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[bookmark: _Toc152874833]Chapter 1. Introduction

   In this dynamic environment, social media affects every industry and people cannot imagine daily activities without social media platforms or Google and Safari search. 
   Social media play a significant role in Marketing, especially company are extremely interested in it to promote their brands and products, also for relationship building and consumer involvement. 
[bookmark: _Toc152874834]1.1 Rationale of the study
   Due to increasing the number of social media users in the world, platforms such as Facebook, Messenger, Instagram, TikTok, etc. social media effectively can make a substantial impact on brand visibility, so most businesses are realising the benefits of social media as an effective strategy (Statista, 2023).
   The fusion of social media and marketing has significantly reshaped the landscape of industries and nowhere is this more evident than in the food industry. The intersection of social media and food marketing has not only transformed the way businesses promote their products but has also altered consumer behavior and expectations.
[bookmark: _Toc152874835]1.2 Purposed aim 
The main aim of this research is to explore the opportunities and challenges of social media influencer Marketing. 
[bookmark: _Toc152874836]1.3 Research objectives 
The main objectives include the following:
· To determine the current social media marketing strategies implemented in the food industry.
· To analyse the opportunities and challenges of implementing social media marketing strategies in the food industry.
· To investigate the impact of social media marketing strategies on consumer behaviour.
[bookmark: _Toc152874837]1.4 Research questions 
In this direction, the research questions include:
· What are the current social media Marketing strategies implemented in the food industry?
· What are the opportunities and challenges of implementing social media Marketing strategies in the industry?
· What is the impact of social media marketing strategies on consumer behaviour?

[bookmark: _Toc152874838]Chapter 2. LITERATURE REVIEW
[bookmark: _Toc152874839]2.1 Introduction
  The review of the literature on the specified research topic is covered in this chapter. A literature review add value to the academic study and helps in understanding the project much more deeply (Saunders, 2019, p.74). 
 The present research is based on the effectiveness of social media influencer marketing and on analyses of social media marketing strategies on consumer behaviour. 

The meaning of Social media Marketing

   Cyberspace is very complex and contains an enormous number of social media platforms that might contribute to connecting people around the world. 
   Social Media represent a group of internet platforms where people can communicate, and share information and experiences around the world.
    Also, social media can be one of the useful marketing channels that can provide an enormous number of opportunities for industries such as promoting products, increasing brand visibility, and analysing data in real-time (Saravanakumar and SuganthaLakshmi, 2012).
   Moreover, social media marketing is based on direct digital communication between businesses and consumers and may have an impact on customer satisfaction by creating connection with a target audience and helping to exchange information (Sun, 2019).

The meaning of Consumer Behaviour 

    According to Hayden Noel (2018), consumer behaviour characterizes the study of how selected products and services that consumers or organizations decide to buy and use, affect their day-to-day activities, and based on which criteria they make the choices to purchase and as a result how these goods or services satisfy their needs and wants. 

   For example, for industries and businesses is crucial to know their customers, their behaviour, and their preference in order to apply the right marketing strategy. As a result, the company will increase revenue and customers will enjoy desired products or services (Hayden, 2018, p. 14).

   In the marketing secondary research, there are many definitions of consumer behaviour and all of them are based on understanding diverse factors that may influence consumers behaviour such as psychological, cultural, and social elements and on the other hand, are based on satisfaction of the consumer needs.        
    However, the advent of social media platforms has fundamentally changed consumer behaviour (Wibowo et al. 2021, p.3).

