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Abstract 
The SMM demand has been increased in the present time due to higher usage of social media by the consumers. Development of SMM helps in sharing marketing message with a large base of customers. Tesco plc faces issues regarding misleading information sharing through the advertisement that influences consumer behaviour. Aim of the research is to analyse the impact of social media marketing for retail organisation Tesco plc on influencing consumer behaviour. 
Development of consumer requirement-oriented marketing helps in influencing the behaviour of consumers. SMM helps in developing content to attract customers leading to increased customer relationships. A gap regarding lack of empirical evidence has been identified which is the prior derivable of the research.
A “primary quantitative method” has been used in this methodology section with a survey analysis to collect significant information on the study topic. The use of primary sources of data have helped to gain updated information on social media marketing approaches of Tesco plc. Ethical considerations have been provided in this research to develop knowledge, avoid error and ensure reliability of data.
The findings of the study details the key challenges being faced by Tesco plc in the competitive market regarding its SMM strategies. The brand is facing issues in maintaining high levels of consumer service in the wake of shifting consumer demands. The survey denotes that the consumers of Tesco plc hope for the adoption of engaging SMM practices and the usage of personalised ads to improve purchase intent.
The conclusion and recommendation chapter has analysed recommendations to develop research findings and make it more concised. Limitations and future scope have been provided in this research to develop better understanding on social media marketing. Linking between survey questions and research objectives has been evaluated to answer research questions.
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[bookmark: _Toc158451481]Chapter 1: Introduction
[bookmark: _jovpx02p7rfw][bookmark: _Toc158451482]1.1 Chapter introduction
This chapter relates to development of the aim and objective of the research regarding social media marketing and consumer behaviour. The background of the research has been assessed in the chapter that helped in assessment of SMM practices that can drive the research effectively. The research scope and significance have been developed along with the structure that will be followed during the research.
[bookmark: _o9bzzwwmbl1e][bookmark: _Toc158451483]1.2 Research Background
Social media marketing (SMM) is a significant part of the organisational promotional campaign that can help in development of positive insight regarding brand among customers. As a result, consumers identify the specification of the product that can influence behaviour of customers. Around 80% of consumers make buying decisions based on the posts of friends on social media or virtual word-of-mouth recommendations (Kowalewicz, 2022). Social media helps to gather reviews regarding brands and products that influence the buying choices of customers. In the case of Tesco plc, 32% of consumers heard about Tesco plc through the social media advertisement process highlighting the effectiveness of social media in generating awareness regarding the brand (Statista.com, 2023). The social media marketing of Tesco plc incorporates influencer marketing and content marketing that creates a scope for the organisation to capture a large base of consumers and influence consumer behaviour. Tesco plc prefers to work with approved influencers to amplify the in-store campaigns to attract customers (TasteatTesco plc.com, 2023). Engaging influencers creates a positive impact regarding attraction of consumers that can influence consumer behaviour.  Thus, the strategy of Tesco plc in involving influencers through SMM might be effective for attracting new consumers in business. 
[image: ]
[bookmark: _d175j93a2d7u][bookmark: _Toc158645386]Figure 1.1: Social media spending of the UK retailers
(Source: Statista.com, 2023)
The increasing impact of SMM on attraction of customers influences UK retail organisations in spending on the digital medium for advertisement. The digital media advertising spending of the UK retail organisation has been increased to 2.1 billion British pounds (Statista.com, 2023). The growth rate of the spending is around 21% as compared to 2021 that shows a rapid growth in the SMM advertisement in the UK retail industry. However, Tesco plc invested around 81.15 million British pounds in the advertisement and the marketing campaign (Statista.com, 2023). The investment volume on advertisement has increased by 0.32 million British pounds from 2019 which shows a higher investment ratio of Tesco plc on the digital advertisement. The increasing demand and usage of social media is the factor that encouraged retail organisations including Tesco plc to focus on SMM to increase the market reach and developing growth. It has been identified that 25% of UK consumers' purchasing decisions are influenced by social media content and recommendations (Chevalier, 2023). Customer intention of purchasing products is influenced by the recommendation of reliable and trustable influencers through social media. Thus, SMM is preferred by UK retailers to increase awareness and influence customer intentions.
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[bookmark: _Toc158645387]Figure 1.2: Numbers of Social media users
(Source: Dixon, 2023)
Increasing number of social media users elevates the attraction of SMM for retailers including Tesco plc. Social media user number has been increased to 4.59 billion in 2022 and is projected to touch 6 billion within 2027 (Dixon, 2023). An inflated number of social media users encourage organisations to adopt SMM that can help to reach a larger base of customers and share the brand message effectively. On a similar note, customers prefer to use social media for purchasing products increasing the number of social media recommended buys. It highlights the influence of social media on influencing the purchasing behaviour of customers effectively. The social media usage rate is around 59% as of January 2023 that creates the scope of engaging a large consumer base within a limited time (Dixon, 2023). Thus, SMM gets preferences from retail organisations including Tesco plc for developing positive influence on consumer behaviour. 
Controversial marketing in social media might create adverse effects on the brand image and market growth of the operating organisations. Tesco plc faced issues regarding the telecasting of advertisements containing offensive words and sentences that have been ruled out by the advertisement watchdog (Lee, 2022). However, Tesco plc defended the advertisement stating the organisation prevented the usage of offensive words or imagery in the advertisement process. The advertisement created an impact on the mobile customers that created an adverse effect on the behaviour of customers related to Tesco plc. Previously, Tesco plc was alleged to contain 29% horse DNA in the ready meals leading to the horsemeat scandal (O'Sullivan, 2023). The incident previously of digital advancement created a significant impact on consumer behaviour leading to a 300 million British pounds loss for the organisation. At present time, SMM creates advantages for reaching customers and explaining situations that can make customers aware of the organisational perspective. The practice of making customers informed through advertisement creates a chance for retail organisations to develop brand image and influence consumer behaviours. 
The SMM adaptation is supportive of Tesco plc in reducing misconceptions among consumers and developing marketing effectiveness that can influence consumers. Tesco plc has developed campaign in TikTok named “#Tesco plcVoiceOfCheckout” that has achieved 5 million views on social media (Marketingweek.com, 2023). As a result, organisational awareness has been increased by 12% highlighting the effectiveness of social media in attracting consumers by Tesco plc. At the same time, the likelihood of brand recommendation has been increased by 7% depicting the effectiveness of SMM by Tesco plc. However, Tesco plc has offered discounted prices on social media and observed an 8.7% rise in sales (Cnbc.com 2020). It denotes using social media might be supportive for elevating consumers' attraction and that creates scope for assessing the elements of SMM and consumer behaviour that can help Tesco plc to develop SMM strategies. 
[bookmark: _hhwgo1qk5ob2][bookmark: _Toc158451484]1.3 Research Aim and Objectives
The research aims to analyse the impact of social media marketing for retail organisation Tesco plc on influencing consumer behaviour. 
Objectives
· To analyse the social media marketing strategy adopted by Tesco plc for promotion of the organisation
· To identify the impact of “Social media marketing” of Tesco plc in influencing consumer behaviour
· To determine the key challenges regarding the analysis of consumer behaviour that can impact “Social media marketing” effectiveness
· To develop strategies beneficial for Tesco plc in improvement of “Social media marketing” strategies to influence positive consumer behaviour
[bookmark: _9de7dd6a7ejo]

[bookmark: _Toc158451485]1.4 Research Question
· What are the social media marketing strategies adopted by Tesco plc for promotional activity?
· What is the impact of Tesco plc's “Social media marketing” strategies on consumer behaviour?
· Which challenges can be faced during consumer behaviour analysis that can influence the “Social media marketing” strategy?
· How can the “Social media marketing” of Tesco plc be enhanced to develop positive consumer behaviour regarding the brand?
[bookmark: _pi6t8jjd0mu7][bookmark: _Toc158451486]1.5 Problem statement
Decisive advertisement campaigns and organisational practices create issues in retaining consumers and influencing consumer behaviour for Tesco plc. 
[bookmark: _o1grt7zb9d1z][bookmark: _Toc158451487]1.6 Research Rationale
The issue is related to the misleading advertisement developed by Tesco plc that impacted consumer behaviour. In the advertisement campaign for Plant-Based food ranges, Tesco plc has misled regarding the environmental benefit and impact (Masud, 2022). The false information regarding the environmental impact reduction in the advertisement campaign creates issues regarding influencing consumer behaviour. As a result, 171 complaints have been lodged by the public to the “Advertising Standards Authority” showing the grievances of the customers (Masud, 2022). It is a detrimental factor for consumer behaviour that can generate a negative impact on the minds of the customers. On the other hand, the misleading information regarding the word “wholly sustainable” for the plant-based patty creates issues as the food product is not actually completely sustainable. Tesco plc stated the organisation did not claim the product is “absolutely environmental”, instead the organisation highlighted the product is sustainable than meat-based products (Masud, 2022). Lack of clarity in the brand marketing initiatives creates a misconception regarding the brand that leads to increasing issues regarding consumer behaviour.
The development of misconception impacts Tesco plc’s reputation and sales causes due to misleading advertisements. The advert was run on TV and radio that made the customers lodge complaints regarding the advertisement (Masud, 2022). Traditional advertisement respects customer interaction with the brand or organisation creates issues regarding misconception and mistrusts among the brand and customers that impact customer purchasing behaviour. Social media creates scope for direct interaction of consumers with the brands which was absent in the case of the Tesco plc advertisement campaign. SMM plays a crucial role in the development of two-way communication to engage customers to develop consumer participation (Ebrahim, 2020). Lack of communication creates issues in enabling consumer interaction that influence consumer behaviour. In the case of Tesco plc, strategy of limited usage of social media impacted the level of commutation with consumers leading to creating scope for consumer complaints against marketing initiatives. It creates issues in enhancement of better performance of brand and influencing consumer behaviour positively.
In the present time, a reduced level of consumer engagement in the organisation causes issues regarding retaining competitive position in the market. The presence of Sainsbury’s, Asda, and Morrisons creates competitive rivalry for the organisation in the retail market. However, Aldi overtook Morrisons as the fourth largest supermarket in 2022 creating challenges for Tesco plc in retaining the market position (Statista.com, 2023). Decline in the market position might pose issues for Tesco plc in development of business in the retail market. Enhancement of consumer engagement is crucial for developing a better conception of consumers regarding the brand that can influence consumer behaviour. Utilisation of social media creates scope for engaging consumers that is effective for influencing consumer behaviour and developing purchase intention (Wibowo et al. 2020). Specification of brand offerings through social media makes customers need the products that can influence purchasing intention and behaviour. Thus, the SMM marketing strategy of Tesco plc might play a crucial role in influencing consumer behaviour effectively.
[bookmark: _k4pfh4wf8p3d][bookmark: _Toc158451488]1.7 Research scope
The research creates scope for exploration of influence of SMM on the consumers in case of the retail brand. Development of SMM strategy as per the needs of the consumers can be developed with a better understanding of consumer behaviour. Consideration of SMM in a diverse manner might create scope for utilisation of social media in developing interaction with brands and enhancing customer connection levels. SMM helps in establishing a long-term relationship between brands with consumers (Palalic et al. 2021). On the other hand, the relationship is beneficial for identifying the changing consumer behaviour and developing relevant marketing strategies to improve promotional efficacy. This research analyses the advertisement issues regarding Tesco plc that impacted the existing consumer purchasing behaviour in Tesco plc. It creates a scope for exploring marketing practices of Tesco plc and evaluating impact of the marketing campaigns on consumer behaviour. 
[bookmark: _souui4400d6e][bookmark: _Toc158451489]1.8 Research Significance
The research is beneficial for developing SMM strategies that can help Tesco plc influence consumer behaviour and enhance business effectiveness. The research focuses on identifying the marketing strategies of Tesco plc and assessing the challenges that influence consumer behaviour which might be effective for Tesco plc. Hence, the research becomes significant for Tesco plc for revising the SMM to influence consumer intention regarding the brand. Furthermore, the research identified the impact of the false advertisement of Tesco plc that impacted brand reputation in the operating market. Relevant strategies are going to be developed in the research that can help to reduce the marketing-related challenges in Tesco plc makes the research relevant and significant. Furthermore, factors of SMM will be discussed in the research that can help to develop further research regarding different retail organisation and consumer behaviour which is a prior significance of the research. 
[bookmark: _v9nvc9b2g9q8][bookmark: _Toc158451490]1.9 Research structure
Chapter 1 details the introduction of the topic, highlighting the objectives and research questions guiding the study. A clear research rationale and a detailed background provide context for the topic.
Chapter 2 discusses the existing literature on the topic of impact of social media on the buying behaviour of consumers. A number of theories are identified to relate the topic with existing theories. The identified literature gap postulates the area relevant for future studies.
Chapter 3puts emphasis methodological aspects chosen for the study, including positivism, deductive and descriptive methods. The chapter details the key ethical considerations and accounts for the primary data collection process used to collect data.
Chapter 4 includes the key findings and discussions necessary to answer the key research question. Primary data has been collected via an online questionnaire including a total of ten questions. The analysis of the data collected has been conducted using statistical descriptive and correlative methods.
Chapter 5 highlights the key conclusions observed in the study as per the data analysis section of chapter 4. The data collected via the data collection process reveals key insights used to form the conclusion of the study. A number of key recommendations are also provided to help develop improved social media marketing strategies for Tesco plc.
[image: ]
[bookmark: _Toc158645388]Figure 1.3: Research structure
(Source: Created by author)
[bookmark: _4aa1uy7slmud][bookmark: _Toc158451491]1.10 Chapter Summary
The chapter summarises the core factors of the SMM and its demand among the retail organisation. The higher usage of social media increases the retail organisation to develop SMM to improve reach and develop efficiency of marketing using digital mediums. Tesco plc faced difficulties regarding the traditional marketing campaign that was alleged of false claims regarding sustainability. It creates scope for identifying the core problem statement and developing the aim and objective to conduct the research. This chapter creates the scoop for evaluation of the existing literature to identify validity of research topics in the literature review chapter.


