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Abstract 
Purpose 
The purpose of this thesis is to examine the influence of social media marketing and loyalty schemes on the sales of a firm like Tesco. By investigating this, the research aimed to determine the core barriers to integrating these techniques in the promotion of goods. 
Design 
Important insights regarding the sales, social media, and loyalty schemes of Tesco were obtained by analyzing the data collected from them utilizing primary data obtained through surveys. This study employed a variety of research approaches, including Saunder's onion model, to establish a collaborative approach. Deductive reasoning along with positivism was the main component that determined the study's methodology. Therefore, SPSS analysis was used to analyze the data in an effective manner.
Findings 
The findings of the study outlined that both advertising techniques would have played a key role in shaping the financial value of the firm in terms of its sales. Both of them, are used for making connections with consumers and enhancing their satisfaction so that they can make repetitive purchases and help the businesses like Tesco to grow more. In addition to that, there were ample f issues regarding these techniques such as content creation and sharing, technology integration, unclear loyalty schemes, and many more. This study has provided better strategies to overcome the results of the study. 
Originality 
The study's uniqueness was attributed to the Certificate of Ethical Approval, which also gave insights into the study's identification of novel outcomes and novel discoveries in the context of celebrity endorsements.
Keywords
AI (Artificial Intelligence), VR (Virtual Reality), SM (Social media marketing), LP (Loyalty programs), Data synchronization
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[bookmark: _Toc]Chapter 1: Introduction
[bookmark: _Toc1]1.1 Introduction 
This chapter of this study is the base where the readers lay the foundation, it means that this study will set the stage for the research. This chapter will provide every core element of this study to the reader in the form of background information related to the topic and even the significance of the study about tell why this is important to conduct this study. This city outlines the research gap or even the research question that the author will be addressing throughout the study and draws a valuable and new conclusion for their work. This assists the reader to better understand the significance and the context of the study with the outlined objective that will be framed on the basis of the background information and will be used to set themes for the literature review part. Hence this becomes crucial due to the reason that it can help the reader to better understand the purpose and even the relevance of the study from the beginning. The structure in this study will provide readers a comprehensive view which further adds an idea of what they can expect from the following sections of the study.
[bookmark: _Toc2]1.2 Background
Over the past three decades, social media marketing has rapidly increased, even on a worldwide scale. In the same way, reward schemes are also seen as marketing strategies that, via expanding relational possibilities, benefit both companies and customers. But can social media advertising (SM) and loyalty schemes or programs (LP) enhance the company's financial performance? Numerous writers have found that these strategies have a lot to offer in terms of improving the customer experience (Wang and Kim, 2017; Chaudhuri et al., 2019).
Social media is rising identifying the place for themselves in every facet of their lives. Consumers are accordingly further perceptually engaged with the platforms akin to Facebook, Instagram, Snapchat, and even Twitter. This can even alter the nature of the interactions with public firms. In general, these networking platforms present a novel place where organizations and the public can politically or socially interact with each other and share their information (Alalwan, 2018). As a result, firms globallyt have embarked on thinking of how using these platforms could assist om attracting consumers and building a robust profitable advertising relation with the consumers. The study even claimed that there are several distinct marketing approaches that firms can integrate over the social media handles in the form of e-WOM, CRM (Consumer relationship management), and even branding. However, the core interest in social media advertising has been in terms of marketing from both practitioners’ and researcher’s perceptions (Alalwan, 2018). In addition to that, marketers even faced the issues of how they can design and play these ads in further attractive and effective ways.  
Customer loyalty schemes or programs are considered to be the framed marketing efforts that allow organization to encourage and reward the loyal behaviour of consumers and proliferate the use of the firm's product or service. The study conducted by Lin (2020) claimed that loyalty programs have an optimistic influence on re-patronage decisions. As several authors stated in their point the rising consumer loyalty scheme become the most widely used in the retail industry and there are also successful models such as Tesco’s Clubcard which allowed the businesses to grow more or in an effective manner. This paradox of greater program popularity and even the large variability in their performance along with the recent debate about the effectiveness of the loyalty programs is a better understanding for both researchers and even the retailer's hands (Lin, 20202). This study will examine how effective the loyalty program scheme is for the sales of the firm.
Because of these platforms' core qualities, customers may influence one another and improve their relationships with businesses. Compared with conventional advertising strategies that focus solely on customer interactions, such approaches have yielded improved response rates and consumer engagement. According to Chaudhuri et al. (2019) and Wang and Kim (2017), authors have even determined that these CRM (Customer Relationship Management) methods directly bring value to businesses and are even more successful at doing so when integrated with other corporate sources. These modifications to consumer capabilities may therefore lead to positive improvements in the performance of the company as well as unique and relational advantages over rivals. The combined effects of shifting customer behavior may result in a net increase in revenue and profitability for loyalty and social media marketing initiatives.
[bookmark: _Toc3]1.3 Rationale
The rising significance of digital marketing and even loyalty programs in the current highly competitive retail marketplace would be the reason to conduct this study. With the rise of these social networking sites and even the proliferating emphasis on making strong or robust customer relations, it becomes necessary for organizations such as Tesco to understand or realize how these tactics influence their performance regarding sales and their financial positions. Hence by conducting this study, the author will be able to deliver Tesco and other retail firms in this industry valuable data or the information available on how to effectively or efficiently an organization can leverage loyalty programs and even social media marketing to drive its sales which further leads to enhance the loyalty of the consumers. This study will majorly contribute to the core body of information and experience available in the field and assist the organizations to stay competitive and stand out in the dynamic retail landscape of the UK.
[bookmark: _Toc4]1.4 Significance 
The research being investigated looks at how loyalty programs and social media use interact with customers to improve business sales success. Using the resource-based perspective theory, this investigation explores several important insights for that aim, claiming that investments in these activities recognized resources needed to grow new skills related to marketing. The findings suggest that when any company integrates social media platforms and loyalty schemes in its advertising campaigns to improve firm performance, firm sales and CRM capabilities are essential (Wang and Kim, 2017).
The results of this study even show that SM and LP have a significant impact on business success and add to the body of knowledge about the effectiveness of these marketing tools. This work is significant because it expands the generalizability of the relationship between company CRM and performance using other datasets, so adding to the body of current knowledge on LP and SM.
[bookmark: _Toc5]1.5 Gap
The possible gap for this study is the limited understanding of the efficiency of loyalty schemes and even social media marketing in driving sales, particularly in the retail sector such as Tesco. This gap exists due to the reason there has been the absence of inclusive studies that particularly concentrate on this UK retail market and the way these tactics influence the behavior of consumers and their purchasing decisions. Also, there are studies that have determined the impact of social media marketing and even the loyalty schemes of the firms however no particular study can address the issues that the organization would face while integrating these marketing tactics. By conducting this study UK retailers especially Tesco will be able to get valuable information and even suggestions in their own industry on how to optimize their loyalty programs and even the social marketing efforts with the very least difficulties to boost their sales.
[bookmark: _Toc6]1.6 Aims and Objectives 
Aim 
The study aims to investigate how organisations like Tesco can shape the use of social media marketing and loyalty schemes to pace up their sales. 
Objectives 
To examine the impact of social media marketing on sales acceleration for organizations like Tesco.
To explore the role of loyalty schemes in driving the sales growth for Tesco.
To explore the potential challenges that Tesco must be aware of while integrating these marketing techniques.
To determine the best practices and tactics for integrating social media marketing and loyalty schemes to address these challenges.
[bookmark: _Toc7]1.7 Questions 
What are the impacts of social media marketing on sales acceleration for organizations like Tesco?
How do loyalty schemes play a key role in driving the sales growth for Tesco?
What possible challenges Tesco might face while integrating these marketing techniques?
How does Tesco deal with the challenges by integrating best practices and tactics for integrating social media marketing and loyalty schemes?
[bookmark: _Toc8]1.8 Overview
This chapter provides subjective data, which gives important background for the research. Furthermore, the study's backdrop has established some connections with previous research on the usefulness of social media marketing and loyalty programs in the retail market. In Chapter 2, the selected articles for this thesis will be summarized, and the materials of the literary works will be critically assessed in relation to the goals. An overview of the techniques used to ensure the validity and rigor of this study will be given in Chapter 3. Additionally, Chapter 4 has the data analysis part, which may compare the collected data with previous research and analyze it using statistical methods. As a result, the final chapter 5 will offer pertinent advice in addition to condensed research data.   
[bookmark: _Toc9]1.9 Summary 
Considering the facts from the study this study embarked from setting the base of the study by providing a brief background on the topic associated with social media marketing and even the loyalty programs in driving the sales of the firm. this chapter would make better connections of these variables with the sales that would later be helpful in determining the connection between all three variables of the study. All the framed questions of this study will be addressed in the subsequent chapters and even draw valuable conclusions for the study. 

[bookmark: _Toc10]Chapter 2: Literature Review 
[bookmark: _Toc11]2.1 Introduction
This chapter provides an overview of the distinct published studies on the topic related to exploring the influence of social media marketing and loyalty programs in shaping the sales of businesses. Hence, this study compiles an extensive range of pieces of literature for better evaluation of the existing studies associated with the objectives. The following section will segregated into the following themes such as the influence of social media marketing and loyalty programs on the sales growth of the firm. Also, it will mention some of the key issues that can occur while integrating these practices. In dealing with these issues or improving these marketing tactics, this study will explore further new areas where businesses can work on enhancing their sales. 
[bookmark: _Toc12]2.2 Importance of social media marketing in Retail companies
As per the understanding of Liu et al., (2020), it has been claimed that the significance of social media advertising in modern retail firms can simply be realised by reviewing the research, which outlined that almost 76% of the retailers utilise this marketing technique for accomplishing their objectives of the businesses objectives such as proliferating sales by almost 20 percent whereas the 64% of the retail businesses have integrated this technique in their plan of marketing. The findings of these authors claimed that 84% of CEOs of distinct retail businesses believed that social media resulted in achieving further returns on their investments. 
In addition to that the core advantages of adopting this technique in retail businesses are its cost-effectiveness assisting in linking with consumers, assisting in awareness of the brand, raising traffic on the website, florusing website SEO, enabling focused campaigns, realising the rivals, and creating further sales. By adopting these marketing techniques, retailers can reach the targeted consumers and impact their buying behaviour via brand promotion efforts in social media. 20% of the users (Facebook) have been directly inspired to prefer via seeing adverts. Supporting this study, Maria et al., (2019) stated that social media marketing raises trust among vendors and improves visibility and even brand awareness. The consumer relationship and rising conversion rates would lead to improved sales. Hence, Heggde and Shainesh (2018) outlined, that retailers prefer to adopt this marketing technique due to their cost-effectiveness, being well-known among millennials, being user-friendly, attracting novel consumers, and simple method to reach globally as an advertising tool. 
[bookmark: _Toc13]2.3 Influence of social media marketing on sales growth
As per the understanding of Tajvidi and Karami, (2021), it has been outlined that there is an optimistic impact of utilising social media on the economic performance of businesses while it is specifically used for the techniques such as marketing. Therefore this can be further utilised as a mediator in facilitating the growth of the businesses which can further lead to better retention of consumers throughout the phone. It has been examined that social media delivers value to businesses which can directly enhance the profitability of the organisations by expanding their sales.
 In the article of Wardati and Mahendrawathi (2019), it has been stated that many businesses have embarked on embracing social media for different sorts of advertisement purposes including research, consumer relationship management, branding, sales promotion, and services. In addition to that, for many brands to manage their relations and leverage them advertising communication is important. However, social media played a key role in the reaction to the competitive notes. The use of social media marketing can attract audiences and augment the volume of sales (Rehman et al., 2022). With this marketing tool, businesses have an immediate and optimistic influence on the performance of the market while getting consumer satisfaction and serving them better services.
There are further areas where social media plays a key role in maximizing the sales of businesses. The findings of Mason et al., (2021) claimed that social media offers businesses virtual avenues to advance the customer's awareness towards brands. Social media platforms majorly really used for customer-to-customer interaction to share their goods and services experiences and generate awareness of the brand so that consumers can prefer more of the products. The frequent consumption of the consumers would let the businesses generate more sales. 
[bookmark: _Hlk157784482]Appel et al., (2020), The other role played by social media is targeted advertisements, social media platforms provide strong options enabling businesses to reach their targeted consumers based on their interests, behaviors, and demographics. This approach grants that businesses make efforts in advertising that are associated with the most reliable and relevant audiences this scans for the results in new consumer acquisitions and sales.