[bookmark: _Toc152874840]2.2. The current social media marketing strategies implemented in the food industry.
   This section’s primary objective of this research was created to investigate the current social media marketing strategies in the food industry. 
   Social media marketing is much more than just launching a page on Facebook and making a post, it takes a lot of effort to create a social media strategy, especially in the food industry. First, it is important to create engagement and conversation between products, services, and consumers, develop trust, and share experiences with the audience (Evans, 2010).
   Below, are some social media marketing strategies that can be implemented in the food industry:  
Visual content – is a format that contains images, videos, and content generated by users (Zamonbekovich, 2023).
Recipes and steps tutorials – when users present content to an audience, followed by simple recipes and cooking tutorials. One of the largest platforms is YouTube, which has a lot of recipe content that acquires the audience’s interest.
Food influencers - represent one of the social media marketing strategies when famous people outside the company create content about food on their social media platforms. 
Temporary company- represent a short-term company in the social media platforms to launch targeted products (Zarrella, 2009 p.407).

[bookmark: _Toc152874841]2.3. Analysing the opportunities and challenges of implementing social media marketing strategies in the food industry.
Visual content followed by recipes and step tutorials sharing photos and videos of food attract more attention, increase visibility, and offer a great opportunity to connect with the audience, share stories and deliver messages.

Content creators or food influencers add more value to the brand, and it is a great opportunity to increase a niche audience.  

The challenges can be:
· insufficient knowledge about community or target audience. 
· Hard-selling products do not work if consumers do not trust them.
· Low engagement with the followers. 
· Absence of direct face to face communication (Suleiman et al., 2020)
[bookmark: _Toc152874842]2.4. The impact of social media marketing strategies on consumer behaviour.
The final objective of this research was to investigate how social media marketing affect consumers’ decision to buy.
Visual content followed by recipes and step tutorials engage more consumer interaction and strong emotional connection with the target audience. 
Content creators or food influencers also represent one of the social media marketing strategies and due to their presence may influence consumers’ purchasing decisions and increase their trust in the brand that bloggers advertised (Hanaysha, 2022).
[bookmark: _Toc152874843]Sort-term campaigns have a positive impact on consumer behaviour and attract users, also encouraging them to stay and direct them to others (Zarrella, 2009 p.408).


2.5.  The Honeycomb Model

 The Honeycomb model is a popular framework used to identify the features and provides a reasonable foundation for user engagement in different social media platforms (Baccarella et al., p. 432).
  The model illustrates different building blocks that lead to social media marketing success; seven of the model's discussed building blocks are shown below. (Talwar et al., 2020, p.2). 
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Figure 1. The Honeycomb framework of social media functionality 
Source: Kietzmann et al. (2011)

Building block
     Identity - this block refers to how users present profiles and personal data on social media platforms and how this provided information can be used by other people and companies (Baccarella et al., 2018, p. 435).
    Based on consumers profiles organisations can better know their consumers and use this information in favour of the company. 
     As an example, Tesco use consumers’ profile by offering them club card points as a reward for sharing stories and as a result they have real information such as name, age, gender, email address and phone number. (Tesco, 2023).

Building block
Conversations - this block shows another aspect of social media functions and represents the second foundation of social media. Moreover, many social media platforms were created for communication between users (Talwar et al., 2020). 
  Conversations might take part for a variety of motives start from a funny message to a big impact on many users and organizations because more conversations engage more users and then the subject will become more public.     
   Such as Tesco, was implicated in a horsemeat scandal in 2013, leading to product recalls and a loss of customer trust in the food industry. The scandal affected not only customers but also retailers emphasizing the importance of effective communication post-crisis to restore trust (Ying et al., 2018).

Building block
Sharing - is a crucial block in social media platforms, allowing users to interact and potentially build relationships, enhancing conversations and exchange data (Baccarella et al., 2018, p. 433). 
    However, sharing can be different and depends on the platform’s intended function as the initial object of Instagram was sharing users’ selfies, food content and their best places to dine or order experiences that they have related to food with friends or followers (Caliandro and Graham 2020).

Building block
Presence - represents online accessibility of users in social media platforms in other words individuals' status is determined by their availability in the real world or in virtual life within a specific time interval (Sun, 2019).
   In the present era of digitalization, Starbucks, and Coke are among the leading global brands using social media to engage consumers in interactive communication (Digital Marketing Institute, 2020).