[bookmark: _Toc155631828][bookmark: _Toc158451492]Chapter 2: Literature Review
[bookmark: _jd1crxcv8crc][bookmark: _Toc155631829][bookmark: _Toc158451493]2.1 Chapter Introduction
This chapter is an evaluation of the existing literature that can provide prior knowledge regarding social media marketing and its impact on consumer behaviours. SMM strategies create a different impact on the large base of customers that can help in promotion of brand and increasing attraction of customers. The challenges regarding consumer behaviour part of this chapter for in-depth knowledge regarding consumer behaviour and impact of SMM on it. The gap in the existing knowledge is the cardinal factor for conducting research and mitigating the gap and making research effective.
[bookmark: _fnabh3xjeimm][bookmark: _Toc155631830][bookmark: _Toc158451494]2.2 Conceptual Framework
[bookmark: _8f0w6qb39is6] (
Conventional Social Media Marketing Strategies for Organisational promotions
Impact of SMM on Consumer Behaviour
Challenges in the Analysis of Consumer behaviour
Influencer marketing develops positive impact
Developing SMM efficiency to influence consumer behavior
Incorporated theory
Incorporating trustable influencer and relevant social media channel 
Content marketing impacts the customer engagement
EKB Model of Consumer Behaviour
Enhancing SMM to Influence Consumer behaviour
) (
Maslow’s Hierarchy of Needs
)

[bookmark: _v6ym1qjfwlyd][bookmark: _Toc155631831][bookmark: _Toc158451495]2.3 Analysis of Conventional Social Media Marketing Strategies for Organisational promotions
Social media interaction entails a process that helps organisations develop strategic marketing. As per the view of Li et al. (2021), social media interaction and interconnection are the strategic resources of an organisation that can be further converted into marketing capabilities. The interacting ability creates scope for organisations to share the brand message with customers as a part of a promotion that is supportive of developing marketing capabilities. In the opinion of Wang and Chan-Olmsted (2020), content marketing is receiving popularity as a part of the SMM that can help connect with consumers and build brands. Content marketing is the SMM strategy that focuses on generating and distributing relevant, consistent and valuable content to attract customers. As per the view of Ho et al. (2020), content marketing is a strategy that can help to engage customers with the influence of traditional advertising wanes. Content marketing creates a scope for developing SMM more specifically and attracting targeted consumers. Hence, content marketing can be considered effective SMM strategies that can help retail organisations like Tesco plc improve organisational promotional activity. 

[bookmark: _l38n5yrri0es][bookmark: _Toc158645389]Figure 2.1: SMM strategies
(Source: Created by author)
Influencer marketing is the type of SMM marketing that helps elevate the level of consumer engagement with the brand which is supportive of retail brands like Tesco plc in the promotional process. According to the view of Martínez-López et al. (2020), influencer marketing leads to development of brands with a greater consumer engagement by doubling the “return on investment”. Influencers are capable of gathering a set of followers and recommending the brands as a part of a promotional campaign to increase customer attraction. On a supporting note, Belanche et al. (2021), stated that influencer marketing is arguably better than traditional or mass media marketing. Influencer marketing leads to giving a sense of close relationship with consumers that helps the consumers to follow preferred influencers and makes it more effective than traditional marketing. Rosnizam et al. (2020), highlighted that fuelling word of mouth through social media is the preferred marketing strategy of Tesco plc that helps in producing fewer customer complaints and higher revenue. Influencer marketing supports the process of generating word of mouth and creating an impact on consumer behaviour. Hence, influencer marketing is a significant strategy for elevation of brand promotion. 
Paid media marketing can be considered an SMM strategy that helps retail organisations reach a target set of consumers as a part of brand promotion. In the opinion of Darma and Noviana (2020), paid promotion is a supportive advertisement strategy to reach a large base of consumers in an organised and quick manner. The paid promotions are supportive for boosting to reach that enables organisations to reach the targeted consumers rapidly to promote the brand. On the other hand, Masuda et al. (2022) highlighted influencer marketing as the key to identifying consumer behaviour with a direct attraction process. Proper identification of consumers is essential to trigger paid media marketing to reach customers effectively which makes influencer marketing an indispensable part of paid media marketing. On a different aspect Acikgoz and Burnaz (2021) commented that YouTube is an effective option for conducting influencer marketing with paid promotion through the advertisement process. The paid promotion includes short advertisements between the content of the video that can make the customer base aware of the brand and its offering. Hence, paid media marketing can be conducted with the help of influencer marketing that can help retail brands like Tesco plc reach a large consumer base for promotion.
[bookmark: _i0nghugn5m0b][bookmark: _Toc155631832][bookmark: _Toc158451496]2.4 Impact of SMM on consumer behaviour and influence on brand perception
SMM provides the advantage of reaching a diverse base of customers virtually and rapidly that helps retail brands like Tesco plc to create a better awareness of the brand. As stated by Wibowo et al. (2020), SMM helps in developing content to attract customers leading to increased customer relationships. As a result, the behaviour of consumers changes as per the level of engagement which can denote the effectiveness of the organisational performance. On the other hand, Palalic et al. (2021), stated that social media helps to develop interaction among consumers leading to enhancement of trust that directly influences consumer behaviour. Utilisation of a pool of information regarding the attitude of customers towards the brand through SMM helps to make customer-oriented marketing and develop trust that can impact consumer behaviour. In the supporting note Manzoor et al. (2020, p.42), stated that “trust plays a significant part in defining both a consumer’s purchase intention and actual behaviour”. Increasing purchasing intention with customers through social media creates a scope for organisations to improve the trust of brands. Therefore, better interaction with consumers helps to influence the brand perception and behaviour of consumers.
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[bookmark: _838r68on10u][bookmark: _Toc158645390]Figure 2.2: Impact of social media on consumer trust and behaviour
(Source: Inspired by Manzoor et al. 2020)
Consumer behaviour relates to the development of better relationships as positive relationships create an influential impact on the minds of consumers leading to change in behaviour. As opined by Sun and Wang (2020), SMM emphasises customer service that helps to mould the marketing technique around the service. As a result, the perception of consumer changes that impacts the consumer behaviour on the brands. On the other hand, Chopra et al. (2021), stated that social media helps to target the audience and develop relevant and influencer content for marketing. Development of relevant content enables customers to connect with the brand or products leading to influence consumers' behaviours. The study by Cao et al. (2021), supported that key social media contextual factors such as “media richness” and “content trustworthiness” influence the level of engagement behaviour of consumers. Understanding consumption and creating SMM according to nature helps create a chance for developing engagement of consumers. Hence, customers feel connected to the brand which is an influential factor for change in consumer behaviour for retail organisations like Tesco plc.
SMM provides advantages of direct communication of brands with the consumers to deliver authentic information regarding products to increase brand reliability. As opined by Erlangga (2021), SMM plays a cardinal role in influencing the purchasing decision made by consumers in online or offline mode. SMM mainly helps to highlight product attractiveness that can make the consumer rely on the product and influence consumer purchasing decisions. On the contrary Hanaysha (2022), highlighted that SMM impacts the purchasing intention of the customer but does not influence the actual purchasing process. Consumers prefer to examine the need for products and purchase the essential ones from diverse ranges selected social media advertisements. In this context, Utama et al. (2022) highlighted that “price, availability, social proof, scarcity, product detail, conditions, and social media activity” are the crucial factors that influence consumer purchasing behaviour and actual purchasing. The organisation like Tesco plc follows the seven main factors that can help the organisation influence consumer behaviour of customers and develop a significant relationship with customers.
SMM marketing plays a significant role in transferring information to consumers that drives consumer interest in the product. As opined by Wibowo et al. (2020), consumer product information sources have been shifted from traditional media to social media. Therefore, demand for quality content comprising relevant information has been increasing that can create a positive perception of the brand to customers and help to influence consumer behaviour. As opined by Cheung et al. (2020, p.696), “SMM plays a considerable role in influencing consumers’ perceptions towards brands”. Consumers can search for information regarding the brand and products through social media which influences the perception and behaviour of consumers. On the other hand, Ebrahim (2020), stated that generation of world-of-mouth through SMM helps to stimulate consumer experience and create an impact on consumer behaviours. Consumers get the scope of seeking information through social media marketing such as from influencers that helps consumers to clarify prior needs. Thus, SMM helps to create perception of brand and influence purchase intention and behaviour of consumers.
[bookmark: _4oqe3rb3oxo9][bookmark: _Toc155631833][bookmark: _Toc158451497]2.5 Challenges in the Analysis of Consumer behaviour
The complex buying behaviour of customers is a prior challenge that influences the organisational ability to analyse consumer behaviour. As opined by Le and Hoang (2020), a change in the level of trust among consumers regarding brands creates the complex buying behaviour of the consumers. Trust drives consumer interest regarding brands and products and makes customers purchase products from trusted brands. Palalic et al. (2021), stated that trust influences the buyer's decision to choose products. Subsequently, lack of trust changes the behaviour of consumer brands which creates complexity for retail organisations like Tesco plc in analysing the change in consumer behaviour. On the other hand, Loxton et al. (2020) highlighted changing consumer behaviour due to natural disasters or financial crises create difficulties in inserting consumer decision-making processes. The crisis situation impacts consumer purchasing ability of different levels and that creates an asymmetric ratio for categorisation of consumers according to preferences and behaviour. Thus, a complexity in the consumer behaviour can be identified that creates difficulties in analysing the behaviour and developing SMM.
Rapidly changing trends and demand in the changing market create difficulties in the identification of consumer behaviour for retail organisations like Tesco plc. As per the view of Rosário and Raimundo (2021), inability to match the rapidly changing consumer needs and interests creates difficulties for companies in understanding technological change. As a result, the data richness gets compromised due to ineffective technology which prevents development of SMM according to consumer demand. On the other hand, Ebrahim (2020), highlighted the lack of direct interaction with the consumer as a prior challenge for the identification of consumer behaviour. Information regarding changing consumer needs becomes difficult to incorporate into the organisation due to lack of direct interaction with consumers. As per the view of Ghahtarani et al. (2020), interaction enables knowledge sharing between brands and consumers regarding products. Vague ideas regarding preference of consumers create difficulties for organisations like Tesco plc to identify consumer behaviour. Thus, the practice of developing SMM hinders the creation of difficulties in connecting to a large consumer base.
[bookmark: _tcgjnrvz8bao]
[bookmark: _tq438aunshq6][bookmark: _Toc158645391]Figure 2.3: Challenges of evaluation of consumer behaviour
(Source: Created by author)
Ineffective evaluation of buying patterns of consumers creates difficulties for retail organisations like Tesco plc in assessing consumer behaviours effectively. As per the view of Croes and Bartels (2021), consumers prefer to make purchases based on the trust and admiration of social media influencers. Changing preferences in case of influencers changes the buying pattern of the consumers as it makes consumers rely on the new influencers creating difficulties for organisations to find the pattern. On the other hand, Zafar et al. (2021), highlight the presence of the impulse buying behaviour in consumers due to social media creating difficulties in identification of buying patterns. Impulse buying changes suddenly without prior patterns creating hindrances for the organisation to track the change and develop prior ideas regarding consumer behaviour. Febriyantoro (2020), highlighted that brand images or product messages through the integrated advertising program can affect the buying behaviour of consumers. As a result, it triggers impulsive buying among consumers with an abrupt change in buying patterns. Thus, retail organisations like Tesco plc face difficulties in developing clarified ideas regarding consumer behaviours. 
Inefficiency in identifying customer requirements through social media creates difficulties in the analysis of consumer purchasing behaviours. As per the perspective of Ibrahim et al.(2021), satisfying the different needs of individuals is effective for developing SMM. inability to identify the requirements of consumers creates difficulties in understanding consumer behaviours and developing respective SMM campaigns. In the opinion of Koay et al. (2020), SMM acts as the stimuli that stimulate consumer exposure to social media of an organisation. Hence, organisational social media influences consumer behaviours directly highlight inefficacy in developing SMM according to the needs of consumers might be detrimental to retaining positive consumer behaviour. Thus, it can be stated that an organisation like Tesco plc needs to develop efficiency in clarifying consumer needs to develop a better position in evaluation of consumer behaviour.
[bookmark: _gxcoqjqgmciy][bookmark: _Toc155631834][bookmark: _Toc158451498]2.6 Strategies for Enhancing SMM to Influence Consumer behaviour
Incorporating trustable influencers is an effective strategy that can help organisations like Tesco plcpp to improve the effectiveness of the SMM. According to the perspective of Masuda et al. (2022), trustworthiness of influencers impacts the behavioural intention of the followers which can help in effective branding of products. Consumers follow trustworthy influencers and progress recommendations of the influencers which is effective for developing the success of SMM in impacting consumer behaviour. In another context, Balaban et al. (2020), stated that perceived information quality and trust of influencers help to shape the attitude of followers toward the influencers. The change in the influencer’s activity controls the attitude of consumers to the brand promoted by respective influencers that depicts the active impact of influencers on consumer behaviour. The study by Campbell and Farrell (2020), supports the involvement of trustable influencers in SMM as trust and authenticity of influencers are connected to the followers. It creates a positive impact on the purchasing intention of consumers regarding the promoted products effectively. Thus, selection of trustable influencers is effective for enhancing SMM efficiency and developing a positive influence on the consumer behaviour. 
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[bookmark: _qfiyuz8mhu8h][bookmark: _Toc158645392]Figure 2.4: Advertising function of influencer to impact consumer behaviour
(Source: Campbell and Farrell 2020)
Identification of relevant social media channels is an effective option that can help to develop effective and relevant SMM for influencing consumer behaviour. The study by Zulfiqar et al. (2022), supported the importance of identifying right social media content and channels to enhance effectiveness of SMM. Selection of relevant social media channels as per the target customer creates advantages for retail organisations like Tesco plc to directly connect to the consumers and share product information effectively. On the other hand, Jamil et al.(2022), highlighted, customers are interested in purchasing goods along with creating worthwhile experiences and strong relationships. Therefore, selection of effective social media channels is effective for providing the scope of reaching consumers and creating a chance for developing communication that can influence consumer behaviour. In support, Zollo et al, (2020), stated that developing interactivity through social media creates scope for two-way communication and enables sharing of information between brands and consumers. As a result, it influences the level of satisfaction of consumers for the brand and makes consumers engaged with SMM. Thus, developing communication is beneficial for developing positive perceptions of brands among consumers and influencing consumer behaviour.