[bookmark: _Toc14]2.4 Relation between social media influence and sales of businesses
As per the findings of Muhit (2022), who claimed that the correlation between Brand awareness, customer relationship, and targeted advertisement with sales performance is positive. The findings of the study conducted by Muhit (2022), summarised in the figure below that all these variables have shown a positive influence and range from .512** to .774**. Hence, this summarised that if social media marketing is performed in a well-known manner in the businesses, then the sales of the firm will definitely rise and enhance in a positive manner. 
[image: Picture 3]
Figure 1:Pearson's Correlation analysis
Source: (Muhit, 2022)
The effective adoption of social media advertising both in the in-house R&D and innovation model is core to accomplishing the performance of sales. Serving goods or services to possible consumers in a further efficient manner can allow a retail chain market to pursue greater margins of profit and obtain the competitive benefits that show an optimistic relationship between the sales of the retailers and even social media marketing (Foltean et al., 2019). Consumer relationship management grounded on social media advertising generates an optimistic influence on the performance of retail sales. Adaptive selling is looking to impact the rational as well as sales performance positively; with the sales of businesses. Hence, social media has an optimistic relationship with the process of sales due to the reason it generates opportunities and creates robust relationship management systems (Yost et al., 2021). The usage of social media in retail businesses influence significantly the performance of sales therefore in terms of sales based on outcomes, the relationship between these two variables was not significant. Marketing strategic orientations generate an optimistic influence on the performance of the firm such as net profit, market share, and economic liquidity grounded on the performance of sales.
[bookmark: _Toc15]2.5 Role of loyalty schemes in driving sales of the Firm 
[bookmark: _Hlk157785036]Ramanathan et al., (2017) claimed in their work that in order to attract multiple consumers at a time, businesses offer ample loyalty initiatives as their advertisement techniques for driving the sales of the firm. These techniques have been considerably rising towards an extent level. This is one of the best promotional marketing strategies which played a key role in influencing the behaviour of consumers and getting their trust in an effective manner. This would let and allow them for repetitive purpose purchases. For example, Tesco is the leading loyalty program-based firms that provide ample loyalty schemes to enhance its brand value and sales of the firm. The club card schemes of Tesco accomplished higher sales as compared to the previous years.
[bookmark: _Hlk157785910]Besides that loyalty schemes would play a major role in enhancing the retention of consumers as it encourages consumers to keep coming back to the specific sort of businesses. Providing ample rewards, exclusive benefits, discounts, or purchase referrals can build a sense of appreciation along with the value for their consumers. This can result in proliferating the retention of consumers, as consumers are encouraged to be consistent with their shopping from the specific business to earn and redeem rewards (Fook and Dastane, 2021).
As per the understanding of Kwiatek and Thanasi-Boçe (2019), it has been summarised that loyalty schemes would enhance the lifetime value of consumers as well. These practices have the potential to raise the consumer's lifetime value why consumers feel rewarded and valued which can further result in repeated purchases and spending more money with the businesses over time. This is somehow related to the accomplishment of the business goals and boosting the sales of the businesses. The emphasis of consumers to collect and redeem mechanisms of schemes underlines the repetitive spending and thus accumulating points for future rewards. This can keep the consumers towards the businesses for so long and enhance their lifetime value. 
Loyalty schemes can even create an optimistic WOM marketing (word of mouth), satisfied consumers who are part of light initiatives are further likely to provide their optimistic experiences with their families, friends, and other strangers potentially attracting a novel consumer base to the particular businesses. As per Nastasoiu and Vandenbosch (2019), this sort of organic promotion can result in enhancing sales and the growth of the brand in a thriving manner. loyalty programs are considered to be a tool for creating better brand equity and awareness. This is a specific instrument to which these sort of initiatives accomplish their goal and can change broadly, from declined price sensitivity and proliferated wallet share to rising resistance to service failures adding a proliferated tendency to involve in word of mouth on behalf of the products.
[bookmark: _Hlk157786233]For instance, one of the finest retailers in the UK enhanced its sales over the years and became the core business for effective loyalty schemes. Currently, Tesco Clubcard is ranked best supermarket scheme in loyalty between the cost of living crisis. As mentioned in the below figure, Tesco ranked top in its loyalty schemes followed by Sainsbury with 88 points, and so on. 
[image: Supermarket reward index]
Figure 2: Supermarkets Reward Index
[bookmark: _Hlk157786832]Source: (Collins and Goncalves, 2022)
[bookmark: _Toc16]2.6 Relationship between loyalty schemes and sales of the businesses
In such a way to make positive consumer purchases, businesses have considered the integration of consumer loyalty programs. With the assistance of this, consumers will come back to prefer the products of the businesses and become loyalists. These programs are even considered as a way to reward the consumers for motivating them to make repetitive purchases and be loyal to the firm. this can majorly work in strengthening the relationship of consumers with the firm (Ranabhat, 2018). Hence it is not simple to evolve and manage however if they are set up in an appropriate manner it will play a great role in future success. For instance, the point system is considered to be a well-known and simple reward program for consumers. It is grounded on investing further to get more. On the basis of these programs, the often consumers will get a sure number of points relying on the consumer buys and the further points be credited in the form of discounts. These sorts of programs will raise the average spending of consumers and even encourage them to invest further in the firm brands (Ranabhat, 2018). Hence, this can directly lead to enhancing the sales of the firm and proliferating the financial stability developed through programs. Hence, the loyalty schemes and the sales of the retail businesses are considered to be optimistic and positive. 
[bookmark: _Toc17]2.7 Issues at the time of integration of social media marketing and loyalty schemes 
The issues that perhaps occur in the businesses while integrating their loyalty programs are as follows:
[bookmark: _Hlk157787270]As businesses are shifting towards the process of digitalization, this means that issues for businesses to integrate everything related to technology will likely arise more. the common issue during the loyalty program integration is identified as a technology integration. Ensuring that information technology infrastructure can deal with the proliferated processing of data and also the storage demands that come with the loyalty program. The study conducted by Utz et al., (2023), stated that businesses are required to measure their recent abilities and potentially upgrade their software, hardware, network infrastructure, and database systems to accommodate the further workload with the integration of technology such as blockchain.
[bookmark: _Hlk157787603]As per the understanding of Alshurideh et al., (2020), it has been outlined that another epochal issue that drives consumers to be stick or committed to loyalty schemes is to what level that loyalty initiatives are simply to be measured, connected, registered, used and get benefits from the accumulated buys or usage in a constant basis. 
The other perception of the loyalty program integration is to engage the consumers fairly. sometimes consumers do not understand the complex rewards structure of the businesses. For instance, in the article of Como (2023), if the loyalty reward structure is unclear and vague, this will allow consumers away from the loyalty programs and even lose their interest as well. Hence, it is required for businesses to keep their reward system clear and simple to understand with a clear breakdown of the programs on official websites. It is crucial to design the program in a way that provides valuable rewards to keep consumers engaged and motivated.
One another issue for integrating the loyalty schemes is targeting audiences, sometimes it looks like consumers' age, education, behavior, types and location can impact the loyalty initiatives and their success or failure. Loyalty initiatives utilised by retailers to target a particular base of consumers precisely, specifically the further profitable ones. Loyalty programs are made for special purposes or audiences so that they can be easily targeted or segmented based on loyalty programs (‌Alshurideh et al., 2020). 
Creating effective content: As per the study of Bae and Zamrudi (2018) it has been examined that social media marketing often faces issues in the management of the content. This becomes one of the core challenges of social media marketing that normal businesses can face. Social media marketing needs continuous creation of content which is a perplexing activity for a number of people and results in adopting social media techniques of advertising. 
Measuring ROI: As per the opinion of Arnold (2018) it has been claimed that 44% of businesses can't measure their social media advertising Rate of interest. Even, social media agencies claim that they often struggle to quantify the social media marketing influence of their campaigns. Creating content on social media and posting it on the social media handles is not what makes the firm profitable however, it requires a lot of effort to make a robust presence in the market and make the business profitable. 
[bookmark: _Toc18]2.8 Ways to deal with the challenges 
Robust data synchronization is delineated as a process of granting the fact that the information is adequately, accurately, and consistently updated across several platforms or systems. It is like creating a certain that every piece of information stays up to date in sync. This is specifically while the form has stored the data in distinct places and in such a way as to avoid these inconsistencies or errors this must be used (Behera and Panda, 2023) (Talend, 2024). As per Kirchhof et al., (2020), this must include integrating reliable mechanisms to update and transfer the information among distinct systems or devices (Kirchhof et al., 2020). It assists and grants that the modification made on the single device is reflected on other devices as well in real-time. This is epochal for managing the information integrity and offering a seamless experience to the users across multiple or even the ample platforms available.
In such a way to deal with the technology integration issues, businesses need to consider the Information Technology professionals who provide and ensure seamless interactions between the existing systems and loyalty programs. Working on resolving the ability challenges and creating a robust data synchronisation procedure enables us to deal with this sort of issue (Utz et al., 2023). Data synchronisation becomes epochal to grant consistent and accurate information across all initiatives. This provides a unified view of data related to loyalty programs. 
In order to deal with the issue of consumer engagement, focus on clear communication about the programs that aware consumers of the schemes. Creating an intuitive user interface that provides simple-to-understand instructions for often communicating and participating with personalized emails, and push notification offers. If the reward rules are clear then there is a possibility that consumers can better understand the benefits of loyalty programs and engage consumers in a fair manner (Kim et al., 2021). 
 According to the study conducted by Herawati et al., (2024), effective content and connect with the youth generation would be found to be problematic for businesses. Hence in such a way to share the content with adequate timelines and regular interaction with the audiences social media skills are still lacking. That is why the content calendar would be the specific one that would help businesses in dealing with these issues. Sharing content on social media entirely relies on the conditions and the situations along with the content. The use of a content calendar in setting the time frame for the uploads of content has even been brought out with the help of interns however this is no longer incorporated because of the restricted human resources available who specifically maintain these social media (Herawati et al., 2024). With the use of proper HR resources, the content calendar must be considered which allows the businesses to carry out the sales of the firm and better interact with the audiences.
Moran et al., (2020) claimed that for better organisation of social media posts and videos, it becomes epochal for businesses to generate and frame content calendars. Organise social media posts in advance and utilise engaging visuals, articles, and interactive content can keep the consumers engaged and satisfied with the information and enable them to prefer more products to the advertised firms which result in generating better sales. 
As per Rakshit et al., (2022), setting particular KPIs and goals is akin to the analysis of social media to track the metrics such as conversion and engagement. This is one of the best ways to deal with the issues in an optimistic manner. organisatins are obligated to use KPIs (key performance Indicators) that assist firms in comparing the real results with the framed objectives. It becomes necessary for marketers to understand how to measure KPIs that can influence the marketer's perception of whether social media can be integrated successfully into advertising strategies. 
In the work of Chowdhary (2020), artificial intelligence is considered to be the simulation of human intelligence procedures by machines particularly the system of computers. Specific integration of artificial intelligence involved natural language processing, speech recognition, export systems, and even machine vision. In general, it refers to the system or a computer-based system that is capable of performing multiple or perplex does that historically only a human could do for instance making decisions, reasoning, and solving complex issues (Oliveira and Figueiredo, 2023). Bouabdeli (2023) showcased that virtual reality is even simulated as a three-dimensional environment that allows people to interact and even explore the virtual atmosphere in such a manner that insists this reality, as it is professed over the users' senses.
Dwivedi et al., (2021), claimed that the other way to enhance the sales of the business with the keep pace with advanced technologies. With the integration of AI and VR into social media marketing and even in loyalty programs, businesses can collect insights from consumers and utilise the data for a more personalized and engaging advertisement experience. This can increase the loyalty of the brand and result in better outcomes for the firm in terms of monetary value. 
[bookmark: _Toc19]2.9 Conceptual framework 
Marketing messages generated by the retailers with the help of both marketing techniques develop and enhance consumer connectivity which resulted in influencing the sales. 
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Figure 3: Conceptual Framework
Source: (Author, 2024)
The above framework outlines those ample roles or factors of the marketing techniques that have an influence on the sales of the businesses. Both these techniques played a key role in managing effective communication with the consumers associating with the promotion of brand goods that optimistically influence the firm sales.
[bookmark: _Toc20]2.10 Theoretical Models for Loyalty programs and Social media marketing 
Chaffey’s theory of social media marketing 
Social media marketing as per the Chaffeys delineated as facilitating and examining the interaction of consumers, sharing, and participation via digital media to encourage optimistic engagement with the firm and even the brands resulting in better commercial value. Hence, social media marketing is associated with the procedure of managing and facilitating interaction, and participation of consumer sharing via digital media to enhance the optimistic ties with the firm and its brands for commercial value. However, Chaffeys argued that social media advertising is associated with interaction, the better the procedure of a series is brought out, the greater the firm gets (Gurubay et al., 2020). The findings of the study indicate that there is a core influence on the firm simultaneously. This means that a firm such as Tesco is better-sufficient in carrying out social media advertising tactics. 
Honeycomb Model 
The honeycomb model has 7 functional blocks for social media which determine presence, identity, sharing, conversations, relationships, groups, and reputations. Hence, every single block has its own characteristics and facets of social media user experience and its results for the businesses. Hence, it is not crucial to implement every section of this theory in social media actions as they all understand the distinct stages of social media functionalities. However, this study concentrates on a few blocks which are presence, conversations, and relationships. The firm is required to pay attention to the associated significance of the availability of user and their location. The firm perhaps even needs to investigate if the users have an interest in the preferable presence, where an individual can be visible to some individuals while hidden to others. This block is directly associated with conversations and relationships (Silva et al., 2020). For instance, a firm like Tesco must recognize the presence of social media that is influenced simply by the immediacy and intimacy of the relationship medium and that greater levels of presence are possible to make conversations further influential. Hence, the presence of social media in Tesco outlined better relations with consumers and enhanced its reputation which would allow consumers to make purchases. 
Expectancy theory of motivation
This theory assists in better engaging with the loyalty agendas if they have the expectation that their efforts will take the consumers on the way in the direction of measuring a reward that satisfies their crucial needs. For the scheme of loyalty, this theory is crucial equipment for empathizing with the member's concerns (Kim et al., 2021). Concentrating on the major core areas crucial for motivation can assist in elucidating epochal and non-crucial features, helping in the evolvement of simple design. Hence, the motivation with the loyalty programs would assist the consumers of Tesco to reach the maximum consumers and enhance their trust in making purchases. 
[bookmark: _Toc21]2.10 Summary 
Considering the facts from the aforementioned study, it has been delineated that this study would examine social media marketing and loyalty programs are the core marketing practices nowadays. They are even considered as most helpful tools in enhancing the sales of the businesses whereas it is difficult for marketers to integrate them easily in an effective manner. these marketing practices would be used by the firm to aware their products or business name aware to the respective or targeted audience. Hence these practices would even outline that technological integration issues become common issues for both the marketing practices and making these practices fair and lucid would better attract the consumers. This would result in improving their buying intention and resulted in rising sales. For that purpose, valuable suggestions were provided. 