Building block
Relationship – represents the way in which users are potentially related to each other. In some social media people stay connected for exchanging ideas on other platforms for conversation and relationship with friends, in other words, users decide in which platform they would like to build relationship and stay connected with the online world (Sun, 2019).
   Relationship via social media platforms is a crucial component of effective business marketing and as an example is the relationship between influencers and their followers. 
  Moreover, by creating the right content for audience influencers build confidence and followers tend to trust their recommendations (Yuan and Lou, 2020).

Building block
Reputation – represents the ability to recognize and influence one’s status and the status of other people on social media platforms. In addition, reputation is based on the content that people have shared, posted, or commented on (Kietzmann et al., 2011).
      Due to increasing the number of potential consumers on social media, users can influence the companies’ reputation by expressing a variety of positive and negative opinions. 
     As an example of creating a negative reputation on YouTube, somebody posted a video where 2 employees from Domino Pizza broke health regulations when preparing food. The video was viral, and many people talked about actions of these employees and as a result the Domino Pizza’s reputation was a negative one (Horn et al., 2015). 

Building block
Groups – this block allows users to create or be involved in communities and subcommunities of friends and followers around social media platforms (Baccarella et al., 2018). The direct effect of social group block on users is evident, as it facilitates the organization and permit to users access various groups, content and be a part of the community.
   An example is Tesco Food Grocery which has 2.6 million of group followers on the Facebook platform (Tesco, 2023).

    Due to increasing the number of social media platforms Kietzmann’s honeycomb framework represents a useful tool in our advanced technologies century. 
    This model gives a clear view of how social media works and how customers develop their identity, stay engaged with each other by sharing their experiences and exchanging information, and businesses stay engaged and improve customer relationships and reputation through mutual communications via groups on social networks (Kietzmann et al., 2011).

[bookmark: _Toc152874844]Chapter 3. Research Methods and Methodologies
[bookmark: _Toc152874845]
3.1 Introduction
   In this part is explained the methods and methodology, as well as their applicability to the proposed research.
   According to Collis and Jill (2014), research methodology represents the clear techniques applied to identify, collect, measure, and analyse data relating to the research topic. One of the stages of developing a research methodology framework is conducted by the theoretical approach of the “research onion”.
[bookmark: _Toc152874846]
3.2 Research onion
  The “research onion” is the research methodology that contains six layers that describe all steps in order to build a research design for the study. In addition, a researcher should peel away the onion, layer by layer to get to the core called “data collection and data analysis (Melnikovas, 2018, p.33). 
     Below is an illustration of the onion model follows by various layers including philosophy, approach to the theory, strategy, time horizon, etc. which was applied to this research.
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Figure 2. Research onion
Source: Saunders, Thornhill, and Lewis (2019), p.130.


[bookmark: _Toc152874847]3.3 Research Philosophy 
     Research philosophy refers to a set of beliefs that researcher is conducting. According to positivism, which is associated with the natural scientist's philosophical research method, producing law-like generalisations requires working with a tangible social reality (Saunders, Thornhill and Lewis 2019, p.130-144).
  In addition, for this research, positivism is the interpretive philosophy in order to address the questions and try to find the answers which have been discussed in the introduction section. 
[bookmark: _Toc152874848]    Also, positivism research will answer based on true facts, observable practice, and data that cannot be manipulated (Muhaise et al., 2020).
3.4 Research Approach 
 The deductive approach refers to the theory testing and is defined as reasoning that proceeds from a general existing knowledge to a particular law-like conclusion (Melnikovas, 2018, p.38).
    A deductive approach in which the researcher starts with existing information and theory and then tests specific theory and research models such as the Honeycomb model which was useful in this study to obtain the right evidence. This approach is used in survey research that also is present in this research because it makes it possible to apply statistical techniques to make predictions about the sample being studied.  
[bookmark: _Toc152874849]3.5 Research Strategy 
   According to Saunders, Thornhill, and Lewis (2019, p.189), research strategy refers to a clear plan of how the researcher will collect data and answer the purposed questions. How was mentioned in the research approach is a link between research strategy, research philosophy and deductive approach.
  A Survey research strategy is used in this study, in order to collect data from people by using online questionnaire and obtain reliable and vast information in a short amount of time. 