[bookmark: _fquhtjx4hmw6][bookmark: _Toc158645393]Figure 2.5: Strategies to enhance SMM
(Source: Created by author)
Sharing authentic messages through content is a supportive strategy for enhancing the effectiveness of SMM. In the opinion of Adeola et al. (2020), relying on the true stories about real people is effective in influencing consumers which can help to make consumers aware of organisational offers and activities. Sharing authentic information regarding products helps organisations to share the real story with consumers which create an influence on consumers. Moran et al. (2020), supports that, authentic information sharing through brand messages helps in utilising social media. It helps to connect with consumers and help in development of customer-oriented marketing programs to encourage customers to try the product. On the other hand, Mayrhofer et al. (2020) suggested adopting user-generated content (UGC) is effective for developing a positive intention of consumers regarding brand by connecting brand to users. As a result, the requirement-oriented products enable consumers to be more connected to the brand and the products that create a positive influence on consumer behaviour. As per the suggestion of Cao et al. (2021), UGC creates a scope for developing marketing programs with credibility and authenticity considering the requirements of the consumers. Organisations might benefit from the development of reliability among customers that can influence consumer behaviour. Thus, adaptation of UGC might be an effective option for retail organisations like Tesco plc to improve marketing initiatives and develop positive consumer behaviour effectively. 
[bookmark: _w1o4oql624b0][bookmark: _Toc155631835][bookmark: _Toc158451499]2.7 Theoretical Underpinning
2.7.1 Maslow’s Hierarchy of Needs
Maslow’s Hierarchy of Needs is related to the evaluation of the needs of individuals that can help to organise a strategy to elevate the level of satisfaction. Maslow’s hierarchy of Needs comprises five factors: “physiological, safety, love and belonging, esteem and self-actualization” (Mcleod, 2023). Psychological needs are the preliminary level of needs that incorporate food shelter or sleep that are the basic needs for human beings. The safety needs consist of personal security, employment, resources, health or property needs that make individuals capable of adapting to changing situations. As per Maslow, love and belonging need to incorporate interpersonal relationships and social interaction with family and friends (Farimani and Shahri, 2020). It incorporates the emotional needs of individuals that can provide mental satisfaction and the esteem needs incorporate respect, status along with recognition. Maslow considers these needs along with self-actualisation as the prior needs that can make individuals happy and satisfied
[image: ]
[bookmark: _t6o86hl47dnt][bookmark: _Toc158645394]Figure 2.6: Maslow’s Hierarchy of Needs
(Source: Hopper, 2020)
In the case of consumers, seasoning the prior needs and developing a marketing program that can connect consumers with brands could be effective for enhancing consumer behaviours. As per Hopper (2020), esteem needs of Maslow relate to developing a good feeling through valued treatment of others that can develop self-confidence. The feelings can be developed by offering the preferred products to individuals that can help to create a positive feeling and fulfil their esteem needs. Consideration of the esteem needs might help organisations to offer relevant products that can help to connect the customers with the brand and enhance satisfaction levels. Implication of Maslow's needs is supportive of acting according to the need to ensure higher satisfaction and motivation (Numonjonovich, 2022). An organisation like Tesco plc might focus on identifying the needs of the consumers that can provide support to create SMM to influence the level of consumer behaviour. Thus, the theory might be effective in the development of SMM through incorporation of consumer needs and influencing consumer behaviour. 
2.7.2 EKB Model of Consumer Behaviour
The Engel-Kollat and Blackwell (EKB) model of consumer behaviour relates to the prepurchase stages of consumer behaviour and changes in intention. The EKB model incorporates four stages: input, information processing, decision process, and variables influencing the decision process (Kurashov, 2022). The segmentation of the factor relates to the different stages of decision-making which is supportive of assigning consumer purchasing behaviour effectively. As per the statement of Djakasaputra et al. (2021), the EKB model helps in analysis of the individual factors related to consumer decision-making regarding purchasing. As a result, the evaluation of the factors related to pushing decision-making gives a strong idea of consumer preferences and behaviours.

[bookmark: _vol5d04nl9eu][bookmark: _Toc158645395]Figure 2.7: EKB Model of Consumer Behaviour
(Source: Inspired by Kurashov, 2022)
Implication of EKB model helps in evaluation of the consumer’s psychological state which helps to uncertain the consumer decision and estimates the consumer behaviours. Kaur et al. (2023) highlighted that EKB guides the investigation of the pre and post-purchase process that can help to recognise the problem. Subsequently, relevant strategies can be incorporated that can help to solve the problem and enhance the post-purchase experience of consumers which is effective for developing positive consumer behaviour. Thus, organisations like Tesco plc might develop a better identification of consumer behaviour with the help of the strategy to develop effective SMM.
[bookmark: _1bz3uvsbnt9i][bookmark: _Toc155631836][bookmark: _Toc158451500]2.8 Literature Gap
The absence of empirical evidence has been identified regarding the impact of SMM on consumer behaviours that is a gap in the literature. On the same note, limited journals have been found with a primary analysis process that can create a gap in assessment of direct involvement of consumers. The studies focus less on the influence of practising consumer-oriented marketing programs on consumer behaviour which is a prior gap in the literature. In addition to this, lack of emphasis on consumer bias has been identified in the present literature which is a prior gap in the studies. The present research will focus on developing a better understanding of the SMM and the influence of developing consumer-oriented marketing in the present research with empirical evidence.
[bookmark: _lvb9ewerr150][bookmark: _Toc155631837][bookmark: _Toc158451501]2.9 Chapter Summary
It can be summarised that adaptation of different SMMs creates diverse impacts on consumer behaviour. Consideration of influencer marketing helps in developing consumer engagement that is effective for developing a positive perception of the brand of the consumers. The trustworthiness of influencers increases acceptance of the SMM among customers that can help in effective influence of consumer behaviour. A gap regarding lack of empirical evidence has been identified in the chapter that would be addressed in next chapters.