[bookmark: _Toc22]Chapter 3: Research Design and Methodology
[bookmark: _Toc23]3.1 Introduction 
This chapter delineates the procedures and techniques utilised to determine and examine the insights associated with the particular topic of the study. It is a procedure by which the author can design their thesis so that they even accomplish their objectives with the use of better equipment for the study. It involves every epochal aspect of the study including the design, data collection methods, and even the entire methodological theories related to the philosophies and approach. This chapter will follow the model of Saunder’s onion unveiling every single layer of the study described below. The layers that will be followed in this study are Research philosophy, approach, choices, strategy, time horizon, and data collection. 
[bookmark: _Toc24]3.2 Philosophy
In the work of Kirongo and Odoyo (2020), it has been examined that the philosophy of the research delineates as the set of assumptions or beliefs concerning the reality nature being examined and the choice of research philosophy type in the area of the study relies on the knowledge and experience being examined or investigated. As per Mardiana (2020), it has been stated that there are considered to be three core philosophies in research studies such as pragmatism, positivism, and interpretivism. This study majorly focuses on the two core aspects of the philosophies that are positivism and interpretivism. 
The findings of the study conducted by Alharahsheha and Plus (2020) claimed that positivism is considered to be a calculated on the philosophical attitude of the natural expert that works with the reality that is observable within the whole society resulting in the creation of generalisation.  This philosophy associates with the significance of what is provided in general, with a further major concentration on considering the pure information along with the facts without being impacted by the interpretation of human biases. In general, this philosophy is based on the facts and goes from general to specific cases. 
While interpretivism is criticising positivism with the perspective of subjective data. Alharahsheha and Plus (2020) said that this is further associated with detailed variables and factors associated with it. This is entirely distinct from positivism as it proposes into involvement of richness in the information accumulated instead of attempting to serve universal laws and definite that can be applicable and generalised to everything instead of some core factors and variables. This generally goes from specific to general as this relies on the hypothetic-deductive tactic to test the prior hypotheses that are frequently stated quantitatively (Olugboyega et al., 2023).
Hence, as per the objectives of the study, it has been examined that positivism is considered to be the adequate approach which enabled the author to determine factual information related to Tesco and helpful in generating better outcomes related to their economic performance. 
[bookmark: _Toc25]3.3 Approaches
As per the understanding the study conducted on Okoli (2023), claimed that positivism does not consider the inductive or abductive approaches. This means that the deductive approach would be suitable for the study as this study has relied on the positivism philosophy. This study concluded that deductive theory is generally related to the hypothetic-deductive model which summarises the statement that it generally suits the factual data or where the data is going to be tested with the framed hypothesis. Interpretivism is contrary to this approach which defines how people construct and interpret their views on reality. While the inductive approach is utilised in the reasoning that includes using specific observations akin to the observed patterns to draw meaningful conclusions. This is generally based on existing experiences and subjective matters (Keating et al., 2019). Hence, for this study, only deductive reasoning has the chance to better integrate in this matter and is even considered as the top-down approach to making logical conclusions grounded on often competing hypothesis.
[bookmark: _Toc26]3.4 Design 
The descriptive design is followed in this study which looks to delineate the recent status of a determined variable. The projects of the research are framed to serve systematic insights about a phenomenon. The author even does not usually start with a hypothesis, however, is likely to evolve a hypothesis after the accumulation of the data (WSSU, 2023). The synthesis and analysis of the information serve as the test of the individual hypothesis that is framed. Hence, systematic accumulation of the information needs meticulous selection of the studied units and thorough measurement of every possible variable in the study. 
[bookmark: _Toc27]3.5 Strategy 
This stage directs the author in plan, executing, and examining the data carefully. One specific note that went to the facts is that it would change over time akin to illustrated in the instance of sustainable supply chain management. If the chosen topic of the study is newly formed, not much empirical evidence has been generated. Then, a few initial case study theses perhaps have high information already, serving thick descriptions of the developing phenomena (Seuring et al., 2021). The growing field can change to different methods akin to surveys and further detailed information on the interaction of the sure constructs in the field. Hence, the survey strategy was found to be specific in this case in gathering numerical information that can be tested later and provide real-time information on the specific case. 
[bookmark: _Toc28]3.6 Choices 
This is considered to be the stage of approach that the author would use. Hence, the choice regarding which sort of data has been accumulated in the study whether it is qualitative or quantitative is examined in this stage. As per Vizcarguenaga-Aguirre and López-Robles, (2020), there are three sorts of data choices that is mono-method, mixed-method, and multi-method. There are some core differences in these choices the mono-strategy is used when the data collected is only a single type either it is qualitative or quantitative. On the other hand, the mixed method is defined and chosen when there are both types of data collected for the study which means quantitative and qualitative both. Besides that, there are some minor differences between multi and mixed methods. Multi-method is used when more than single mainly qualitative or quantitative strategies are utilised. As this study only gathers quantitative data with the use of the survey, that is why the preferred choice for this study is quantitative (Mono-method). 
[bookmark: _Toc29]3.7 Time Horizon 
As per Melnikovas (2018), it has been examined that this layer of the model is defined as the time frame of the study and comprises two methods. Cross-sectional even known as a short-term study including accumulation of the information at a specific point in time, while longitudinal determine the collection of information repeatedly over the time period in such a way as to compare the data. Hence, Mardiana (2020) claimed this stage is the time duration for the completion of the study. Cross-sectional studies are considered to be very common for studies that can collect data in a single point of time. This study gathers quantitative data with the use of a survey or questionnaire. Hence the study even adheres to the cross-sectional approach study. 
[bookmark: _Toc30]3.8 Data collection and technique 
The last step of Saunders’s onion model usually defines the technique and procedures and moves the design of the study in the direction of data accumulation and analysis. The above previous choice identifies the sort of basic information collection and procedure of analy
sis, which will assist in answering the question of the study. During this step, the questionnaire or research tool is framed in order to fill the choices made within the earlier layers of the study (Melnikovas, 2018). 
[bookmark: _Toc31]3.8.1 Type of investigation 
This study generally follows the primary investigation which defines that all the data gathered for the study using a questionnaire is first-hand and authentic. Hence, this study is entirely based on the primary data by gathering information directly from the people. It is the further effective way which eliminate the requirement for secondary information. This study uses this investigative approach due to the reason it provides authentic and reliable information as it is gathered from direct sources. Also, this is mostly simple as compared to the secondary data which can take weeks or months to gather reliable information. Secondary data generally means the data that has been collected from published studies and existing information. This study needs to get insights into the influence of social media marketing and loyalty schemes on Tesco's sales growth, which is why it is required to get specific and authentic information from the staff of the firm. the core benefit of this sort of investigative technique is that it is specific to the specific study whereas the secondary data can serve the generalized findings that can be aided however not in-depth as the author requires to fill the specific objectives of the study. Accumulating the primary information enables the author to provide a collection method so that it can serve the particular results. 
[bookmark: _Toc32]3.8.2 Sampling method, Sample type, and Size 
According to the Healthknowledge.org.uk. (2018), there are ample distinct sample techniques accessible, and they can be segregated into distinct groups such as probability as well as non-probability sampling. Probability sampling means that the author embarks with an entire sampling frame of every eligible person that the author selects as a sample. In this way, every person has the chance to be recruited for the study and be able to generalise the findings from the study. In a non-probability sample, the author does not start with the entire sampling frame, so some people have no chance of being recruited. However, there is some risk of ending up with non-representative samples which can result in non-generalised results. 
In this study, simple random sampling method would be used as every person is chosen by chance and has an equal probability of being chosen. This method would be suitable for better results by enabling the sampling error to be measured and curtailing the biases in the selection. Hence, this is considered to be the straightforward method for the sampling (Nono-probability). The former employees of the firm would be recruited with the help of this sampling technique which curtails the study biases. 
For this study, 50 Tesco former employees would be recruited to get better information on addressing the question of how social media marketing and loyalty schemes impact the sales of the firm. This population size is enough and provides better information to deal with every possible objective of the study. All these participants were recruited with the help of social media. a s this is cost-effective and efficient for getting respondents for the study. In spite of that, using social media to promote the opportunities of the study and recruit the study participants from the wider population is considered to be one of the most effective ways (Darko et al., 2022). Hence, this study uses the LinkedIn platform for determining the ex-employees of Tesco and get their mail from this platform. Hence, a personalised email covering every piece of information will be provided to each population to aware them of their study and even serve the consent form if they agree with it. 
This research methodology has been developed on the framework of Mardiana (2020) who claimed the possible research design for the conduction of the research using every layer covered mentioned in the figure below. 
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Figure 4: Possible Research Design Composition
Source: (Mardiana, 2020)
[bookmark: _Toc33]3.9 Ethical considerations 
There are ample methods to conduct ethical research and ensure transparency and fairness during the conduction of the study.
This research follows the following ethics:
Confidentiality of the participant is considered to be epochal, this study provides a safe space for the participants to express their opinions in a fair manner on secured platforms such as Google Forms. 
This study must ensure unbiasedness in the survey flow and wording to avoid the data that is skewed. To get reliable and unbiased information, the author must craft questions of the survey without leading the respondents toward a specific answer. 
This study must grant obtaining an informed consent form from the participants as it is a fundamental ethical need prior to conducting the primary study (Struminskaya and Sakshaug, 2023). This consent grants that the participants are aware of the aim of the study and how their data has been gathered and used in the study. The participants must be aware of the risks and benefits of the study which provide clear insights about the goal of the survey/. 
 This study even safeguards privacy and prevents the information that is of utmost significance. The author adheres to the applicable prevention laws of the data and regulations granting that every respondent's personal and sensitive insights are prevented with the implementing measures such as secure storage, encrypted folders, restricted access, and many more. 
[bookmark: _Toc34]3.10 Research constraints 
The main limitation of the study is the focus of the study, the formulation of the study aims and objectives are too broad and some are subjective in nature. The author can specify in which method the creation of the study objectives can be narrowed so that the focus of the study would increase (Research-Methodology, 2024). 
The sample size of the study is too small. Hence, the statistical analysis would not determine the specific relation within the sets of data (Research-Methodology, 2024). It has been determined that a larger sample size in the quantitative studies provides accurate and better results. 
The absence of earlier published studies on this topic would be the major drawback of this study (Research-Methodology, 2024). This can restrict the findings of the works and this is the core thing that is required to set the base for the primary studies as it is the foundation for the author to be built upon to accomplish the objectives of the study. 
The hypothesis that can be tested for this study is:
H0: Social media and loyalty program marketing activities do not enhance sales of the firm. 
H1: Social media and loyalty program marketing activities do enhance sales of the firm.
[bookmark: _Toc35]3.11 Conclusion 
Considering the facts from the aforementioned study, it has been examined that this study has been conducted on the primary data collection method with the use of a survey as a tool. Hence, this study compiled the quantitative datasets in examining the framed theories of the published studies. With the positivism philosophy, this study can test the existing theories with the primary results to determine the credibility of the study. Moreover, with the use of the deductive approach, the author would go from general to specific sectors that is the use of social media and loyalty programs in Tesco. Hence, the mono-method would be considered to be the core segment of the study which outlined that data is entirely single. A cross-sectional time horizon would allow this study to be completed on time without any repetition. 
[bookmark: _Toc36]Chapter 4: Data analysis and discussion 
[bookmark: _Toc37]4.1 Introduction 
This chapter's goal is to convey the data's findings and talk about how they connect to previous research. Quantitative analyses, which yield important insights into the connections and trends within the information being analyzed, will be carried out in the next section. The results will be validated and put into context by the author by comparing them to the body of current research. This chapter is crucial in providing context for the debate that follows and serving as the foundation for the study's conclusion.
[bookmark: _Toc38]4.2 Data analysis plan  
The results of the study that would be gathered during this project have been examined with the help of the statistical package software, SPSS is the most frequently used software utilized for the analysis of quantitative data. This is simple to use by converting raw data from the Excel format into the SPSS tool and interpreting the results of a large number of responses within a few steps. Hence, frequency, descriptive, correlation, and regression analysis will be used in this study to determine the effective results and test the existing hypothesis in a fair manner. regarding this, the DATA ANALYSIS PLAN has been attached in the figure below for a better evaluation of the process. 
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Figure 5: Analysis plan
Source: (Author, 2024)
[bookmark: _Toc39]4.3 Survey analysis 
[bookmark: _Toc40]4.3.1 Descriptive analysis (Central tendency)

