procedures and techniques implemented in the collection and analysis of the data from the identified subjects. Importantly, the proposed research methodology describes the series of action and logic to be applied as part of study of the impact of social media marketing on consumer behavior.
	The proposed research will use the research union model. 
[image: Understanding Research Onion for Research Methodology - The Innovidea]
Fig.1.Souce: Saunders, M., P. & Thornhill, A. (2012) Research Methods for Business students
 	The research onion model describes relationships between different hierarchical levels and how the decisions from the different levels facilitate the development of the research methodology (Asher and Popper, 2019).  In this case the researcher works from the outside of the onion, which includes interaction with stakeholders who are not directly related to Tesco to those stakeholders inward the onion including customers, employees, and management. The onion research model is tactical and philosophical in nature. The research will be based on the philosophy of positivism, by including the essential view of information that exist outside the study content but relates to the study topic.
Positivism research philosophy refers to where even information and knowledge that exist outside the study topic are included in the study (Melnikovas, 2018). This implies that the research survey will include the opinion and perspectives of participants about Tesco company with regards to the impact of social media marketing on customer behaviour. The research approach is deductive, quantitative data will be collected using a survey. 
[bookmark: _Toc113003394]Research Strategy 
	 A survey is a method of gathering information through asking the relevant questions to a sample of people within the target population to understand the population as a whole (Bolinger et al. 2022). A survey will be conducted to collect information from the study participants. 
The researcher gathers primary data. Primary data will be collected from the respondents through questionnaires given to them. Secondary data is previously gathered information accessible to a researcher for analysis.  
	Primary data refers to the direct data obtained in order to determine a solution to an identified problem (Apanasevic, 2018). This is data that is collected from the original source for the first time for analysis by the investigator. The primary will be collected from the primary sources including participants identified for the study. 
	Secondary data refers to data that already exist in different forms including records and literature (Kalu, Unachukwu, and Ibiam, 2019). Secondary data is already collected, analysed and treated statistically by a researcher or other agencies. The secondary data will be collected from previous literature on social media marketing and its impact on customer behaviour. It is important that the secondary data is collected will allot of care as they will be collected from different sources with diverse perceptions on the impact of social media marketing on customer behaviour. 
[bookmark: _Toc113003395]Research Techniques
	Qualitative research refers to the process of naturalistic assessment with the aim of deeper understanding of a problem or social phenomena within defined framework (Mohajan, 2018). This method will be effective in examining the secondary data obtained from literature on social media marketing and other related topics. On the other hand, quantitative research involves logic, objective stance, and numbers by focusing on the assessment of changes on the numeric data collected in the study (Bloomfield, and Fisher, 2019). The quantitative research method will be used in evaluation of the primary data collected from the participants to generate variety of ideologies on the research problem. The choice quantitative data will determine the social media impact on consumer behaviour based on the sample selected. Qualitative data is descriptive and conceptual findings about a topic and is mainly collected through observation, interviews and questionnaires. Quantitative data is in the form of data contained in counts or numbers; each data has a unique numerical value.
The research will be created using monomethod, only quantitative data will be collected. A survey will be conducted with approximately 50 Tesco customers, female and male, aged over 18 years, randomly selected. 
	Simple Random Sampling
	Simple random sample refers to a sampling method where every member of the population has equal chances of being selected for the study (Berndt, 2020). The sampling frame selected for the study will include all employees, customers, and other stakeholders of Tesco company. The sample design will be developed from the number of population identified for the study. The projection of 50 participants will be included in the study. The participants will be identified on a simple random sampling basis. Importantly, the inclusion of the participants will be on voluntary and confidential basis where the participants are at liberty to join or exit the research at any time.
[bookmark: _Toc113003396] Analysis of data
Analysing data is the process of modelling data to get valuable information that can be used to make an informed decision in a study (Taherdoost, 2022). The data will be analysed using quantitative method that entails the interpretation of the numerical information collected respectively. The data analysis methods will be analysed using Excel, graph, tables and diagrams.
[bookmark: _Toc113003397]Research ethics and privacy
Research ethics guide researchers in conducting and reporting research without deception or the intention to cause harm to any of the parties involved (Kara, 2018). First, the researcher will protect the privacy of all the participants selected for the study. The data obtained from the participants will be for academic purposes only. The participant will be allowed to join and leave the study voluntarily and at any time.





[bookmark: _Toc113003398] Research expendure:
	Activities
	Budget

	Paper for printing the survey
	£5

	Travel  expenses
	£10

	Total Cost
	£15


 	Table.1. Source: Sabina-Andreea Sabau, 2022
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