[bookmark: _Toc152874850]3.6 Type of Investigation 
Primary research is defined as a methodology to analyse information that was collected directly from primary sources such as surveys, interviews, etc. (Collis and Jill, 2014, p.130).
Secondary research is defined as a research method where the researcher will analyse data from already existing sources of information such as books, newspapers and etc (Collis and Jill, 2014, p.130).
 This research will be conducted by both types of investigations. 

[bookmark: _Toc152874851]3.7 Methodological Choices 
   According to Adams (2014) to be able to obtain the best probabilities of answers to the purposed questions, researchers usually face many problems and applying suitable research methods will provide clarity. Moreover, methodologies can be quantitative, qualitative or a mix of both and it depends on the nature of the research. 
   However, quantitative methods are more appropriate if researcher would like to measure, analyse, or validate theories numerically. If the aim is to investigate and comprehend a phenomenon without numbers but using words, qualitative methods might be appropriate (Kwadwo and Hamza, 2015).
   In this study researcher has chosen mixed methods to validate qualitative existing data and analyse primary data collected from online questionnaire.

[bookmark: _Toc152874852]3.8 Time Horizon 
   It represents an efficient process that ensures that the time and the plan that has been developed are sufficient for the realization of the research topic in a certain time. In addition, there are two types of time horizon cross sectional and longitudinal.  For this study, the type that has chosen is cross-sectional due to short academic research term allocated which is 10 weeks (Saunders, Lewis and Thornhill 2019, p.212).


[bookmark: _Toc152874853]3.9 Data collection and analysis
The sampling process refers to how the individuals can collect data and perform the statistical analysis using observations drawn from the large population (Acharya et. al., 2013).
Sample size refers to the number of people who can participate in the study. So, this survey will be based on sample size of 50 respondents who will take part and directly contribute to this research. Access to the population will be done through a variety of social media platforms such as Facebook, Instagram, LinkedIn, and recommendations from other sharers. 
Sample type this online survey will be based on demographic variables such as age over 18, both gender male and female, social status, also geographic location will be London. 
Sampling method for this study will be the non-probability, convenience sampling method based on availability and interested people as respondents.

[bookmark: _Toc152874854]3.10 Data collection methods and tools
   In this study researcher will collect data in other way than through classic paper and pencil methods but using an on-line survey that is more efficient and less time consuming (Lefever, Dal and Matthiasdottir, 2007). The survey will be created by using Microsoft Forms and will contain seven closed - ended questions and four open - ended questions which will has different types of questions such as 5 Point Likert scale, multiple choses, etc. and the time frame given for answering will be 15 minutes.  
   In addition, secondary research data will be collected from sources such as books, newspapers, journals, articles, etc. (Ajayi, 2017).

[bookmark: _Toc152874855]

3.11 Analysis of data
  Quantitative data will be analysed by using Microsoft Excel because the researcher will create graphs, diagrams, and tables. In the other hand qualitative data will be analysed using the Thematic Analysis and Microsoft Word.
[bookmark: _Toc152874856]3.12 Research ethics 
   Research ethics refers to a set of prescriptive behavioural standards and principles that a researcher must follow (Cannella and Lincoln, 2007). All primary data collected will be kept private and confidential, and the researcher will not share any information with third parties.

[bookmark: _Toc152874857]3.13 Planning 
Gantt chart is a project management tool designed to have a clear vision about the project’s timetable and overall progress through graphical schedules (Wilson, 2003). Below the visual timetable of the whole research project is presented.
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Table 1. Gantt chart
Source: created by the author 
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