Table 1: Central tendency table
	Statistics

	
	Age
	How much organisation like Tesco can spend on social media advertising annually?
	How much % Tesco has earned with the rise of social media advertising?
	How much your organization can spend on loyalty programs?

	N
	Valid
	50
	49
	50
	50

	
	Missing
	0
	1
	0
	0

	Mean
	27.78
	1.8696
	13.3400%
	691.86

	Median
	25.00
	2.0000
	14.0000%
	678.00

	Mode
	24a
	2.00
	15.00%
	600

	Std. Deviation
	5.984
	.65318
	3.19349%
	149.475

	Minimum
	18
	1.00
	7.00%
	500

	Maximum
	43
	4.00
	20.00%
	1000

	Sum
	1389
	91.61
	667.00%
	34593

	a. Multiple modes exist. The smallest value is shown



From the aforementioned table, it has been identified that the average value participants belong to the specific 27.78 group which defined that all the participated respondents are young. Hence, the data are more spread out due to the higher standard deviation of 5.98 which represents that data are not clustered around the mean and there are high chance of varied data. 
From the summary of results, it has been outlined that Tesco on average spend almost 1.9 billion GBP on social media advertising annually. Hence, the low standard deviation of .6 represents that data is not scattered and the opinions and knowledge of workers are on the same pace with the least scattered value and provide adequate information about their results on Tesco spending on social media. 
On average, Tesco has earned almost 13.3% profits after the investment in its social media advertisements. Hence, this defined that social media become the core tool for the firm in the development of its financial value and brand identity. The minimum and maximum values provided by the respondents on their earnings such as 7 and 20% can result in scattering the data from the mean and provide a standard deviation of 3.19. 
If talking about the value or the amount spent by Tesco on its loyalty schemes would be identified as 691 million GBP and the standard deviation of 149 claimed that data is more scattered as different people have their different opinions in claiming the amount spent by Tesco on the loyalty programs. 
[bookmark: _Toc41]4.3.2 Frequency Analysis 
Table 2: Age-frequency
	Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18
	1
	2.0
	2.0
	2.0

	
	19
	1
	2.0
	2.0
	4.0

	
	20
	2
	4.0
	4.0
	8.0

	
	21
	4
	8.0
	8.0
	16.0

	
	22
	2
	4.0
	4.0
	20.0

	
	23
	2
	4.0
	4.0
	24.0

	
	24
	7
	14.0
	14.0
	38.0

	
	25
	7
	14.0
	14.0
	52.0

	
	26
	1
	2.0
	2.0
	54.0

	
	28
	1
	2.0
	2.0
	56.0

	
	29
	1
	2.0
	2.0
	58.0

	
	30
	4
	8.0
	8.0
	66.0

	
	31
	2
	4.0
	4.0
	70.0

	
	32
	2
	4.0
	4.0
	74.0

	
	33
	1
	2.0
	2.0
	76.0

	
	34
	3
	6.0
	6.0
	82.0

	
	35
	5
	10.0
	10.0
	92.0

	
	37
	1
	2.0
	2.0
	94.0

	
	38
	2
	4.0
	4.0
	98.0

	
	43
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	




From the aforementioned table, it has been claimed that a greater number of respondents belong to the age group of 24 and 25 with the same frequency of 14% followed by 34 with 10% and the rest of the population. Hence, the majority of the population is young and provided adequate results for this study. On the basis of that, the following figure outlined the graphical representation of the frequency of the participants' age. 
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Figure 6:Age-frequency

Table 3: Gender Frequency
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	18
	36.0
	36.0
	36.0

	
	Male
	31
	62.0
	62.0
	98.0

	
	Prefer not to say
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	



From the comprehensive understanding of the primary results, this table outlined the facts that the number of people enrolled in this study out of 50 employees were found to be male and female. Hence, males are the major applicants for this study with a valid percentage of 62% followed by females with a percentage of 36%. Based on the results, the following graphical bar chart represents the responses.
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Figure 7: Gender Frequency




Table 4: Marital Frequency
	Marital status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	18
	36.0
	36.0
	36.0

	
	Not prefer to say
	7
	14.0
	14.0
	50.0

	
	Single
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	



From the comprehensive understanding of the primary results, this table outlined the facts that out of 50 participants, only 36% are married, while 50% of the people are still single and 14% of people do not reflect on their marital status. Based on the results, the following graphical bar chart represents the responses to marital status.
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Figure 8:Marital Frequency

Table 5: Employment Frequency
	Current Employment status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Full-time
	26
	52.0
	52.0
	52.0

	
	Part-time
	16
	32.0
	32.0
	84.0

	
	Unemployed
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
	



From the comprehensive understanding of the primary results, this table outlined the facts that out of 50 participants, only 52% are doing part-time jobs, while 32% of the people are performing part-time jobs and 8% of people are currently unemployed. Based on the results, the following graphical bar chart represents the responses to the recent status of employment.
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Figure 9: Employment Frequency

Table 6: Tesco Marketing Frequency
	Does Tesco integrate Social media marketing in the promotion of their goods?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Maybe
	4
	8.0
	8.0
	8.0

	
	No
	6
	12.0
	12.0
	20.0

	
	Yes
	40
	80.0
	80.0
	100.0

	
	Total
	50
	100.0
	100.0
	




The findings of the primary study would showcase some core points in the form of numerical results such as the occurrence of social media platforms in the marketing of Tesco. 80% of the respondents stated yes as Tesco integrates the social media handles or marketing in the promotion of their goods. While 12 % outlined it as no and stated that Tesco does not work on social media platforms. 
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Figure 10:Tesco Marketing Frequency

Table 7: Frequency of core influence of social media
	What do you think, which one is the core influence of Social media marketing on the sales growth of Tesco?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Consumer relationship management
	23
	46.0
	46.0
	46.0

	
	Customer's awareness
	21
	42.0
	42.0
	88.0

	
	Targeted advertisements
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
	



The mentioned data outlined that consumer relationship management became the core influence of social media marketing on Tesco's sales growth. With a valid percentage of 46%, CRM becomes one of the leading segments in driving the sales of the firm whereas customer awareness gets the second position in dealing with this with an approx. percentage of 42%. The targeted advertisements get the last position with a frequency of 6 or 12 valid percentages. Based on those results, the following chart will best to better represent the results in a visual manner. 
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Figure 11:Frequency of core influence of social media
Table 8: Frequency of social media and sales of Tesco have
	According to you, which relationship does social media and sales of Tesco have?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Negative
	10
	20.0
	20.0
	20.0

	
	Neutral
	1
	2.0
	2.0
	22.0

	
	Positive
	39
	78.0
	78.0
	100.0

	
	Total
	50
	100.0
	100.0
	




As per the findings of the study and even with the help of the primary data, it has been examined from the respondent's point of view that there is a positive relationship between social media marketing and the sales of Tesco in the market. 78% of people agreed with that fact while only 20% of the people denied and stated that there is a negative effect on the sales of the firm when while firm focuses on social media advertisement. Based on that, the bar chart has been produced to understand the frequency level in the graph format attached below. 
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Figure 12:Frequency of social media and sales of Tesco have
Table 9: Social conversations influence
	Do Social conversations influence the product choices of consumers?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Maybe
	6
	12.0
	12.0
	12.0

	
	No
	11
	22.0
	22.0
	34.0

	
	Yes
	33
	66.0
	66.0
	100.0

	
	Total
	50
	100.0
	100.0
	




From the employee's point of view, it has been identified that 66% of them believed in the statement that social conversations can simply influence the product choices of the consumers and that is why they have preferred the social media handles. Hence, 22% of people denied it whereas 12% were unsure of this and they opted out of pointing out their opinion on this matter. 
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Figure 13: Social conversations influence
Table 10: role of loyalty schemes
	What is the major role of loyalty schemes in driving the sales of Tesco?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Attract multiple consumers
	10
	20.0
	20.0
	20.0

	
	Enhance the lifetime value of consumers
	13
	26.0
	26.0
	46.0

	
	Positive WOM
	5
	10.0
	10.0
	56.0

	
	Retain consumers
	22
	44.0
	44.0
	100.0

	
	Total
	50
	100.0
	100.0
	




From the analysis, the role of loyalty schemes in driving the sales of Tesco has been identified to retain customers. Majorly 44% of the people opined their consent on retaining consumers while few of the participants 26% believed that loyalty schemes played a key role in sales growth even enhancing the lifetime value of the customers in the long run. This can be followed by attracting multiple consumers with a valid percentage of 20%. 
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Figure 14: Role of loyalty schemes
Table 11: consumer satisfaction
	Do you think these loyalty rewards can enhance consumer satisfaction?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Maybe
	4
	8.0
	8.0
	8.0