[bookmark: _Toc156405970][bookmark: _Toc158451502]Chapter 3: Methodology
[bookmark: _Toc156405971][bookmark: _Toc158451503]3.1 Introduction
The methodology part is focusing on collecting primary data on social media marketing’s impact on consumer behaviour. Research methodology is important to describe significant procedures for collection data and tools to analyse collected data. A “primary quantitative method” is going to be incorporated with a survey analysis to collect significant information on the study topic. A survey analysis based on customers of Tesco plc will be analysed here to gain direct information on the study topi. Ethical considerations are going to be followed in this research to manage ethical standards by collecting direct data from participants. A time plan has been provided to understand required time to complete this research by meeting deadline.
[bookmark: _Toc156405972][bookmark: _Toc158451504]3.2 Research philosophy
Research philosophy entails a belief regarding the process to collect data and develop an understanding on the study topic. There are four types of research philosophies such as “interpretivism, positivism, realism and pragmatism” that have been used in a research. As opined by Kirongo and Odoyo (2021), research philosophy helps to develop an understanding on the study topic to gain replicability of findings. Positivism research philosophy has taken into consideration in this research to focus on a detailed observation on social media marketing and codify results.      
The use of a positivism philosophy in this research can help to achieve subjective reality regarding social media marketing’s importance in understanding customer behaviour.As stated by Park et al. (2020), implementing a positivism philosophy helps to gain a valid source of  knowledge from previous experience. It can help to measure numerical data regarding consumer behaviour by investigating specific phenomena on the study topic. Therefore, a positivism philosophy can help to support viewpoints of social media marketing by gaining empirical observations.
Positivism philosophy can help to develop an accurate prediction of data collection regarding influence of social media marketing on customer behaviour. Interpretivism philosophy has been excluded due to unintended biases and findings with a context-specific nature. As per the illustration of Hodge and Cantor (2020), positivism philosophy is important to develop well-defined structure through scientific observations. However, realism philosophy has been avoided here due to lack of observations on immediate reality and poor pursuit of knowledge regarding social media marketing. In contrast, Ryan (2023) has commented that incorporating positivism philosophy in a research can be beneficial to gain empirical observations by mitigating biases in findings. Therefore, positivism philosophy can help to build a proper alignment with research objectives and gain information of SMM from evidence-based practices.                        
[bookmark: _Toc156405973][bookmark: _Toc158451505]3.3 Research approach
Research approach is a way to proceed with study by interpreting reliable data and fulfil all criterias. Deductive and inductive are two types of research approaches mainly used in a research to gain legitimacy in a research. As opined by Mulisa (2022), research approach helps to make data collection process smooth by developing detailed methods for data interpretation. A deductive approach has been taken into account here to explain concepts and measure ideas in a quantitative manner regarding consumer behaviour. It can help to gain to-the-point answers to research questions and develop an understanding of consumer behaviour by implementing social media marketing. According to Wardani and Kusuma (2020), a deductive approach is important to develop generalised findings and allow creation of logical conclusions. It can help to convert primary data on social media marketing into specific knowledge by using logical principles. Therefore, inclusion of a deductive approach is helpful in this research to enhance trustworthiness of conclusion by using empirical observation on data collection.
A deductive approach builds an opportunity to apply findings to a border context to measure concepts of social media marketing in Tesco plc in a quantitative way. As per the views of McKibben et al. (2020), incorporating deductive approach is important to support study findings and increase efficiency to collect primary data.  Inductive approach has been avoided here due to limited scope, a possibility to reach incorrect conclusions and generalised data. Furthermore, deductive approach can play a crucial role in developing findings in a broader context regarding social media marketing in Tesco plc to influence consumer behaviour. In contrast, Umaralieva and Yakhyoyeva (2023) have opined that deductive approach helps to test theory in a scientific way and increase data reliability through empirical evidence. Thus, the use of deductive approach in this research can be helpful to make specific predictions on social media marketing’s impact on Tesco plc’s consumer behaviour.                        
[bookmark: _Toc156405974][bookmark: _Toc158451506]3.4 Research strategy
Research strategy is a procedure that guides to manage research activities and active research goals by clarifying research questions. As commented by Mottron (2021), developing a research strategy helps to organise collected data, identify sources for data collection and monitor study. “Qualitative and quantitative” strategies are mainly used in research to provide proper guidance regarding execution of study. However, a quantitative strategy has been used in this research to analyse data in a quick manner regarding social media marketing. As stated by Mohajan (2020), quantitative strategy helps to use large sample size and statistical techniques to collect numerical information. Moreover, a quantitative strategy can help to attain greater knowledge and measure quantitatively regarding influence of social media marketing to enhance sales in Tesco plc. Thus, quantitative strategy plays an important role to measure primary sources of data quickly regarding the study topic. 
The use of quantitative strategy in this research helps to explain observations on consumer behaviour and present findings in an appropriate manner. According to Li (2022), a quantitative strategy helps to develop subjective interpretation of data by testing research variables and developing appropriate predictions. Apart from this, a qualitative strategy has been excluded due to subjective nature, difficulties in data analysis and possibility to reach inaccurate results. The use of quantitative strategy here is helpful to deal with research questions and interpret numerical results. In contrast, Djafar et al. (2021) have opined that quantitative research can offer more reliable results by using various statistical techniques to analyse data. Thus, the use of qualitative strategy here can help to gain numerical data regarding Tesco plc’s consumer behaviour and social media marketing.                      
[bookmark: _Toc156405975][bookmark: _Toc158451507]3.5 Research design
Research design is a process to sharpen methods of data collection and gain subjective knowledge by answering research questions. According to Huntington-Klein (2021), incorporating research design can help to make decisions on research objectives and develop sampling criteria. “Descriptive, correlational, experimental, and diagnostic” are four common research designs used in a research to gain meaningful insights. A descriptive design has been followed in this research to measure data trends in Tesco plc’s consumer behaviour due to social media marketing. As per the illustration of Doyle et al. (2020), a descriptive design helps to describe significant approaches to research questions and measure changes in research variables. The inclusion of descriptive design can be beneficial for this research to explore different aspects of social media marketing and gain data from large sample sizes. Therefore, descriptive design can play a significant role in explaining particular phenomenon of consumer behaviour in Tesco plc due to implementing social media marketing.   
A descriptive design can help to gain an insight on consumer behaviour in this research and achieve quantifiable results. As suggested by Hu et al. (2020), a descriptive design helps to gain external validity of results and develop a detailed understanding on the study topic. However, experimental designs are avoided due to lack of reliability, untrue responses and possibility of information error. It can help to avoid misinterpretation of data, develop perceptions on social media marketing and make decisions on consumer behaviour. A descriptive design is beneficial for this research to validate research findings by collecting significant information on SMM. In contrast, Gopalan et al. (2020) have opined that descriptive design is useful to analyse numerous aspects of research variables and develop reliability of results. Hence, incorporating a descriptive design can help to understand phenomena on impact of social media marketing on customer interaction in Tesco plc.                     
[bookmark: _Toc156405976][bookmark: _Toc158451508]3.6 Data collection method
Data collection plays an important role in collecting reliable information on the study topic to  fulfil research purposes. There are two types of data collection methods used in research, that are primary and secondary. As per the views of Nelson et al. (2021), data collection method is beneficial to gather information from different sources and support validity of research findings. However, in the case of using both types of data collection in a research is considered a mixed method. A “primary quantitative method” has been followed in this research to collect direct data regarding social media marketing’s influence on customer interaction. As stated by Rasmitadila et al. (2020), incorporating a “primary quantitative method” can be beneficial to gain vast amounts of data and incorporate new insights. It can help to develop the quality of analysis and incorporate accurate results by using recent data on social media marketing. Therefore, the use of primary data collection can help to collect more accurate information supported by numerical observation regarding social media marketing.
[bookmark: _Toc156405977][bookmark: _Toc158451509]Accurate and reliable results are key advantages of using a primary method of data collection in this research. It can help to eliminate biases and improve accuracy of results by gaining direct information from Tesco plc’s customers. As opined by Samanta et al. (2021), primary data collection can present actionable results by developing in-depth analysis of collected information. It can help to produce numerical data to identify reasons for increasing customer interaction by using social media marketing in Tesco plc. However, a secondary method has been avoided due to generalised data, inaccuracy, poor data quality and possibility of creating biassed data. On a contrary note, Rahman (2020) has stated that secondary sources can provide out-dated data that can lead to create a gap in research. Therefore, the use of primary data collection can be beneficial for this research to develop subjective evidence regarding customer engagement in Tesco plc by using SMM.
3.7 Data analysis
Data analysis is an important element in research methodology that helps to gain a detailed analysis on collected data by significantly evaluating data analysis techniques. As stated by Zhao and Zhang (2020), data analysis methods help to gather empirical data and evaluate hypotheses in a quantitative way. A “descriptive statistical analysis” has been conducted in this research to gain direct information about social media marketing. Excel calculations have been used here to analyse collected data from using a survey on Tesco plc’s customers regarding SMM. As per the views of Telli et al. (2022), a descriptive statistical analysis helps to interpret research questions and provide significant information on research variables in a dataset. Furthermore, it can help to identify data trends, gain valuable insights on SMM and develop statistics on customer behaviour in Tesco plc.  Therefore, using a “descriptive statistical analysis” can be beneficial to organise large amounts of data regarding the study topic into few statistical graphs.      
The selected data analysis princess has major benefits in this research to compare different variables and develop an useful overview of collected data. “Diagnostic, predictive and prescriptive analysis” have been avoided in this research due to lack of interpretation of descriptive data. According to Brown et al. (2021), statistical analysis is crucial to develop causal relationships between research variables and develop new metrics to get insights into the study topic. An efficient use of primary data and statistical analysis can be beneficial to present accurate results through numerical data along with graphs. The use of questionnaires and excel calculations can help to make a statistical analysis in this research to compare variables. Hence, a descriptive statistical analysis is suitable for this research to analyse primary data collected from research participants.                     
[bookmark: _Toc156405978][bookmark: _Toc158451510]3.8 Sampling technique
Sampling method is important to study population by selecting individuals to collect necessary information on the study topic. A simple random sampling has been used in this research to gain unbiased results by ensuring equal probability of population. As opined by Baltes and Ralph (2022), a simple random sampling is important to avoid unintended biases, develop simplicity and gain information from a larger population. A questionnaire containing 10 questions has been used to build a survey on 25 customers of Tesco plcto gain an understanding on SMM's impact on consumer behaviour. A questionnaire containing 10 close ended questions has been used to build a survey on Tesco plc’s 25 customersto gain an understanding on SMM's impact on consumer behaviour. It can help to collect numerical data regarding impact of SMM on Tesco plc’s consumer behaviour by conducting a survey. As stated by Conquest et al. (2023), less knowledge is required to make a simple random sampling and it helps to develop an accurate estimation of population. Hence, random sampling can be helpful to collect data from participants and analyse data trends in Tesco plc by addressing the impact of SMM.       
[bookmark: _Toc156405979][bookmark: _Toc158451511]3.9 Ethical considerations
The following points need to be considered to manage ethical standards in this research:
· A consent form has been followed to maintain confidentiality of participants' crucial data and take permission from participants to engage in survey by inserting rational participation.  
· “Human Rights Act 1998” has been followed in this research to ensure fairness and respect towards participants (Legislation.gov.uk, 2024).  
· The use of “Data Protection Act 2018” in this research can help to prevent significant information from data leakes and increase research validity (Legislation.gov.uk, 2024). 
· Plagiarism has been strictly followed in this research to avoid copying and ensuring originality of gained data.
· “Copyright, Designs and Patents Act 1988” has been included for this research to protect this research and maintain ethics. 
· Collection of any types of personal demographic information from participants has been avoided to maintain safety and enhance participation.  
[bookmark: _Toc156405980][bookmark: _Toc158451512]3.10 Reliability and validity
[bookmark: _Toc156405981][bookmark: _Toc158451513]Validity with reliability are two important aspects of a research by ensuring that information on the study topic has been collected from reliable sources. It is necessary to properly include necessary elements for data collection and exclude inappropriate details to increase data validity in this research. Moreover, the use of primary data has helped to gain updated information on the study topic and achieve excellent findings supported by numerical data. Therefore, maintaining reliability and validity in this research can be beneficial to ensure appropriate findings by using reliable data sources. 
3.11 Time plan
[image: ]
[bookmark: _Toc158645396]Figure 3.1: Time plan
(Source: Self-created)
A total of 10 weeks have been allocated for final submission after completing this research and managing ethical considerations. The methodology section requires a total of six to ten weeks to be completed and analyse collected data on social media marketing’s impact on Tesco plc’s consumer behaviour. Hence, spending proper time in this research can help to make data collection appropriate and achieve success.
[bookmark: _Toc156405982][bookmark: _Toc158451514]3.12 Summary
It can be summarised that the primary data collection method has helped to gain reliable information on the impact of social media marketing on customer interaction in Tesco plc. Ethical considerations have been managed in this research to develop knowledge, avoid error and ensure reliability of data. A time plan has been provided to understand appropriate time required to complete this research. Hence, primary sources of data have helped to gain updated information on social media marketing approaches of Tesco plc and its impact on consumer behaviour.