	
	No
	5
	10.0
	10.0
	18.0

	
	Yes
	41
	82.0
	82.0
	100.0

	
	Total
	50
	100.0
	100.0
	



Loyalty rewards can enhance consumer satisfaction as per the opinions of 82% of people enrolled in this study. While 10% claimed that consumers will not be satisfied if they receive loyalty rewards.
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Figure 15:consumer satisfaction
Table 12: Relationship loyalty programs and sales of Tesco
	According to you, which relationship do loyalty programs and sales of Tesco have?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Negative
	5
	10.0
	10.0
	10.0

	
	Neutral
	6
	12.0
	12.0
	22.0

	
	Positive
	39
	78.0
	78.0
	100.0

	
	Total
	50
	100.0
	100.0
	



As per the opinions of 50 people, they stated that there is a positive relationship between the loyalty programs and the sales of Tesco. 78% of people agreed with it while 12% denied this fact and 10% were perhaps confused in discussing their opinions. 
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Figure 16: Relationship loyalty programs and sales of Tesco
Table 13: Rise of loyalty rewards advertising
	Do you think Tesco has earned with the rise of loyalty rewards advertising?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Maybe
	10
	20.0
	20.0
	20.0

	
	No
	7
	14.0
	14.0
	34.0

	
	Yes
	33
	66.0
	66.0
	100.0

	
	Total
	50
	100.0
	100.0
	




Hence, people who agree that there is a positive relationship between loyalty and sales of the firm would believe that Tesco has earned with the rise of the loyalty rewards advertising in the firm.
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Figure 17: Rise of loyalty rewards advertising



Table 14: consumers prefer loyalty schemes
	Do you think, the consumers prefer loyalty schemes such as discount offers on social media handles?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Maybe
	3
	6.0
	6.0
	6.0

	
	No
	4
	8.0
	8.0
	14.0

	
	Yes
	43
	86.0
	86.0
	100.0

	
	Total
	50
	100.0
	100.0
	




From the analysis, it has been stated that 86% of people think that consumers prefer loyalty schemes such as discount offers on social media handles. Hence, social media become the core platform where consumer seek their interest and get benefits by thriving the sales of the firm. 
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Figure 18: consumers prefer loyalty schemes
Table 15: Issues of social media advertising and Loyalty programs
	What are the possible issues that Tesco has encountered during the integration of social media advertising?
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent
	

	Valid
	Creating effective content
	34
	68.0
	68.0
	68.0
	

	
	Measuring ROI
	16
	32.0
	32.0
	100.0
	

	
	Total
	50
	100.0
	100.0
	
	

	What are the possible issues that Tesco has encountered during the integration of Loyalty programs?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Integration of technology
	36
	72.0
	72.0
	72.0

	
	Vague and unclear loyalty programs
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
	




Hence, 50 participants stated that Tesco has encountered creative content issues while performing social media advertising at 68% followed by assessing ROI with 32%. Moreover, the firm even faced issues while dealing with loyalty schemes such as technology integration with 72% and unclear programs with 28%. 
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Figure 19: Issues of social media advertising and Loyalty programs
[bookmark: _Toc42]4.3.3 Correlation analysis and Regression analysis 


Table 16:Regression Table
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.160a
	.026
	.005
	.66419
	.026
	1.261
	1
	48
	.267

	a. Predictors: (Constant), How much % Tesco has earned with the rise of social media advertising?

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	.556
	1
	.556
	1.261
	.267b

	
	Residual
	21.175
	48
	.441
	
	

	
	Total
	21.731
	49
	
	
	

	a. Dependent Variable: How much organisations like Tesco can spend on social media advertising annually?

	b. Predictors: (Constant), How much % Tesco has earned with the rise of social media advertising?

	Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.337
	.407
	
	5.738
	.000

	
	How much % Tesco has earned with the rise of social media advertising?
	-.033
	.030
	-.160
	-1.123
	.267

	a. Dependent Variable: How much organisation like Tesco can spend on social media advertising annually?




From the understanding of the aforementioned data, it has been claimed that there is a negative weak correlation between the variables that is the spending on social media and the sales of the firm. Hence, the low adjusted square with .005 indicated that the more input variables are not further adding value to the other variable which is part of the negative relations. 
Also, the p-value of this analysis was identified as more than .05, that is .267 which outlined that the group of independent variables does not define a statistically significant connection with the dependent model or even with the independent variables group.
Hence, there is found to be a negative relation between the chosen variables for this study, and hence, the primary study outlined that the spending on advertising would result in declining sales and does not affect too many sales. a

Table 17:Correlations Table
	Correlations

	
	How much organizations like Tesco can spend on social media advertising annually?
	How much % Tesco has earned with the rise of social media advertising?

	How much organisation like Tesco can spend on social media advertising annually?
	Pearson Correlation
	1
	-.160

	
	Sig. (2-tailed)
	
	.267

	
	N
	50
	50

	How much % Tesco has earned with the rise of social media advertising?
	Pearson Correlation
	-.160
	1

	
	Sig. (2-tailed)
	.267
	

	
	N
	50
	50




This can even be supported by the analysis performed through correlation, which defined that the weak negative correlation between social media spending and sales of the firm would be not significant. Hence, the correlation value of -.160 clearly identified this relation due to the negative values.
[bookmark: _Toc43]4.4 Discussion 
What are the impacts of social media marketing on sales acceleration for organizations like Tesco?
As per the findings of the study, it has been claimed that Liu et al., (2020) opined in their work that there is a significant rise in social media advertising in the retail sector which somehow enabled businesses to utilize this as a marketing technique for addressing the questions of the study. On average the businesses which utilize the marketing techniques of social media can somehow proliferate the level of sales by almost 20%. Hence, this is supported by the work of primary data which defined the role of social media marketing as a core segment of the firm and stated that businesses can earn up to 13.34% of the profit or level of sales with social media advertising. 
Supporting this study Maria et al., (2019) stated in their work that social media marketing increases trust among the users and enhances their brand visibility and awareness. Moreover, the work conducted on the primary data supported this finding of the authors by claiming how this media tool can shape the decisions of consumers. Some people mentioned these statements for social media influencing the decisions of the consumers such as “Got recommendation from a person they trust”, and “Brand recognition and Trust”. Besides that, the participants even outlined why Tesco prefers social media handles for the awareness of loyalty programs as some of the participants identified that the Most trustworthy platform for adequate information, and Trust and authenticity of the customers toward this platform.
The findings of Tajvidi and Karami (2021) stated in their work that there is an optimistic influence of the use of social media on the financial performance of organizations when it has been used for the purpose of advertisement. The further findings of the study even reported that social media offers value to the firms which can further result in enhancing the business profitability by enhancing their sales. However, this is contrasted with the work of primary data, there have been two different statements such as there is found to be a negative weak correlation with the value of .267 but the different statement had stated that and claimed that there has been negative weak correlation been the sales and the social media advertisement. However, the work of Muhit (2022) claimed a correlation of .676 which is a strong positive correlation. However, the different opinions of the respondents claimed that social media and sales of Tesco have an optimistic relationship and connection between them. 
There are ample studies conducted on the role of social media advertisement on the sales of businesses. However, it has been noticed that social media plays a key role in influencing the decisions of the consumer which can result in enhancing the sales of the firm through their repetitive purchases. Wardati and Mahendrawathi (2019), claimed in their work that social media plays an essential role in managing consumer relations which can attract audiences and predict th4e sales volumes. Social media often plays a role by enhancing the awareness of the consumers towards the brands and increasing their day-to-day interaction. In addition to that Appel et al., (2020) social media even work on targeted advertisements which enable ṭhe4 businesses to reach their targeted audiences. This method ensures that businesses make efforts in advertising that are associated with the most reliable and applicable audiences this scans for the results in new consumer acquisitions and sales. This can be supported by the work of primary data which claimed the specific role of social media as customer relationship management and customer awareness. 
How do loyalty schemes play a key role in driving the sales growth for Tesco?
From the understanding of the study conducted by Ramanathan et al., (2017) it has been showcased in their findings that loyalty schemes can attract ample consumers in a specific period and are considered to be the most beneficial technique of advertisement which can simply drive the sales of the firm. This is one of the best positive advertising approaches which played a key role in manipulating the behaviour of customers and receiving their trust in an effective manner which can be simply supported by the primary findings. Moreover, the loyalty program even works on improving consumer retention as it endorses the customers to stick to the businesses. As long as plenty of rewards, exclusive benefits, discounts, or purchase referrals can shape a sense of gratitude along with the value for their customers. This can result in multiplying the retention of clients, as consumers are fortified to be reliable with their shopping from the specific business to earn and redeem rewards.
The lifetime value of consumers can be generated with the help of loyalty programs as these tactics have the possibility to raise the lifetime value of the consumers while feeling rewarded and valued by the consumers. This would lead the consumers to spend more and even make repetitive purchases (Kwiatek and Thanasi-Boce, 2019).  Along with that Tesco has been identified as one of the top firms in preferring loyalty schemes to the consumers. Tesco ranked top with 99 in its loyalty schemes followed by Sainsbury with 88 points (Collins and Goncalves, 2022). In support of these findings, the results of the primary data showcased that the retention of consumers with 44% is the major role played by loyalty programs in enhancing the sales of the firm. Hence, 82% of people agreed with the fact that it can enhance the satisfaction of consumers and enable them to make repetitive purchases.  In addition to that, more than, 65% of people admit that Tesco has earned with the rise in loyalty schemes-based advertising.
Besides that, Ranabhat (2018) outlined that if the firm expands its spending on loyalty programs it can further result in enhancing the growth of the firm in terms of sales. This can be supported by the primary data which can be identified as the positive relation between the sales and loyalty schemes of the firm known as Tesco. 
What possible challenges Tesco might face while integrating these marketing techniques?
There are always positive and negative sides to each element, this can apply with the social media marketing and even the loyalty programs of the firm. In the era of digitalization, the issues associated with technology can even arise for Tesco. The work conducted by Utz et al., (2023) stated that the common issues during the integration of the loyalty programs would be identified as technology integration. Hence, the rise in technology adoption would enable the firm to ensure that the information technology structure needs to be capable of managing the rising demand of consumers. Hence, these authors interpret in their findings that businesses are obligated to assess their fresh aptitudes and possibly upgrade their software, hardware, network infrastructure, and database systems to accommodate the additional load with the incorporation of technology. This can be supported by the findings of the primary data which outlined that 72% of the people admit that integration of the technology within the or along with the loyalty programs would be considered to be the core issue while dealing with advertising forms. 
In addition to that work conducted by Alshurideh et al., (2020), stated that the other issue that can occur during the integration of loyalty programs in businesses nowadays is the complexity of defining the programs to the users. The complex structure of the loyalty schemes or reward structure was found to be hectic. Supporting this study, the study conducted by Como (2023) mentioned that if the loyalty reward structure is found to be vague and unclear this means that ṭhe possible consumers will lose their interest. Targeting audiences is an additional obstacle when incorporating reward programs. At times, it appears that factors like customer age, education, behavior, kind, and geography might affect the effectiveness or failure of loyalty programs. Retailers use loyalty programs to carefully target a certain segment of the consumer base, particularly the more profitable ones. To provide easy targeting or segmentation according to rewards programs, loyalty programs are designed with specific audiences or aims in mind (Alshurideh et al., 2020). However, there are no such results from the findings of the primary data which defines that participants are not aware of this issue.
According to the findings of Bae and Zamrudi (2018), social media marketing frequently has problems with content management. This turns into one of the main issues with social media advertising that typical companies may encounter. Social media advertising necessitates the constant generation of written material, which many find confusing and leads to the adoption of social networking marketing strategies.  In addition to that Arnold (2018) asserts that forty-four percent of firms are unable to determine their rate of interest for social media advertising. Although social media companies assert that they frequently find it difficult to gauge the impact of their initiatives' social media advertising. Although it takes a lot of work to establish a strong online profile and generate revenue for the company, social media content creation and uploading are not what drive the company's profitability. Supported or agreed with the work of primary data, it has been examined that generating effective content might be the core issue while dealing with social media advertising integration with almost 70% frequency, however, measuring ROI was determined as the second most critical issue after effective content.
How does Tesco deal with the challenges by integrating best practices and tactics for integrating social media marketing and loyalty schemes?
The existing findings of the study stated that businesses must take into account the information technology specialists who provide and guarantee smooth interactions between the current systems and loyalty programs in order to address the challenges associated with technology integration. We can handle this kind of problem by working to address the ability difficulties and developing a strong data synchronization process (Utz et al., 2023). In order to provide correct and consistent information across all projects, data synchronization becomes essential. This offers a consolidated view of the loyalty program data. This is even claimed with the work of primary data where very few of the participants are claiming the robust synchronization software implementation would be the appropriate tool for enhancing the loyalty programs issues and even the proper integration of the programs.  Some of the people outlined as “With the use of robust data synchronization”, “Use of Data synchronization process”, “integration of robust data synchronization” and “robust data synchronization”. Only 4 people provided the point of this strategy which was even outlined in the previous works of different authors. Many respondents provided further strategies such as Offering incentives, Training the workforce in digital technology, Increasing customer engagement, Using of latest technology with regard to programs, and many more which are found to be appropriate for dealing with the issues of integration of technology.  
To address the problem of customer participation, concentrate on providing customers with precise information about the programs that make them conscious of the programs. Developing a user-friendly interface that offers clear guidance for often interacting and taking part through offers for push notifications and tailored emails. Customers may be better able to comprehend the advantages of loyalty programs and interact with them fairly if the reward guidelines are transparent (Kim et al., 2021). This is even supported by the work of primary data which outlined the same strategies to deal with the issues of loyalty program integration issues. The strategies outlined by them are Specific with loyalty programs that can fulfill the needs of the consumer, effective communication with customers, Proper communication system and platform required, and many more which outline the authenticity of the work and allow the business-like Tesco to make changes as per the strategies.
Besides that issues of social media marketing would be dealt with by several tactics claimed in the existing studies. Establishing specific KPIs and objectives is similar to analyzing social networking sites to analyze metrics like engagement and transformation, according to Rakshit et al. (2022). This is among the most effective approaches to handling problems in a positive way. Organizations are required to employ KPIs, or key performance indicators, which let businesses compare their actual performance to their stated goals. It becomes imperative for advertisers to comprehend the measurement of key performance indicators (KPIs) as it might impact their opinion of the efficacy of integrating social media into marketing plans. The findings of the subjective data stated and mentioned these as one of the finest approaches. One respondent mentioned Setting particular KPIs and goals is akin to the analysis of social media to track the metrics. 
According to Moran et al. (2020), creating and implementing content calendars is crucial for firms looking to better organize their social media posts and videos. Plan your social media postings ahead of time and make use of interesting images, articles, and interactive material to keep customers interested and happy. This will encourage them to choose additional items from the promoted businesses, which will increase sales. Many different participants have mentioned this strategy to deal with the issue of content in social media. Few participants stated content calendar is the best way to deal with the problems, with the help of creating a content calendar, Content calendar for organized posts, Use of a content calendar, and creator and utilisation of a content calendar.
According to Dwivedi et al. (2021), keeping up with cutting-edge technologies is another strategy to increase a company's sales. Businesses may gather customer information and use the information for an additional tailored and interesting advertising experience by integrating AI and VR into social media marketing and even loyalty programs. This can improve the brand's loyalty and produce higher-value financial results for the company. The majority of the participants agreed with it as they claimed that integration of the latest technology would be helpful for the firm to better deal with social media issues. They stated that AI-driven promotions can be done, utilizing AI for effective content, and Using AI to make effective content, With the use of AI, firms Like Tesco can simply deal with this issue, and integration of VR and AI would be suitable for this and many more. They were even providing many strategies in the form of recruiting social media managers, hiring influencers for effective content, Conducting deep market research, Conversion rate optimization, hiring social media managers for assessing ROI, Conducting customer need analyses, Implementing Influencer marketing, and several other tactics to deal with the marketing issues. 
These people even outlined the fact that firms like Tesco preferred social media handles for several reasons such as Reaching a wider base of customers, It helps in representing that brands care about the needs of customers, being cost-effective, Helping in providing a clear view of the company among the customer and several more areas. All of these marketing tactics will be helpful in boosting the sales of the consumers stated by the participants of the study.
[bookmark: _Toc44]4.5 Summary 
Considering the facts from the aforementioned study, it has been analysed that with the rise of social media in the current world the opportunities to get higher numbers of profits and sales from this advertisement technique would be considered to be high. The findings of this study claim that Tesco being one of the largest UK retailers would work on its advertisement techniques with the help of social media handles and providing comprehensive offers of loyalty programs on these social networking sites. However, these advertisement techniques would play a key role in influencing the growth of the firm although there might be some issues that would affect the firm in a negative manner. However, this study would provide better appropriate tactics to deal with the issues of social media marketing and loyalty program integration in influencing the promotion.


[bookmark: _Toc45]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc46]5.1 Introduction 
This chapter summarizes the core findings of this study and the results by outlining the epochal information that has been gained throughout this study. This study even discussed how these findings can align or even match with the objectives and the questions of the research and how these findings can address both of them in a better manner. This chapter enables an author to reflect on the implications of this study and discuss the wider importance of the findings and the ways they contribute to the current pieces of literature in this field. Hence that is the most valuable segment which provides an opportunity to mention any specific limitations that the study cannot fulfil with the suggested area areas for future research. This is the final chapter of this research which wraps up the whole valuable things in a core information.
[bookmark: _Toc47]5.2 Conclusion
Considering the facts from the conducted study it has been analysed that social media advertising and loyalty programs become one of the significant marketing techniques in the recent world. A firm like Tesco which is found to be a most categorized business uses these marketing tactics to enhance its financial performance and also revenue. The findings of this study outline that social media marketing has a positive impact on the sales of Tesco. However, there are many statements provided by the primary findings of the study which cannot support this finding however the small number of datasets would be the reason that might reflect this result or the finding related to the impact of social media marketing on the performance of Tesco. The reason behind using these marketing tactics would allow Tesco to increase the trust among the users and enhance their brand awareness and visibility. It has been derived from the results that social media marketing played a key role in maintaining the relationship with consumers and later attracting the audiences to better predict the sales volume. It can also even increase awareness of the consumers and their daily interactions with the business as well. Hence it has been derived from the study that social media marketing would be considered to be the better effective technique that helps in managing consumer relations in a fair manner.
In addition to that loyalty program scheme is also considered to be one of the finest practices across the globe in driving the sales of businesses. Tesco become the leading business in terms of providing loyalty programs its club card scheme tops the chart across the globe and become an influential initiative in terms of loyalty schemes. Loyalty programs would even enhance satisfaction among consumers as the consumers are trying to get possible benefits from these loyalty programs in terms of money, in terms of cashback, in terms of discounts, or in terms of points. This would allow them to prefer more goods from the firms and enable them to make repetitive purchases. The company's development in terms of sales may be further enhanced if it increases its expenditure on loyalty programs. The most important evidence shows a favorable correlation between retailer Tesco's revenue and loyalty programs.
This is not the right thing that Tesco one of the giant retailers would benefit from these marketing tactics however the firm would face the issues as well. The findings of this study would outline many of the issues that were encountered by Tesco during the integration of the loyalty programs and the social media marketing campaigns. The issues are identified as an integration of technology in the loyalty program, unclear and vague loyalty programs or awareness among the consumers, and the targeting audience of the loyalty program. There are more issues that would be faced by the form during the integration of social media that is creating effective content would be the core issue that might reflect the sales and also the measurement of the rate of interest while using social media handles.
[bookmark: _Toc48]5.3 Recommendations
There were ample strategies and even tactics that were followed by Tesco while dealing with the challenges of social media advertising and loyalty schemes. These strategies would be the use of data synchronization in addressing the technology integration issues in loyalty campaigns or programs.
Tesco must clearly communicate their loyalty programs to the consumers so that each and every consumer is aware of the initiatives and gets the possible benefits from these marketing campaigns which make them successful in driving the sales of the firm. 
In order to measure the ROI through social media handles the form must set clear goals and even the key performance indicators which would be helpful in the analysis of the social media websites and their returns.
Tesco must work on establishing content calendars for the organized schools and even for better effective content which can be helpful in driving the sales of the form and make the advertisement unique in terms of their engagement or in terms of satisfaction.
Tesco must integrate AI and VR features in their social media handles or social media campaigns attaching the loyalty initiatives with them so that the people can easily connect with the loyalty program as well as with the social media advertisement which can further be helpful in driving the sales of the firm.
[bookmark: _Toc49]5.4 Research Limitations
• It would take longer for former employees of the firm to complete the survey, this study contains timing limits.
• Given that statistical tests demand enormous amounts of data or feasible sample sizes, the author's inability to produce meaningful relationships between variables would result from the limited sample size of the population. 
• It was discovered that the understanding of numerical information required a lot of time and effort. In contrast, interpreting secondary data doesn't need as much time. 
•The study's remaining limitations, including the gathering of rich data, would come from a lack of funding.
[bookmark: _Toc50]5.5 Future research suggestions
• In order to keep the study modest and less complicated, it will also be based on quantifiable data sets, which will be obtained through the collection of large amounts of survey data. 
• The next research will be built using secondary data and will have access to a large number of quantitative and qualitative data sets that will be useful for explaining the findings.
• The inductive approach and even the interpretivism philosophy will be utilised in further studies if secondary information is incorporated. This can be valuable and helpful in generating theories from the current research by the information accumulated via secondary sources and examining the authenticity and credibility of the information taken. 
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☐
	Taught Postgraduate Student
	☐
	Postgraduate Research Student
	☐




	3
	Institute/Academic Discipline/Centre:
	

	4
	Campus:
	

	5
	E-mail address:
	

	6
	Contact Telephone Number:
	

	
	For students:

	7
	Student Number:
	

	8
	Programme of Study:
	

	9
	Director of Studies/Supervisor:
	




SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐
	NO
	☐

	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐
	

	
	
	Institute Research Committee
	☐
	

	
	
	Other (write in)
	☐
	




SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒

	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐




SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	

	2
	Contact person name
	

	3
	Contact person e-mail address
	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐





Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Exploring the influence of Social Media Marketing and Loyalty schemes in shaping the sales of the organization: A case of Tesco

	2
	Proposed start date:
	Week 1
	Proposed end date:
	Week 12

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
What the research activity will add to the body of knowledge 
How it addresses an area of importance. 

	3
	Purpose of Research Activity



The main aim of the study is to explore the impacts generated by social media marketing and loyalty schemes in shaping and generating the sales of the organizations such as Tesco. 

	4
	Research Question


What are the impacts of social media marketing on sales acceleration for organizations like Tesco?
How do loyalty schemes play a key role in driving the sales growth for Tesco?
What possible challenges Tesco might face while integrating these marketing techniques?
How does Tesco deal with the challenges by integrating best practices and tactics for integrating social media marketing and loyalty schemes?

	5
	Aims of Research Activity

The study aims to investigate how organisations like Tesco can shape the use of social media marketing and loyalty schemes to pace up their sales. 



	6
	Objectives of Research Activity


To examine the impact of social media marketing on sales acceleration for organizations like Tesco.
To explore the role of loyalty schemes in driving the sales growth for Tesco.
To explore the potential challenges that Tesco must be aware of while integrating these marketing techniques.
To determine the best practices and tactics for integrating social media marketing and loyalty schemes to address these challenges.