[bookmark: _Toc157097318][bookmark: _Toc158451515]Chapter 4: Findings and Discussion
[bookmark: _Toc157097319][bookmark: _Toc158451516]4.1 Introduction
The findings and discussion chapter is based on a “descriptive statistical analysis” to gain direct data regarding social media marketing at Tesco plc. The purpose of this chapter is to present primary quantitative information by analysing a survey on Tesco plc’s customers to understand the influence of SMM on customer behaviour. The results after analysing a survey are going to be analysed in a detailed manner with support from graphs and numerical charts by using excel calculations. The findings from the discussion will be evaluated to build alignment between research findings and objectives by analysing quantitative data.    
[bookmark: _Toc157097320][bookmark: _Toc158451517]4.2 Findings of primary data
The analysis of the data denotesthe plan to use discounted vouchers at Tesco plc to purchase products at a reduced price. It can be derived from the first question of the survey that 44% of respondents have given a negative answer regarding the use of discounted vouchers. A total of 11 out of 25 responses representing the 44% disagree with the usage of discounted vouchers at Tesco plc to purchase its products. Above 20% of respondents or 5 out of 25 remained neutral in this survey question, which means these respondents have less interest in discounted vouchers at Tesco plc. A total of 36% of respondents have also showed regular usage of discounted vouchers denoting a positive response. As per the excel calculation, the standard deviation value is 5 and mean value is 10 for this first question. The mean values of this question denote equal distribution of value regarding customers’ plan to use discounted vouchers at Tesco plc. Hence, as per the responses it can be underpinned that discounted vouchers at Tesco plc has a lesser impact on its sales as well as business revenue in the market.       
[image: ]
[bookmark: _Toc158645397]Figure 4.1: Plan to use discounted voucher
(Source: Self-developed)
The analysis of the pie chart above focuses on how respondents can obtain this discounted voucher provided by Tesco plc. It has been observed that 13 out of 25 (52%) respondents think loyalty card points can help to obtain discounted vouchers. Additionally, 36% of respondents prefer referrals from friends and family to get Tesco plc’s discount voucher. It can be derived from the second survey question that only 12% of respondents can collect discounted vouchers from social media. It is indicating that loyalty card points are more effective than social media for customers willing to get discounted vouchers at Tesco plc. Moreover, it can be derived from excel calculation that standard deviation value is 4.5 and mean value is 8.67 indicating customers’ higher preference in loyalty card points. Thus, Tesco plc can focus on meeting customers’ needs and providing loyalty card points so that its customers can refer others to buy products by understanding customers’ behaviour.   
[image: ]
[bookmark: _Toc158645398]Figure 4.2: Process to obtain discounted voucher
 (Source: Self-developed)
The pie chart above denotescustomers’ activity rate on social media pages of Tesco plc to know about promotional activities and discounts. As derived from a survey conducted in this study, it has been observed that 48% of respondents (12 out of 25) agree about active participation on social media. Additionally, 20% of respondents are inactive on Tesco plc’s social media pages for collecting information on promotions and discounts, showing disagreement. A total of 6 out of 25 participants have remained neutral about this question, that means 24% of Tesco plc’s customers are unaware of social media platforms. The mean value of the third question has been identified as 6 and standard deviation value is 4.74. It indicates that most of the respondents in this survey are aware of social media platforms to know updated information on promotional activities of Tesco plc along with discounted coupons. Therefore, the active rate of Tesco plc’s customers can help to increase sales and generate higher revenue through promotional activities.         
[image: ]
[bookmark: _Toc158645399]Figure 4.3: Active rate on social media platforms
(Source: Self-developed)
The analysis of the pie chart above denotes focuson gathering information on frequent visit rate of customers in Tesco plc’s social media pages. This question is important to understand how frequently customers visit Tesco plc to get information about discounted coupons. Additionally, from question 4, it can be analysed that 48% of customers visit Tesco plc once a week and 28% of customers visit multiple times a week. It shows customers’ engagement rate at Tesco plc is proper as customers very frequently visit Tesco plc’s social media pages to know about discounts. Furthermore, it can be observed from survey responses that 16% (4 out of 25) of customers visit Tesco plc’s social media pages once in two weeks. Tesco plc needs to focus on increasing promotional activities on social media to increase customers’ visit rate on its social media pages. As per excel calculations, it can be derived that standard deviation value is 4.81 and mean value is 6.2. Therefore, increasing customers’ engagement rate on social media pages can help Tesco plc to increase sales and influence customers to make purchase decisions.       
[image: ]
[bookmark: _Toc158645400]Figure 4.4: Frequent visit in Tesco plc
(Source: Self-developed)
The analysis of the Pie chart above denotesthe development of an understanding from customers’ opinion regarding social media marketing’s influence on sales of retail brand Tesco plc. It can be described from responses that 44% of respondents agree and 40% of respondents strongly agree that SMM can increase sales at Tesco plc. The respondents in agreement highlighted by the 44% and 40% include customers that are familiar with the brand offerings of Tesco plc. A total of 3 respondents representing 12% of the total responses hold a neutral stance showing a general disinterest towards the social media growth of Tesco plc. It can be analysed from excel calculation that the standard deviation is 4.7 and mean value for the fifth question is 6 denoting customers’ opinion on SMM. The mean and standard deviation value is indicating that the social media platform has a positive impact on increasing sales in Tesco plc by engaging with customers. Therefore, Tesco plc needs to focus on developing aspects of social media marketing by investing more and increasing promotional activities.    
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[bookmark: _Toc158645401]Figure 4.5: Impact of SMM on sales of Tesco plc
(Source: Self-developed)
The pie chart above shows data focusing on gathering opinion on customers’ buying rate of Tesco plc’s products that are advertised on social media. As per responses gathered from the survey, 40% of respondents agree and 24% of respondents strongly agree about product buying rate from social media. A total of 64% (16 out of 25) of respondents provided positive responses regarding buying products from advertisements without creating any immediate demand for new products at Tesco plc. It can be derived from survey responses that 36% of respondents (9 out of 25) remained neutral on this question as these customers have lesser interest in buying products that are advertised on social media. Additionally, no respondents provided negative responses about buying products from Tesco plc’s social media pages.  As per excel calculations, it can be analysed that standard deviation value is 4.64 and mean value is 6 for this question. Hence, Tesco plc needs to prioritise advertisement on social media as well as customers’ immediate demand to increase return on investment by developing consumers’ behvaiour.            
[image: ]
[bookmark: _Toc158645402]Figure 4.6: Product buying rate from social media
(Source: Self-developed)
The analysis based on the pie chart shows responses regarding efficient social media platforms for customers to know about Tesco plc’s offerings. It can be described from this survey question that 44% of customers (11 out of 25) mostly use Instagram platform to get updates about Tesco plc’s offerings. Additionally, 25% of respondents suggest Facebook and 24% suggests YouTube as a social media platform to buy Tesco plc’s product by getting information regarding Tesco plc’s offerings. As per survey responses, 7 out of 25 (28%) respondents prefer other social media platforms rather than Facebook, Instagram and YouTube to know Tesco plc’s new offers. It can be derived that the standard deviation value for this question is 2.45 and mean value is 9. Tesco plc needs to focus on increasing its presence on Instagram, Facebook and YouTube as well as other social media platforms. Therefore, social media platforms have a positive impact on increasing Tesco plc’s sales by making customers aware about its product offerings.     
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[bookmark: _Toc158645403]Figure 4.7: Social media platforms about Tesco plc’s offerings
(Source: Self-developed)
The pie chart above denotes data on gathering opinion regarding significant challenges for Tesco plc impacting its business by lowering customer engagement. It can be analysed from survey responses that 12 out of 25 respondents (48%) think inability to meet customers’ requirements can be a significant challenge for Tesco plc. Additionally, 20% of respondents think rapidly changing trends and customers’ complex buying behaviour can create brand consistency challenges for Tesco plc by lowering its customer engagement. As per 4 respondents out of 25 (16%), changes in customers’ preferences can be a significant challenge for Tesco plc to manage customer engagement. It has been found that the standard deviation for this question is 5.69 and mean value is 7.5. Tesco plc needs to focus on mitigating these challenges by developing significant mitigation strategies that can help to increase customer engagement. Hence, as per responses collected from survey, Tesco plc should meet customers’ demands to lower negative impact by increasing engagement of customers.     
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[bookmark: _Toc158645404]Figure 4.8: Challenges lowering customer engagement in Tesco plc
(Source: Self-developed)
The analysis of the data based on the figure above focuses on understanding significant strategies to mitigate these issues in Tesco plc and prevent its business from financial loss. As per survey responses, 14 out of 25 respondents (56%) prefer that Tesco plc needs to develop its customer service to mitigate this challenge. On the other hand, as per 20% of respondents development of social media channels can be a significant strategy for Tesco plc. It can be analysed that, 20% of respondents (5 out of 25) think Tesco plc can incorporate trustable influencers in its business to mitigate issues of lowering customer engagement. As per excel calculation, it can be observed that mean value for ninth question is 8.25 and standard deviation value is 7.13. Therefore, Tesco plc can mitigate challenges due to lower customer engagement by investing more on developing customer service.  
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[bookmark: _Toc158645405]Figure 4.9: Strategies to mitigate issues
(Source: Self-developed)
The analysis of the pie chart focuses on gathering opinion on effectiveness of strategies to develop customer engagement at Tesco plc. It can be derived from survey responses that 60% of respondents (15 out of 25) agree that above strategies are helpful for Tesco plc to mitigate challenges and increase customer engagement. Additionally, 5 out of 25 (20%) respondents strongly agree about positive effectiveness of these strategies and 5 out of 25 (20%) remained neutral about it. It indicates that majority of respondents (80%) agree that applying above-mentioned strategies into business can help Tesco plc to develop customer engagement. As per excel calculations, standard deviation and mean value for the tenth survey question is respectively 6.63 and 6. Thus, it can be derived from value of excel calculation that development of customer service can be beneficial for Tesco plc to increase customer engagement and develop revenue by increasing sales.     
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[bookmark: _Toc158645406]Figure 4.10: Effectiveness of Tesco plc’s strategies
(Source: Self-developed)
[bookmark: _Toc157097321][bookmark: _Toc158451518]4.3 Discussion
Plan for using discounted voucher
The initial question elaborates customers’ next plan to use discounted vouchers at Tesco plc to get products at lower prices. It can be analysed from the first survey question that the majority of respondents disagree to use discounted vouchers while minority of respondents prefer to use discounted vouchers. Tesco plc needs to increase its presence on social media platforms to make its customers aware of its discounted voucher and increase sales. As opined by Li et al. (2021), discount on social media platforms can help to develop marketing capabilities and create a scope to increase customer engagement. It can be discussed based on the analysis that a minority of respondents provide priority to use discounted vouchers at Tesco plc that can help to increase sales in Tesco plc’s business.Tesco plc can bring new customers, strengthen its brand recognition and lower marketing expenses by offering discount vouchers to its potential customers. In contrast, Ho et al. (2020) have commented that developing promotional activities in business can help to attract customers by influencing the use of discounted coupons. Hence, discounted vouchers can help Tesco plc to influence customers to make purchasing decisions and visit Tesco plc frequently.
The standard deviation value of 5 within the dataset denotes that data points in this value spread out by signifying high variability on Tesco plc’s discounted voucher. It shows that customers at Tesco plc have a tendency to follow discounted vouchers to get products at reduced prices than usual prices. According to Wang and Chan-Olmsted (2020), discounts on social media helps to connect with wider customers and enhance satisfaction rate. Additionally, mean value of 10 is denoting that Tesco plc put equal distribution of value to its customers to use its discounted coupons. Higher engagement of customers in Tesco plc can help to gain an excellent output in business by offering discounted coupons to customers. Additionally, Martínez-López et al. (2020) have stated that increasing customer engagement in buenos can help to develop higher return on investment in business. Moreover, Tesco plc can prioritise other factors in its business to influence customers and increase demands of its services among customers. Development of customer service in business helps to lower the number of companies and generate high levels of satisfaction (Rosnizam et al. 2020). Thus, Tesco plc needs to prioritise on developing SMM to increase sales by offering discounted vouchers to its customers.          
Process to obtain discounted vouchers at Tesco plc
It can be analysed from the findings that customers have more emphasis on using loyalty card points at Tesco plc to obtain discounted vouchers. Maximum respondents prefer loyalty card points as well as referral from others to utilise discounted vouchers at Tesco plc. As per the views of Belanche et al. (2021), use of social media platforms help organisations to develop relationships with customers. Moreover, Tesco plc needs to use loyalty card points to improve brand reputation, attract more customers and develop customer lifetime value. Minority of respondents prefer social media to obtain this discounted voucher that indicates loyalty card points are more effective than social media. In contrast, Dharma and Noviana (2020) have opined that promotional activities can help to develop a larger customer base to boost business revenue. As per survey responses, Tesco plc needs to offer better services to customers so earn customers’ attention and develop customer engagement. Thus, Tesco plc can develop a wider base of customers by offering better services and developing promotional activities on social media regarding loyalty card points. 
The mean value of 8.67 has denoted that customers’ tendency to use loyalty card points can help Tesco plc to increase sales and revenue margin. The mean value provides that Tesco plc can generate repeat purchases by offering loyalty card points that can increase its sales as well as ROI. It can help Tesco plc to influence customers to suggest friends along with families to use Tesco plc’s products. As illustrated by Masuda et al. (2022), identifying consumer behaviour toward buying a product can help to increase customer satisfaction by meeting needs. This can be a direct attraction process for Tesco plc to develop brand reputation along with brand awareness among its potential customers. Moreover, the standard deviation value of 4.5 denotes that Tesco plc needs to influence customers to utilise loyalty card points for getting discounted vouchers. In contrast, Acikgoz and Burnaz (2021) have opined that social media platforms have a positive impact on business by developing a loyal customer base. Therefore, Tesco plc should provide engaging content on social media to boost business revenue by creating high demand for its service among customers.            
Active rate on social media platforms of Tesco plc
The findings of the research has highlighted the active engagement rate of Tesco plc’s customers on social media platforms to gather information regarding discounts as well as promotions. It has been observed that majority of respondents have followed social media pages for promotions and discounts on Tesco plc’s services. As opined by Wibowo et al. (2020), active engagement of customers on social media can help to develop brand awareness and lead to developed customer relationships. Additionally, 24% of respondents remained neutral as these customers have lower interest on Tesco plc’s special media pages. It shows Tesco plc needs to increase its investments on promotional activities to engage wider customers on social media. Minority of respondents disagree about engagement in social media, however, it has a lesser impact on Tesco plc’s business. In contrast, Palalic et al. (2021) have commented that developing interaction with customers acn help to influence consumer behaviour by engaging new customers. Maximum respondents are actively engaged on social media and follow social media pages of Tesco plc to know about discounts. Therefore, social media platforms have a positive impact on Tesco plc to develop promotional activities by offering discounts on products in the competitive market. 
The standard deviation value of 4.74 means that the active engagement rate of Tesco plc’s customers is linked with social media promotions. It denotes that understanding variation among consumers’ preferences can help Tesco plc to increase customer satisfaction by meeting needs. As opined by Manzoor et al. (2020), developing consumer trust can help to enhance engagement and develop brand perception to build understanding on consumers’ behaviours. Additionally, mean value of 6 within the analysis of data indicates that variables regarding social media engagement are important for Tesco plc to develop promotional activities and increase sales. The interrelation between social media platforms and customer engagement can develop Tesco plc’s product offerings to its customers. In contrast, Sun and Wang (2020) have stated that social media helps businesses to target customers by influencing consumers’ behaviours. Therefore, social media engagement of Tesco plc’s customers can help to increase sales and achieve higher return on investment through providing discounts.  
Shopping Behaviors of Consumers 
The data analysed within the findings section focuses on analysing the shopping behaviour of consumers of Tesco plc and analyses the impact of SMM on the revenue income of Tesco plc. It can be discussed from the analysis that the majority of respondents show shopping behaviours including weekly and frequent shopping trends. As opined by Hanaysha (2022), the active promotion and engagement of consumers via social media channels leads to the creation of awareness, leading to loyalty reinforcement in Tesco plc’s customers. Tesco plc’s constant efforts at social media marketing help generate positive demand for consumers and lead to habit generation of consumers forcing frequent visits to stores.A total of 28% of the consumers of Tesco plc visit the store multiple times a week for shopping based on demand generation from advertisements and 48% of customers visit on a weekly basis.  On the contrary, Le and Hoang (2020) have opined that the change in the level of trust among consumers regarding brands tends to create complex buying behaviours. Complex buying behaviours may lead to irregularities in visits leading to decreased revenue generation. Hence, growing consumer loyalty via SMM is an optimal strategy to ensure regular shopping intent and behaviour in consumers of Tesco plc.
The mean value of 6.2 denotes the tendency of consumers of Tesco plc to shop regularly from the physical stores, highlighting the positive development of consumer loyalty. The Standard deviation value of 4.81 shows a low deviation score denoting the large population of Tesco plc’s loyal consumers. As opined by Wang and Chan-Olmsted (2020), a customer-focused digital marketing approach has helped Tesco plc gain prominence in the UK retail segment. Tesco plc’s frequent discounts and its loyalty program Clubcard are highlighted as the main reasons for frequent consumer visits due to discounts motivating purchase. Additionally, Zafar et al. (2021) have opined that the large amount of stores of Tesco plc present in prominent locations in the UK has helped it improve revenue by inciting positive purchase intent. Hence, frequent purchase behaviours of consumers is a sign denoting effective output from the social media efforts of the brand.
The analysis of the pie charts has shown the connection between SMM and the sales revenue of retail brands like Tesco plc, highlighting a positive correlation between the two variables based on customer behaviour. The responses show customers agreeing on the impact of SMM on sales, denoting the interrelation between marketing activities and revenue generation. As opined by Ghahtarani et al. (2020), consumer-oriented marketing strategies include connecting with consumers on a personal level on social media. The usage of social media leads to improved brand awareness and helps Tesco plc to attract more customers via its SMM  campaigns. Tesco plc’s active efforts at facilitating improved consumer health are also denoted within its Better Basket campaign, encouraging customers to eat healthy foods. Additionally, Balaban et al. (2020) have opined that SMM marketing tends to lead to improved ROI, leading to brands creating consumer-centric advertisement campaigns. Hence, the release of the campaigns on social media websites ensures a large target base for marketing activities and leads to improved brand acceptance rates.  
The mean value of 6 within the analysis denotes SMM activities leading to revenue increase due to improved consumer reach and increased popularity within the retail market. The low standard deviation value also reaffirms the impact of SMM activities as it shows the impact of habitual buying behaviour on demand generation of Tesco plc. As opined by Belanche et al. (2021), the repetitive promotion of discounts and new offerings of Tesco plc leads to the creation of habitual buying behaviour in consumers. The repeat purchases of consumers lead to improved revenue generation, leading marketing managers of Tesco plc to invest more in marketing activities.Hence, the sales of retail brands tend to increase significantly based on the success rate of SMM campaigns within the UK.
Advertisement influence on consumers 
The data within the findings section elaborates on the aspect of positive purchase intent and demand growth leading to an increase in sales and improvement of marketing effectiveness. A varied response is observed for the question as 60% of respondents agree with the statement of SMM leading to positive purchase intent and 33% show neutrality. The majority of respondents agree on the factor of positive purchase intention in consumers being generated by watching advertisements. As opined by Ho et al. (2020), advertising plays an important role in increasing product demand as it leads to increased awareness among consumers. The positive aspects of products of Tesco plc are highlighted in the advertisements, leading to the generation of purchase intention even without immediate demand. Additionally, Martínez-López et al. (2020) have opined that social media pages tend to attract consumer interest and create a willingness to check out products and discounts leading to positive development of purchase intent. Tesco plc utilises its SMM activities to engage consumers on a personal level via its segmentation efforts and generates purchase demand for consumers. Hence, based on the data Tesco plc can highlight discounted prices and new products to generate increased purchase intent and fulfil its revenue targets.
It can be discussed based on the mean value of question 6 that the tendency of SMM to influence purchase demand by fulfilling the unmet needs of consumers. As opined by Rosnizam et al. (2020), Tesco plc initiates purchases by focusing on the general needs of consumers and highlighting products to generate sales. Additionally, Masuda et al. (2022) have opined that the creation of personalised SMM experiences helps improve brand loyalty of customers leading to higher conversion rates. The implementation of personalised marketing is carried out by Tesco plc via the usage of big data, tracking past purchase behaviour to make personalised recommendations. On the contrary, Mcleod (2023) opines the privacy concerns of collecting personal data, requiring adherence to the principles of GDPR for addressing concerns. Hence, influencing positive purchase intent must be carried out by Tesco plc after appropriate consideration for data privacy to ensure ethical business practices.
The analysis of the pie charts within the findings section highlights the  popularity of the social media channels by evaluating the popular websites used by Tesco plc to gain social media presence. Instagram is shown to be the most popular social media channel for Tesco plc consumers, having gained prominence in the modern age due to the large number of users. As opined by Masuda et al. (2022), the incorporation of trustable influencers helps Tesco plc gain prominence and market share, observing the highest success rate on the Instagram platform. Consumers tend to put a lot of trust into the information conveyed by influencers leading to the successful integration of SMM campaigns on Instagram.
 Facebook and YouTube are the other two prominent platforms used by Tesco plc to gain market share. On the contrary, Cao et al. (2021) have highlighted the challenge of constantly updating social media algorithms and trends, leading to constant improvement of SMM strategies for meeting demand. Tesco plc regularly assesses trends and has to cater content according to trends to capture the low attention span of customers. The high mean value of 9 and the low standard deviation value of 2.44949 denote the need to increase social media outreach by posting engaging content on essential channels. Based on the analysis, it can be stated that Tesco plc can create engaging content on social media to improve demand for products in an effort to boost revenue.   
Challenges of Tesco plc
The analysis of the findings details the key challenges impacting Tesco plc’s customer engagement measures. The highest number of responses (53.3%) is observed to be Tesco plc's inability to meet consumer demands. As per the findings, it has been identified that the challenge of shifting consumer expectations and complex buying behaviour poses a major threat to Tesco plc. As opined by Loxton et al. (2020), changing consumer behaviour due to financial crisis leads to shifting consumer expectations posing a threat to the revenue generation efforts of Tesco plc. Tesco plc’s ineffective supply chain has been impacted due to inflation in the UK and due to Covid-19, impacting inventory levels. The decrease in inventory has led to decreased fulfilment of consumer demand. 
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(Source: Tescoplc.com, 2024)
Additionally, Le and Hoang (2020) have opined that the complex buying behaviour of consumers and shifting market trends also pose a problem for Tesco plc due to increased capital expenditure. The increase in capital expenditure results in lower spending for SMM campaigns, impacting the effectiveness of Tesco plc’s marketing negatively. On the contrary, Palalic et al.(2021) has opined on the importance of retail trends as it provides businesses with a competitive advantage in the highly competitive retail sector. Tesco plc has sought to gain market share via the integration of innovation to create self-checkout counters to increase store footfall.A high mean value of 7.5 and a moderate standard deviation value denote the intensity of the challenges, mandating the adoption of mitigation strategies to improve Tesco plc’s profits. Hence, mitigating the challenges faced by Tesco plc is of dire importance to improve the company’s competitive position and increase brand awareness via SMM activities. 
Analysis of the data related to consumert buying behavior of Tesco reveals that utilisation of the digital coupons can help mitigate Tesco’s challenges and focus on improving the basics of ground level operations. Tesco has tried to make a personalised experience for clubcard holders and has distributed individual coupons to 4 million customers in the UK to invoke positive buying behaviour (Tescoplc.com, 2023). It has been also identified that the clubcard launches has porovide a high impact over customer engagment aspects  focuses on brilient strength and basic brilliantry. Launching clubcard has improved the buying rates of Tesco and has increased consumer interest in Tesco’s brand offerings. The launch of the clubcard has led to an increse in customer rates in Central Europe and increases sales penetration within European markets by 83%. Additionally, the ROI of digital marketing of Tesco has also increased by 77% globally and 79% in the UK (Tescoplc.com, 2023). Hence, digital coupons presents a viable strategy for Tesco to increase its engagement rate and incite positive buying behaviour and improve Tesco’s revenue growth and market share.
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(Source: Tescoplc.com, 2023)
[bookmark: _Toc157097322][bookmark: _Toc158451519]4.4 Summary
It can be summarised that descriptive statistical analysis regarding social media marketing can help Tesco plc to understand customers’ opinion on the importance of social media. Presentation of primary quantitative information has been proven beneficial to gather direct information regarding SAM's impact on consumer behaviour. The excel calculation has been used in this chapter to support analysis by providing graphs, charts along with numerical tables. The survey opinion can help Tesco plc to develop its business by mitigating its future challenges and managing brand reputation. The discussion has helped to develop alignment between research objectives and findings in an efficient manner. Therefore, social media platforms have major benefits on Tesco plc to develop its brand image and achieve organisational success.