	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
As per Olugboyega et al., (2023) positivism philosophy is based on hypothetic-deductive tactics to test the earlier studies that are based on quantitative results. Hence may be applicable for this study by gathering data from the survey. The deductive approach might be suitable for this study and enable the author to accumulate and test the framed hypothesis in order to gain the credibility of the study (Casula et al., 2021). For this survey strategy can be opted in such a way as to get real-time information. This study gathers information with the help of a survey which defines that this study is quantitative and considered as mono-methodological research.  
A cross-sectional study will be opted for as this study will accumulate the information at a particular point in time with the help of a survey. Moreover, these complex data can be analysed with the help of SPSS tools as they can examine a large amount of data in a simple form by directly importing the Excel sheet into the SPSS software.
 For this study, 50 former Tesco employees will be selected with the help of simple random sampling method and examine their perception of the impact of social media and loyalty schemes on the firm sales. 
 The analysis can be performed in several forms such as descriptive, frequency, and correlation analysis for drawing meaningful results.  

	
	Location of research activity
Identify all locations where the research activity will take place.

	8
	
University Campus

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	NA


(this box should expand as you type)




	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 
	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)




	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)




SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☒
	☐

	7
	Participant observation with their knowledge?
	☒
	☐

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☐

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.
	☐
	☐

	
	Details of any other participant groups:



(this box should expand as you type)
	
	




	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?
	

50

	11
	Who will the participants be?
	
Former Tesco staff members

	12
	How will you identify the participants?
	
With the help of Social media platforms such as LinkedIn can recruit and identify the eligible participants of the study. 






	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☒
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☒
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☒
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☒
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)




SECTION H: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:

Data security
	Two-factor authentication can be followed to prevent the personal information of participants. 

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	

NA
(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)




	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES
	NO
	N/A

	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	The purpose, aim, risks and associated benefits of the study will be provided to the participants at the time of initiation of the study. This will be done through social media handles and personalised mails from the starting phase of the study. 


	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
The consent form will be obtained in the form of electronic forms and assuring the data prevention legislation and other studies as well. 


	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
Appropriate data storage practices and two-factor authentication techniques will be followed. Moreover, the study will store the data in the form of encrypted folders. 





SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)




	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☐

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☐

	8
	Home or other personal computers?
	☐
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☐

	10
	“Cloud” storage or websites?
	☐
	☐

	11
	Other – specify:
	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
Data that are subjected to the restrictions need to be saved or stored in a safe place that is accomplishable only to authorized personnel.
(this box should expand as you type)




	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	
As per this act, the data will be prevented in this study and the author of the study will follow strict rules called Data Protection principles to ensure the transferring of data lawfully and transparently.

(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	Only university authorities have the access of data.

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
Author of this study have control for quality, privacy, and accuracy of data. 

(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	Following the guidelines of the university and other safety protocols will grant the prevention of data. Hence the data will be stored on the university campus in the form of digital folders following guidelines as well. Hence, these data can be stored until the submission of the study and later will be destroyed or deleted. 


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
No

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☐

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☐






SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	
	Date:




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	
	




For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	
	




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☐
	I have read the guidance notes supplied before completing the form.

	☐
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☐
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.
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	Gender
	Age 
	Marital status
	Current Employment status
	Does Tesco integrate Social media marketing in the promotion of their goods?
	What do you think, which one is the core influence of Social media marketing on the sales growth of Tesco?
	According to you, which relationship does social media and sales of Tesco have?
	Do Social conversations influence the product choices of consumers?
	Provide appropriate reasons, for how social media can be helpful in shaping the decisions of consumers.
	How much organisation like Tesco can spend on social media advertising annually? 
	How much % Tesco has earned with the rise of social media advertising? 
	What is the major role of loyalty schemes in driving the sales of Tesco?
	Do you think these loyalty rewards can enhance consumer satisfaction?
	According to you, which relationship do loyalty programs and sales of Tesco have?
	How much your organization can spend on loyalty programs? 
	Do you think Tesco has earned with the rise of loyalty rewards advertising?
	What are the possible issues that Tesco has encountered during the integration of social media advertising?
	What strategies can assist Tesco in mitigating these social media issues?
	What are the possible issues that Tesco has encountered during the integration of Loyalty programs?
	What strategies can assist Tesco in mitigating these loyalty scheme issues?
	Do you think, the consumers prefer loyalty schemes such as discount offers on social media handles?
	What is the reason behind preferring social media handles for the preference of loyalty programs?
	What is the main purpose of the Tesco in tailoring loyalty programs on the social media handles?

	Male
	20
	Single
	Full-time
	Yes
	Customer's awareness
	Positive
	No
	Space for the users to share their opinions
	1
	15%
	Retain consumers
	Yes
	Positive
	500
	Yes
	Creating effective content
	Influencer Marketing
	Integration of technology
	Providing incentives
	Yes
	To determine authenticity
	To improve profit margins

	Male
	24
	Married
	Full-time
	Yes
	Customer's awareness
	Positive
	No
	By influencing buying decision
	2
	11%
	Attract multiple consumers
	Yes
	Positive
	550
	Yes
	Creating effective content
	Hiring social media managers
	Integration of technology
	Consumer analysis
	Yes
	Reach a wider base of customers 
	To establish strong customer connection

	Female
	25
	Single
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	It influences their post-purchase behaviour
	1.2
	11%
	Enhance the lifetime value of consumers
	Yes
	Positive
	510
	No
	Creating effective content
	Hiring content creator
	Integration of technology
	Offering loyalty points and benefits
	Yes
	Wider reach
	Meeting specific customer needs

	Male
	22
	Married
	Full-time
	Yes
	Consumer relationship management
	Negative
	No
	To get feedback and opinions 
	2.1
	11%
	Attract multiple consumers
	Yes
	Positive
	542
	Yes
	Measuring ROI
	Framing content calendar 
	Vague and unclear loyalty programs
	Clear communication about the programs are required
	Yes
	It easily connects consumers
	To rise its sales.

	Male
	24
	Single
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	Help in providing space for sharing customer experience and recommendation
	2
	15%
	Attract multiple consumers
	Yes
	Positive
	700
	Yes
	Measuring ROI
	Effective use of Search engine Optimisation
	Integration of technology
	Implementation of relation program and customer offers or discount
	Yes
	It helps in representing that brands care about the needs of customer
	Retain and attract the customers

	Male
	35
	Single
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	Social media marketing can be used for attracting new customer base. 
	1.5
	15%
	Retain consumers
	Yes
	Positive
	750
	Yes
	Creating effective content
	Integration of technology
	Training workforce in digital technology. 
	Yes
	Increasing brand awareness
	Creating value to the customer.

	Male
	18
	Single
	Part-time
	Yes
	Customer's awareness
	Positive
	Yes
	Affects their advocacy towards the purchased option
	1.2
	13%
	Enhance the lifetime value of consumers
	Yes
	Positive
	600
	Yes
	Creating effective content
	Appointing specialised personnel
	Vague and unclear loyalty programs
	Increase customer engagement 
	Yes
	Covering varied customer at the same time
	Retaining customers with specific needs 

	Male
	33
	Single
	Part-time
	Yes
	Consumer relationship management
	Negative
	No
	provide consumers with a wealth of information
	2.6
	8%
	Enhance the lifetime value of consumers
	Yes
	Positive
	624
	Yes
	Measuring ROI
	Setting particular KPIs and goals is akin to the analysis of social media to track the metrics 
	Integration of technology
	With the use of robust data synchronisation 
	Yes
	Easy to use and understandable 
	To enhance its revenue 

	Female
	30
	Single
	Part-time
	Yes
	Consumer relationship management
	Positive
	Yes
	Social media can allow customers in gaining recommendation from other consumers of the product.
	2.45
	12.50%
	Attract multiple consumers
	Yes
	Positive
	700
	No
	Creating effective content
	Analysing the customer needs to deploy marketing strategy. 
	Integration of technology
	Training employees
	Yes
	Increases the brand awareness
	Aids in gaining specific customer data. 

	Male
	25
	Married
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	provide the option of feedback and implement it in process
	1
	15%
	Attract multiple consumers
	Yes
	Positive
	800
	Yes
	Creating effective content
	Implementation of influencer marketing
	Integration of technology
	Implementation of Clubcard program
	Yes
	Help in effectively engage with the customers
	Attract new customers and retain old customers.

	Female
	25
	Single
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	 Through recommendations 
	1.3
	18%
	Retain consumers
	Yes
	Positive
	500
	Maybe
	Creating effective content
	More customer engagemnt
	Integration of technology
	Customer engagement
	Yes
	cost -effective
	 To cater the specific needs of the customer

	Male
	28
	Married
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	Help in providing the feedback option 
	1
	13%
	Attract multiple consumers
	Yes
	Positive
	600
	Yes
	Creating effective content
	relationship and collaboration programme
	Integration of technology
	Use of digital and influencer marketing
	Yes
	Help in providing the clear view of company among the customer
	Help in effectively engaging the customer

	Female
	21
	Single
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	It ia provide the company product and services information.
	2
	15%
	Retain consumers
	Yes
	Positive
	550
	Yes
	Creating effective content
	Hiring social media experts
	Integration of technology
	Communicating with customers
	Yes
	Strong connection with customers
	Increase sales and attract more customers

	Female
	24
	Not prefer to say
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	 Through engaging with the brand
	1
	15%
	Attract multiple consumers
	Yes
	Neutral
	500
	Maybe
	Creating effective content
	Influencer marketing and promotional strategies
	Integration of technology
	Repeat purchase
	Maybe
	For customers data and  for the planning of future marketing
	 for the customer's needs and preferences

	Female
	32
	Married
	Unemployed
	Yes
	Consumer relationship management
	Positive
	Yes
	Got recommendation from a person they trust 
	1.2
	8%
	Enhance the lifetime value of consumers
	Yes
	Positive
	700
	Yes
	Creating effective content
	content calendar is the best way to deal with the problems 
	Integration of technology
	Use of Data synchronization process
	Yes
	Due to high engagement of the social media platforms
	Boosting brand equity

	Female
	25
	Single
	Part-time
	Yes
	Consumer relationship management
	Neutral
	Maybe
	By attracting them
	2
	10%
	Enhance the lifetime value of consumers
	Yes
	Neutral
	1000
	Maybe
	Measuring ROI
	Promotional Offers
	Integration of technology
	Leveraging technology
	Yes
	To retain customers.
	Attracting and retaining customers

	Prefer not to say
	35
	Not prefer to say
	Unemployed
	Yes
	Targeted advertisements
	Positive
	Yes
	Increase in buying capacity of consumers.
	1
	20%
	Enhance the lifetime value of consumers
	Yes
	Neutral
	700
	Yes
	Creating effective content
	To be more specific towards generating content
	Vague and unclear loyalty programs
	Specific with loyalty programs that can fulfill the needs of the consumers.
	Yes
	To find the customer interest and accordingly offering them the products
	To add value to the customer's requirement.

	Male
	26
	Single
	Part-time
	Yes
	Customer's awareness
	Positive
	Yes
	Informing about products and services 
	4
	17%
	Retain consumers
	Yes
	Neutral
	760
	Yes
	Creating effective content
	analysis of social media channels
	Integration of technology
	effective communication with customers
	Yes
	High use of social media by target customer segments
	to enhance customer loyalty

	Male
	29
	Single
	Part-time
	Yes
	Consumer relationship management
	Positive
	Yes
	Personalised content will shape the decisions.
	2.1
	9%
	Enhance the lifetime value of consumers
	Yes
	Positive
	1000
	Yes
	Creating effective content
	with the help of creating content calendar
	Vague and unclear loyalty programs
	Setting KPIs and goals would be the best choice
	Yes
	Most trustworthy platform for adequate information.
	To boost its financial performance 

	Female
	34
	Married
	Part-time
	Yes
	Targeted advertisements
	Positive
	Yes
	It affects their satisfaction level
	1.8
	14%
	Enhance the lifetime value of consumers
	Yes
	Positive
	700
	No
	Measuring ROI
	Enabling multi-factor authentication
	Vague and unclear loyalty programs
	Heavy discounts and offers
	Yes
	Wider reach 
	To satisfy the customers unique needs and preferences 

	Male
	35
	Married
	Full-time
	No
	Targeted advertisements
	Negative
	Yes
	It can induce attraction of customers towards produts being offfered through providing information of features
	2
	17%
	Retain consumers
	Yes
	Positive
	600
	Yes
	Measuring ROI
	Use of hootsuite
	Integration of technology
	Through rewarding good behaviour
	Yes
	Helps easy indentification of loyal customers
	To identify loyal behaviour among social media followers and customers

	Female
	37
	Married
	Full-time
	Maybe
	Targeted advertisements
	Positive
	Maybe
	Creates peer pressure on consumers to buy
	3
	14%
	Retain consumers
	Yes
	Negative
	760
	No
	Creating effective content
	closely observe the trends and contents being created by other brands
	Integration of technology
	Use of latest technology with regard to programs
	No
	The popularity of social media channels is the main use
	To inform benefits of such programs to a wider base

	Male
	43
	Married
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	In gaining complete information about products before purchasing 
	1.4
	12%
	Retain consumers
	Yes
	Negative
	550
	Yes
	Measuring ROI
	Strengthening the security system
	Vague and unclear loyalty programs
	Giving loyalty points 
	Yes
	Cost effective 
	To retain and attract customers 

	Male
	38
	Single
	Part-time
	Yes
	Customer's awareness
	Positive
	No
	It provides the product and services information
	2.5
	7%
	Positive WOM
	No
	Negative
	990
	Maybe
	Measuring ROI
	integration of VR and AI would be suitable for this
	Vague and unclear loyalty programs
	Clear goals might be set
	Yes
	It can easily find the interest of consumers.
	To increase its sales. 