[bookmark: _Toc157612801][bookmark: _Toc158451520]Chapter 5: Conclusion and recommendations
[bookmark: _Toc157612802][bookmark: _Toc158451521]5.1 Conclusion
The conclusion that can be derived from this research is that social media marketing (SMM) plays a crucial role by influencing customers’ purchasing decisions and increasing customer behaviour. The introduction chapter has helped to understand background of social media marketing along with its importance on business. High usage of social media platforms in Tesco plc have increased demand for SMM to engage a large customer base by using promotional activities. SMM has a positive impact on Tesco plc by influencing consumer behaviour that can lead to increased sales as well as revenue in the competitive market. SMM can provide consumer-oriented marketing to retail organisations that can help marketers to develop relationships with customers. SMM has been considered as a significant element for Tesco plc’s promotional campaign to meet customers’ needs and increase brand awareness. The implementation of SMM has developed an excellent scope for Tesco plc to develop a positive brand image and understand customers’ purchase intention in the competitive market. Therefore, SMM adaptation at Tesco plc has been proven beneficial by developing marketing effectiveness and elevating consumers' attraction in the market.
SMM can help Tesco plc to offer services to its customers to increase sales due to referrals from friends and families to buy its products. It has been identified that offering discount vouchers can be helpful to influence its customers to purchase products at a lower prices. As a result, it can lead to increased sales as well as revenue due to higher customer engagement. The literature review has helped to review existing articles on social media marketing to develop an understanding on its importance on consumer behaviour. Customers of Tesco plc are active on social media and it can help to utilise its promotional activities for generating higher profit. As a result, it can be beneficial for Tesco plc to develop brand image and enhance customer engagement rate on its website to buy new products. The methodology section has concluded that primary quantitative method can help to gather direct information on importance of social media marketing. Positivism philosophy, deductive approach, quantitative strategy, descriptive design and descriptive statistical analysis have been used in this research. Hence the use of simple random sampling has helped to achieve unbiased results regarding impact of SMM on consumer behaviour.       
The conducted survey has helped to get opinion from Tesco plc’s customers about social media marketing and its impact on consumer behaviour. Advertising on social media has helped Tesco plc to improve marketing effectiveness by understanding positive purchase intent of customers. Moreover, Tesco plc has pages on social media and customers are informed about new updates as well as product information on it. It can help Tesco plc to keep customers updated and generate higher purchase demands among consumers. It can be discussed from literature review that managing data privacy and product quality has helped Tesco plc to gain customers’ trust. Successful integration of SMM strategies in business can be beneficial for Tesco plc to capture customers’ attention by meeting demand for products. Hence, it can be concluded from the conducted survey that Tesco plc’s existing customers visit multiple times in a week to know about new updates regarding new product launches and discounts.  
Tesco plc needs to make its social media pages more attractive to engage wider audiences and transform onlookers into potential customers. Customers’ opinion in the survey has provided that social media marketing has a direct impact on sales in business as it helps to increase product buying rate and earn customers’ trust. SMM has resulted in increased customer engagement at Tesco plc and it has helped to gain higher return on investment in business. Tesco plc needs to develop significant strategies to manage identified challenges while understanding consumer preferences. It can be concluded from the result and analysis chapter that influencing customers’ behaviour has increased sales at Tesco plc. However, unable to meet consumers’ demand due to complex behaviour and changes in customer preferences are significant challenges faced by Tesco plc in the competitive market. Tesco plc needs to develop excellent customer service to mitigate these challenges that can help to increase customer engagement by offering better services. It can help Tesco plc to develop customers’ willingness to check out social media pages to know about new updates about products. Therefore, social media marketing can help Tesco plc to bring higher demand in the competitive market and ensure organisational success.                         
[bookmark: _Toc157612803][bookmark: _Toc158451522]5.2 Linking with objectives
Linking with objective 1: 
The first objective is based on analysing Tesco plc’s adopted social media marketing strategy to promote its products in the market. This objective has been linked with survey question 1, 2, 7 and 9 to build strategic marketing at Tesco plc that can help to develop its marketing capabilities. Tesco plc has adopted paid media marketing, content and influencer marketing in its business to generate higher profit by developing connections with potential customers. The link between objective and survey questions helped to improve promotional activities of Tesco plc in the competitive market. Moreover, these adopted strategies in business have helped Tesco plc to enhance customers’ attraction and generate higher revenue by elevating promotional activity. Adequate identification of potential customers has helped Tesco plc to reach customers’ effectively and enhance satisfaction level by mitigating needs. Therefore, linking the first objective with survey questions has proven beneficial by adopting the right SMM strategies to influence consumer behaviour in a competitive market.        
Linking with objective 2:
The second objective focuses on developing an understanding of SMM’s impact on influencing consumer behaviour. Survey question 3, 5 and 10 have been linked to this objective to develop customer awareness at Tesco plc by developing brand perception. The SMM has helped retail brands like Tesco plc to develop customer relationships and attract wider customers to enhance organisational performance. SMM can develop customers’ trust toward a brand and it can lead to increased brand perception in an efficient manner by developing better interaction with customers. The adaptation of SMM at Tesco plc has helped to make customers feel connected and satisfied with its services that influence existing customers to suggest others for buying. The marketing approach using social media has transformed consumers’ interest to buy a product after clarifying quality as well as safety of products. Thus, link between objective 2 and survey questions has helped to influence consumer behaviour and understand its impact on business.             
Linking with objective 3:
The third objective has evaluated key challenges faced by Tesco plc to understand consumer behaviour and its impact on effectiveness of SMM. This objective is linked to survey question 6 and 8 to analyse significant challenges that can negatively impact consumer behaviour at Tesco plc. It can lower customer engagement, reduce productivity and decrease sales in business due to customer dissatisfaction. Customers’ complex buying behaviour has created challenges for Tesco plc to meet customers’ demands and streamline its business. It can create obstacles for Tesco plc to meet customers’ specific needs that can lead to increased dissatisfaction. As a result, it can lead to lowered customer engagement and sales in business by increasing customer dissatisfaction. It can be analysed from a survey that the inability of Tesco plc to meet demands has been considered a significant challenge faced by Tesco plc. Additionally,  rapid changes in trends, customer’ preferences and complex buying behaviour can be faced by Tesco plc while understanding consumer behaviour. Tesco plc needs to take efficient strategies to mitigate these challenges that can help to prevent reputational loss. Hence, developing links with survey questions has helped to lower the negative impact of identified challenges by enhancing customer engagement.       
Linking with objective 4:
The fourth objective has analysed strategies to improve SMM strategies in order to influence consumers in making purchase decisions. Survey question 4, 9 and 10 are linked to objective 4 to improve effectiveness of SMM on its business by developing a positive influence on customers. Tesco plc needs to achieve control over customers’ attitude toward buying products to increase sales in the competitive market. As per conducted survey, developing an excellent customer service can be an efficient strategy for Tesco plc to mitigate issues and enhance customer engagement. Moreover, engaging trustable influencers and using social media channels can be helpful to generate higher demand by fostering customer loyalty. It can provide an unprecedented opportunity to Tesco plc to connect with global audiences and develop a loyal customer base. SMM significantly influences audiences at Tesco plc to buy products and it can develop business performance by increasing sales. Therefore, linking with objective 4 and survey questions have helped to gain direct information on significant strategies to mitigate challenges in SMM.            
[bookmark: _Toc157612804][bookmark: _Toc158451523]5.3 Recommendations
As per the above discussion, recommendations that can be emerged are:
· It can be elaborated regarding social media marketing by considering a secondary qualitative method that can be helpful to refine research areas, highlight gaps and enhance breadth of knowledge. A secondary method in this research can help to gain pre-determined information on impact of Tesco plc’s SMM on consumer behaviour by analysing numerous peer-reviewed journals. Cost-effectiveness and time management are significant advantages of using secondary methods in this research that can help to gain reliable information on the study topic. Secondary sources such as newspapers, articles, peer-reviewed journals and websites can help to gain a large volume of data by spending less time than primary method. Hence, the use of a secondary method in this research can help to gain significant information by saving time and efforts. 
· The development of customer service can be a significant strategy for Tesco plc to influence consumer behaviour and enhance customer engagement. Developing strong relationships with customers is important to build positive perception among customers toward a brand in the market. Tesco plc can be able to inform customers about new offers, discounts and product launches by developing social media marketing in business. As a result, it can help Tesco plc as well as retail organisations to increase customer satisfaction and generate higher profit. Hence, offering excellent customer service to customers can help Tesco plc to increase customer satisfaction.        
· It can be elaborated that taking a larger sample size in this research can help to develop an equal probability of population and gain unbiased results. Larger samples in a research helps to avoid biases and data misinterpretation by developing simplicity. It can help to achieve successful outcomes by analysing significant data trends in the retail business and address the impact of SMM on consumer behaviours. Additionally, a larger sample size can help to gain accurate average value and identify outlines in gathered data regarding social media marketing.
· Evidence based on real life examples can be beneficial for this research to provide information with a broader scope on Tesco plc’s SMM strategy. It can help to increase the current stage of knowledge and enhance outcomes in data analysis in an efficient manner. Real-life examples are beneficial to incorporate research’s outcome and increase data reliability by gaining support from authentic sources. Therefore, evidence based on real-life examples regarding social media marketing can help to achieve scientific principles of proof by ensuring data quality.                    
[bookmark: _Toc157612805][bookmark: _Toc158451524]5.4 Limitations
The focus on a specific organisation in spite of focusing on the industry has created limitations to gain more accurate information on the study topic. Avoiding detailed understanding of study topics can create limitations and it needs to be more specific to gain information on social media marketing. Moreover, mitigating these limitations can help to gain desired outcome in research findings and generate better results after analysing collected data. Limited scope and lack of information can be significant limitations for this research that can lower data quality. Hence, mitigation of these limitations in this research can help to manage authenticity and develop reliability by creating a scope for development.       
[bookmark: _Toc157612806][bookmark: _Toc158451525]5.5 Future Scope
The study has a future scope for retail organisations to enhance customer satisfaction by influencing consumer behaviour and meeting needs. The adaptation of social media marketing can be increased and it can lead to ensure organisational success in business for Tesco plc. The development of a loyal customer base and achievement of long-term success in the retail industry can be a significant scope in the future. A secondary method can be included in the future to gain better insights on social media marketing by analysing predetermined data. Tesco plc can provide exceptional retail services to its customers by influencing consumer behaviour in an efficient manner. Therefore, this research can bring opportunities for the retail industry as well as Tesco plc to achieve organisational success by influencing consumers.   
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[bookmark: _Toc158451528]Appendix 1- Questionnaire
Google Survey Link: https://docs.google.com/forms/d/e/1FAIpQLSd48JfgzZChCFRklJfd3DMifx02deqT42ki_6Wlqj4KaoVcIQ/viewform?usp=sf_link
1. Do you have any plan to use discounted voucher today at Tesco plc?
Yes
No
No Comments
2. How did you obtain that discounted voucher?
             Social media
             Loyalty card points
             Friends or family referrals
3. Do you actively follow the social media accounts of Tesco plc for promotions and Discounts?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
4. How frequently do you visit Tesco plc?
Multiple Times a Week
Once a Week
Once in two weeks
Once a Month
Never
5. Do you think that Social Media Marketing impacts the Sales of  retail brands like Tesco plc?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
6. Do you buy products that are advertised on social media in spite of not having an immediate demand for it?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
7. Which social media platforms have helped you to know about Tesco plc’s offerings?
Facebook
Instagram
YouTube
Others
8. What challenges can negatively impact Tesco plc by lowering customer engagement?
Rapidly changing trends
Complex buying behaviour of customers
Unable to meet customers’ demands
Changes in customers’ preferences
9. What strategies can help Tesco plc to mitigate these issues?
Incorporating trustable influencers
Use of social media channels
Developing customer service
Other
10. Do you agree that these strategies are helpful to develop Tesco plc’s customer engagement?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree

[bookmark: _Toc157097323]

[bookmark: _Toc158451529]Appendix 2: Findings
	Q1: Do you have any plan to use discounted voucher today at Tesco plc?

	Options 
	Responses 
	Percentage
	Standard deviation value
	Mean value

	Yes
	9
	36
	5
	10

	No
	11
	44
	
	

	No comments
	5
	20
	
	

	Q2: How did you obtain that discounted voucher?
	

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Social media
	3
	12
	4.5
	8.67

	Loyalty card points
	13
	52
	
	

	Friends or family referrals
	9
	36
	
	



	Q3: Do you actively follow the social media accounts of Tesco plc for promotions and Discounts?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Strongly Agree
	2
	8
	4.74
	6

	Agree
	12
	48
	
	

	Neutral 
	6
	24
	
	

	Disagree
	5
	20
	
	

	Strongly Disagree
	0
	0
	
	



	Q4: How frequently do you visit Tesco plc?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Multiple Times a Week
	7
	28
	4.81
	6.2

	Once a Week
	12
	48
	
	

	Once in two weeks
	4
	16
	
	

	Once a Month
	2
	8
	
	

	Never
	0
	0
	
	



	Q5: Do you think that Social Media Marketing impacts the Sales of  retail brands like Tesco plc?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Strongly Agree
	10
	40
	4.7
	6

	Agree
	11
	44
	
	

	Neutral 
	3
	12
	
	

	Disagree
	0
	0
	
	

	Strongly Disagree
	1
	4
	
	



	Q6: Do you buy products that are advertised on social media in spite of not having an immediate demand for it?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Strongly Agree
	6
	24
	4.63
	6

	Agree
	10
	40
	
	

	Neutral 
	9
	36
	
	

	Disagree
	0
	0
	
	

	Strongly Disagree
	0
	0
	
	



	Q7: Which social media platforms have helped you to know about Tesco plc’s offerings?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Facebook
	7
	28
	2.45
	9

	Instagram
	11
	44
	
	

	YouTube
	6
	24
	
	

	Other
	7
	28
	
	



	Q8: What challenges can negatively impact Tesco plc by lowering customer engagement?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Rapidly changing trends
	5
	20
	5.7
	7.5

	Complex buying behaviour of customers
	4
	16
	
	

	Unable to meet customers’ demands
	12
	48
	
	

	Changes in customers’ preferences
	4
	16
	
	



	Q9: What strategies can help Tesco plc to mitigate these issues?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Incorporating trustable influencers
	5
	20
	7.14
	8.25

	Use of social media channels
	5
	20
	
	

	Developing customer service
	14
	56
	
	

	Other
	1
	4
	
	



	Q10: Do you agree that these strategies are helpful to develop Tesco plc’s customer engagement?

	Options 
	Responses 
	Percentage 
	Standard deviation value
	Mean value

	Strongly Agree
	5
	20
	6.64
	6

	Agree
	15
	60
	
	

	Neutral 
	5
	20
	
	

	Disagree
	0
	0
	
	

	Strongly Disagree
	0
	0
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Progress on our strategic priorities
1am delighted with the progress we have made since launching
our strategic priorities and performance framework st year.
As we have responded to the various challenges involved. our
priorities have only become more relevant as we build on our
unique strengths and focus on doing the basics brilliantly.

We diginto the details of our strategic priorities on pages 12 and
13, but | do want to say a few words on Clubcard. Since launching
Clubcard Prices in all our markets, we have had a great response
from customers. The number of active Clubcard holders we have
in Central Europe has trebled this year, with sales penetration
reaching 83%. Penetration in the RO has risen to nearly 77%

this year. while we are at nearly 79% in the UK. We are on a
journey to make Clubcard more personalised, and have rolled
out individualised digital coupons to four million customers in
the UK alone.

Our data science business, dunnhumby. is helping s to access
new revenue streams from Clubcard. Since launching the Tesco
Media and Insight platform with dunnhumby last year, we have
helped 450 leading brands increase the effectiveness of their
campaigns, build more interactive, two-way relationships with
customers, and grow loyalty for Tesco and our suppliers.
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Tesco Chief Customer Officer Alessandra Bellini said:

“We want customers to spend less at Tesco, and our ‘Reduced
in Price’ sections in stores now offer the reassurance that
these products are just as nice and are another reminder
there's great value to be found on every aisle at Tesco.

"We’ve locked the price of more than a thousand everyday
staples until 2023 through our Low Everyday Prices, and we
continue to price match on 100’s products in Aldi.

“We’re also helping millions of customers spend less through
their Tesco Clubcard, with Clubcard Prices giving up to 50 per
cent off thousands of products and helping customers collect
points for money off their shopping.”

Tesco's survey also revealed:

Meat products prove most popular in the reduced-to-clear section followed by ready meals, vegetables and
then desserts.

Of those who tend to keep an eye out for yellow label reductions, 71 per cent said it's a cheaper option when
they want to eat the food straight away. And 51 per cent say it's a great value way to stock up the freezer.

Yellow sticker reductions are most popular in the east of England with 75 per cent of customers looking out for
them when shopping. This s closely followed by Wales (74 per cent), and the South of England (72 per cent).

The move also plays to Tesco's plans to halve food waste in its own operations by 2025. Tesco has already
achieved a 45 per cent reduction in food waste across its own operations since 2016/17 and just 0.35 per cent of
food it handled last year ended up as waste.
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