	Male
	35
	Married
	Unemployed
	No
	Customer's awareness
	Negative
	Yes
	Preferences and opinions of the public would be the influencing factor
	3
	11%
	Retain consumers
	No
	Positive
	550
	No
	Measuring ROI
	With the use of AI, firm Like Tesco can simply deal with this issue 
	Vague and unclear loyalty programs
	Proper communication system and platform is required 
	Maybe
	Has vast number of audiences 
	To fulfil each consumer needs and preferences 

	Male
	21
	Married
	Full-time
	Yes
	Consumer relationship management
	Positive
	No
	Deliver consumers with an ample of information
	2.2
	8%
	Positive WOM
	Maybe
	Neutral
	600
	No
	Creating effective content
	Content calendar for organised posts 
	Integration of technology
	integration of robust data synchronisation
	Yes
	cost -effective
	Attract more customers

	Female
	21
	Not prefer to say
	Part-time
	No
	Targeted advertisements
	Positive
	Yes
	Availability of open reviews make this going to be happened,
	1.9
	7.50%
	Retain consumers
	Yes
	Positive
	760
	Yes
	Creating effective content
	recruit social media managers 
	Integration of technology
	promotion of employee training 
	Yes
	because of higher engagement 
	Proliferate its turnover

	Male
	21
	Single
	Part-time
	Yes
	Consumer relationship management
	Positive
	No
	Very easy to use 
	1.6
	9%
	Enhance the lifetime value of consumers
	No
	Negative
	600
	Yes
	Creating effective content
	Hire influencers for effective content 
	Integration of technology
	use of advance technologies such as AI
	No
	capture entire audiences of the firm 
	Enhance economical performance

	Female
	31
	Married
	Unemployed
	No
	Customer's awareness
	Negative
	Yes
	personalised content available influence decision easily
	1.1
	20%
	Retain consumers
	Maybe
	Positive
	687
	Maybe
	Creating effective content
	Use AI to make effective contenr
	Vague and unclear loyalty programs
	with the use of Lucid communication 
	Yes
	Due to high engagement 
	To get more return on the products or services 

	Male
	24
	Single
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	Through celebrity endorsement on the social media brands can influence the buying decisions of customers.
	1.5
	15%
	Retain consumers
	Yes
	Positive
	600
	Yes
	Creating effective content
	Conducting deep market research
	Integration of technology
	Continuously monitor and analyze security threats
	Yes
	Wide range of individuals using social media 
	To find interests and preferences of consumers

	Female
	30
	Married
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	Consumers can receive different advice and opinions from others which can shape their decisions 
	1
	18%
	Enhance the lifetime value of consumers
	Yes
	Positive
	1000
	Yes
	Measuring ROI
	Conversion rate optimization
	Vague and unclear loyalty programs
	Understand the target customers and identify their needs
	Yes
	Help in reach out to the customers around the world
	Tesco can satisfy the unique preferences and needs of customers 

	Female
	23
	Not prefer to say
	Unemployed
	Yes
	Consumer relationship management
	Positive
	No
	high  number of users available 
	2.1
	12%
	Enhance the lifetime value of consumers
	Yes
	Positive
	786
	No
	Measuring ROI
	hire social media manager for the assessing ROI
	Integration of technology
	Hiring expert who have the capability to deal with technological disturbances.
	Yes
	very simple to use and cover large audiences 
	to enhance its reach and consumers

	Male
	32
	Married
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	Targeting the key interest of the people. 
	2.8
	14.50%
	Retain consumers
	Yes
	Positive
	700
	Yes
	Creating effective content
	Conducting customer need analysis 
	Integration of technology
	Training employees
	Yes
	Analysing customer data appropriately.
	Aids in analysing customer data to provide a better loyalty program. 

	Male
	22
	Single
	Part-time
	Yes
	Customer's awareness
	Positive
	Yes
	provide the feedback and comments section
	2
	14%
	Attract multiple consumers
	Yes
	Positive
	600
	Yes
	Creating effective content
	Implementation of Influencer marketing
	Integration of technology
	develop meeting with customer and provide them offers and discounts
	Yes
	help in development of more collaboration and engagement
	provide the effective engagement with customer

	Male
	30
	Married
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	provide clear understanding about product and service
	2
	15%
	Attract multiple consumers
	Yes
	Positive
	900
	Yes
	Creating effective content
	Develop meeting and relationship programme
	Integration of technology
	Use SEO in effective way
	Yes
	provide the clear understanding of product for customer
	Retain and improve customers

	Male
	23
	Single
	Full-time
	Yes
	Consumer relationship management
	Negative
	No
	Social media provide adequate information related to product
	2
	12.50%
	Attract multiple consumers
	No
	Positive
	787
	Maybe
	Measuring ROI
	Effective management of social media metrics 
	Integration of technology
	Training of the employees in effectively managing the technological issues 
	Yes
	Large number of audience and engagement
	The core purpose of the Tesco is to generate more sales 

	Female
	24
	Single
	Full-time
	Maybe
	Customer's awareness
	Positive
	Yes
	Influencers can change the buying decisions and  building awareness 
	1.5
	15%
	Retain consumers
	Yes
	Positive
	500
	Maybe
	Creating effective content
	Promotional offers
	Integration of technology
	Providing offers and rewards
	Yes
	For direct marketing  and connecting with  customers
	 For needs and preferences of customers

	Male
	34
	Single
	Part-time
	No
	Customer's awareness
	Negative
	Yes
	Customer reviews would be beneficial 
	1.3
	14%
	Enhance the lifetime value of consumers
	Maybe
	Positive
	600
	Yes
	Creating effective content
	Use of content calendar and creator 
	Integration of technology
	proper administration of technologies 
	Yes
	Simple to use 
	Obtain more sales 

	Male
	30
	Married
	Part-time
	Yes
	Customer's awareness
	Negative
	Yes
	Aids in properly identifying the customer needs
	2.86
	15%
	Retain consumers
	Yes
	Positive
	750
	Yes
	Measuring ROI
	Creating a forecast.
	Integration of technology
	Creating a digital technology
	Yes
	Aids in analysing customer data properly
	Improve customer loyalty

	Male
	25
	Single
	Part-time
	Yes
	Consumer relationship management
	Positive
	Maybe
	Social proofs 
	2.9
	18%
	Positive WOM
	Yes
	Positive
	982
	Yes
	Creating effective content
	Utilise AI for the effective contents 
	Vague and unclear loyalty programs
	Use of AI and VR for the better communicate the schemes.
	Yes
	Trust and authenticity of the customers toward this platform
	To increase its sales by expanding reach on this platform

	Female
	24
	Not prefer to say
	Full-time
	Yes
	Customer's awareness
	Positive
	Maybe
	Brand recognition  and Trust
	1.5
	17%
	Retain consumers
	Yes
	Positive
	500
	Maybe
	Creating effective content
	Through effective loyalty program
	Integration of technology
	 Rewards and promotional offers
	Maybe
	Customer Interests
	  To  fulfill the customer needs

	Male
	38
	Married
	Full-time
	No
	Customer's awareness
	Positive
	No
	Gaining product details and reviews before purchasing 
	1.3
	13%
	Positive WOM
	Yes
	Positive
	600
	Yes
	Creating effective content
	Defining and limiting the access to social media handles
	Vague and unclear loyalty programs
	Offering loyalty points and heavy discounts to loyalty customers
	Yes
	It helps in increasing customer engagement 
	To cater all kinds of customers

	Female
	25
	Single
	Unemployed
	Yes
	Targeted advertisements
	Positive
	Yes
	Support their after purchase experience 
	1.5
	14.50%
	Retain consumers
	Yes
	Negative
	650
	Yes
	Measuring ROI
	Through multi-factor authentication 
	Integration of technology
	Implementing robust cybersecurity system
	Yes
	Wider reach to the target customers 
	To target customers with varied needs

	Male
	31
	Single
	Part-time
	Yes
	Customer's awareness
	Negative
	Yes
	extensive content available 
	2
	9%
	Retain consumers
	Yes
	Positive
	786
	Yes
	Creating effective content
	Hiring of digital influencer 
	Vague and unclear loyalty programs
	Hiring of influencer 
	Yes
	Extensive range of audience available 
	boosting sales of the firm.

	Female
	25
	Single
	Full-time
	Yes
	Consumer relationship management
	Positive
	Yes
	Social media includes the detailed information about the product and services.
	3
	15%
	Retain consumers
	Yes
	Positive
	600
	Yes
	Creating effective content
	Communication process 
	Integration of technology
	Data privacy concerns
	No
	Bosat the company sales
	Retention of more customers

	Male
	19
	Single
	Unemployed
	Yes
	Consumer relationship management
	Positive
	Maybe
	electronic word of mouth simply influence decisions 
	2.4
	11%
	Positive WOM
	Yes
	Positive
	876
	Yes
	Measuring ROI
	Integration of adequate management softwares of website
	Vague and unclear loyalty programs
	Proper communication tool or person 
	Yes
	Simple to use and provide greater awareness to people
	Enhancing business performance

	Male
	35
	Married
	Full-time
	Yes
	Customer's awareness
	Positive
	Yes
	Provide adequate information about company product
	2
	16%
	Retain consumers
	Yes
	Positive
	650
	Yes
	Creating effective content
	Monitoring social accounts
	Integration of technology
	Customer services protocols
	Yes
	Improve brand recognition and retention
	To attract amd retain customers

	Female
	34
	Not prefer to say
	Full-time
	Maybe
	Consumer relationship management
	Positive
	Maybe
	 attracting new customer base.
	1.8
	13.50%
	Retain consumers
	Yes
	Positive
	678
	Maybe
	Measuring ROI
	Website traffic management software
	Integration of technology
	Use of AI and VR technologies
	Yes
	Best way to obtain great number of sales
	for the growth of revenue 

	Male
	20
	Not prefer to say
	Part-time
	Yes
	Consumer relationship management
	Negative
	No
	Connection with people and the firm itself can shape the decisions of the consumer 
	2.1
	12%
	Enhance the lifetime value of consumers
	Maybe
	Neutral
	987
	Yes
	Creating effective content
	AI-driven promotions can be done 
	Integration of technology
	robust data synchronisation 
	Yes
	Better opportunities for the benefits of loyalty schemes 
	Proliferate the sales level

	Male
	24
	Single
	Unemployed
	Maybe
	Consumer relationship management
	Positive
	Yes
	Increase in the active users can be the reason
	1.9
	12%
	Retain consumers
	No
	Positive
	678
	Maybe
	Creating effective content
	utilisation of content calendar
	Integration of technology
	Strong synchronisation software
	No
	Mutual connection between firm and customers
	Increase in the turnover of the firm
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