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Abstract

[bookmark: _heading=h.ktwu0ss9e7ip]This paper examines the impact of social media marketing on the sales increase in UK food retail stores, particularly Sainsbury's stores. In the study, one case was applied and based on reports by companies, financial documents, research studies conducted in the industry and news reports to compare the online marketing strategies at Sainsbury, Tesco, ASDA and Aldi. According to the Relationship Marketing Theory, the outcomes indicate that good engagement is more important than the number of those viewing the posts. Individualised deals using loyalty schemes such as Nectar Prices assisted the rise of market share to 16%. The introduction chapter of this dissertation has included the aim, objectives and research questions of the topic. It is essential to have different content on each platform. Young people respond more to real, entertaining posts on Instagram and TikTok than to formal messages from the company. The existing literature allows with theoretical alignment with conceptual framework so that the methodology can be selected easily for it. The research concludes the capability to mix information is a crucial determinant to the social media achievement and demonstrates a trade-off between earning retail advertisements and maintaining authentic interaction as per the findings chapter. The work brings Relationship Marketing Theory into the digital sphere and establishes boundaries of the relationship between social media and sales. Best practices: consider engagement rates, combine the loyalty data with social advertisements, tailor to the audience of the specific platform, and balance between revenue-generating and trust-building. The primary role of these findings is to assist large retailers in the technologically advanced markets with existing loyalty system that has been extracted in concluding statement with effective recommendations.
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[bookmark: _Toc220627570]Chapter 1: Introduction
[bookmark: _Toc220627571]1.1 Research Background 
Within the contemporary digital world, social media plays an important role for businesses for connecting with consumers, promoting products and influencing purchasing decisions. In retail organisations such as Sainsbury’s which is known as one of the important supermarket chains within the UK, social media marketing is a crucial component within the overall strategy of marketing (Rahman and Ekereuke, 2022). Facebook, YouTube, Instagram and other social media platforms have transformed the way organisations can communicate with the audiences, improving direct engagement, real-time feedback and personalised advertising. With the evolution of consumer preferences and rising competition in the retail market of the UK, Sainsbury's must rely on developing innovative techniques of digital marketing for sustaining the market position while driving sales growth. 
Through social media, Sainsbury's is allowed to reach a versatile base of consumers, building brand awareness along with promoting the value proposition like quality, sustainability and affordability. By targeted campaigns, consumer interactions and influencer collaboration, the organisations strengthen the relationship with the current consumers and attract new ones (Leung et al., 2022). Moreover, integrating analytics with data-driven insights, improving Sainsbury's ability to monitor behaviour of consumers for optimising market strategies necessarily. Instead of such advertisements, it is crucial to understand the overall contribution of social media marketing to improve sales growth of Sainsbury’s in a real business scenario. Thus, this research has the aim of assessing the role that social media marketing plays in sales growth of Sainsbury's through examining marketing strategy analysis, their effectiveness while identifying the best practices to improve further. 
Within the digital-first environment of today's business, social media marketing is essential for businesses for building brand awareness, rising sales growth and fostering engagement (Alghizzawi et al., 2023). Retail giants such as Sainsbury’s have increasingly integrated social media platforms like Facebook, YouTube, Instagram and others for connecting with customers and enhancing their digital dominance. With the changing consumer behaviour and their preferences to have online interactions, Sainsbury's can utilise social media as its strategic channel for promoting products, communicating brand values and influencing purchasing decisions. 

[image: ]
[bookmark: _heading=h.1ygdwb8mkmfd]Figure 1: Online Market share of Sainsbury’s, comparing to its competitors
(Source: Kivilathi, 2022)
According to the above figure, in 2021-2022, Sainsbury’s has gained 21.3% online market share when compared to ASDA, Morrison and Ocado, although the position is dominated by Tesco with 34.9% (Kivilathi, 2022). According to the financial report of Sainsbury's in 2025, its sales reached £26.6 billion, up by 4.2% from 2024 (Lbc, 2024). Such a growth can be coincided with the strengthened digital as well as marketing initiative that focuses on the integration of online alongside offline experience of consumers. Social media has also transformed the way UK retailers interact with consumers to a large extent by allowing retailers to interact with consumers at a faster rate, provide promotions that are targeted and offer personalized content at the same time. Tesco and ASDA are the leading rivals and have already shown significant customer engagement and online activities with the help of the strategic use of Instagram reels, YouTube recipes and Facebook promotional campaigns. 
The UK retail market is highly competitive and is also marked by the high pace of digitalisation, e-commerce, consumer preference shifts, and growing regulatory pressure regarding environmental sustainability and privacy. The large supermarket chains like Tesco, Sainsbury and ASDA are under consistent pressure to be innovative using technology and improving the customer experience to retain market share. In this regard, social media marketing has emerged as a crucial strategic instrument, which allows real-time communication, personalised communication, and data-driven promotion. In the case of organisations such as Sainsbury, using social media as a part of marketing efforts is not merely a question of visibility but also affects the buying behaviour and boosts sales (Harvard Business Review, 2023).
Recent statistics show that 68 out of every 100 consumers in the UK are aged 16-26 and purchase via social sites, and retail spending through social commerce has increased more than 30% since the year 2022 (The Standard, 2024). This is indicative of the topicality and the topicality of the research issue. Regardless of this growth, little has been done to determine how far social media marketing would translate into tangible sales results in the supermarket industry. 
[bookmark: _heading=h.hklmjllpb8dn]Moreover, according to the article of LBC, UK shopping through social media surges by 32% since 2022 and most of the consumers aged between 16 and 26 are the most active buyers with 68% shopping on social media sites over the past years (Corporate, 2025). This kind of data also showcases that Shoppers easily engage with as well as are influenced through the personalities of social media who provide food related content, showcasing the rising influence that digital creators have to shape purchase decisions.
However, Sainsbury's has to establish its visible digital presence in a stronger way through improving its campaigns’ effectiveness so that it can fight with other brands like Tesco. Lower engagement rates can suggest that maybe its followers have not been translated into its active customers reflecting poor content relevance, audience targeting and timing. Using interactive features strategically like polls, reels, influencer collaboration and stories can increase higher conversion with user participation (Hernández-Ortega et al., 2022). The brand must incorporate promotion, loyalty programs and seasonal offerings in its social media campaigns for integrating digital efforts along with broader strategies of marketing. Therefore, this study will evaluate current strategies to identify the strengths or weaknesses in the social media marketing process of Sainsbury's to explore its best practices and recommend actionable insights, leading to sales growth. 
[bookmark: _Toc220627572]1.2 Research Rationale
[bookmark: _Toc220627573]1.2.1 Theoretical Justification 
Marketing strategies of retailing have made social media marketing (SMM) become one of the key components of marketing strategy, where direct customer engagement takes place, as well as brand awareness and purchase intention is developed (Khan et al., 2023). The two prevalent theoretical frameworks of SMM research are the AIDA model, which describes how awareness, interest, desire, and action are created by means of targeted content and the Theory of Planned Behaviour which correlates consumer attitudes and subjective norms to the intentions toward a behaviour. Moreover, the Social Exchange Theory puts the emphasis on the mutual relations between the brand and the customer that imply the creation of the engagement, loyalty, and trust as the result of the regular interaction and the perceived value (Argyropoulou et al., 2024). Empirical research shows that SMM has a positive impact on such measures of engagement as likes, shares, and comments that can affect buying behaviour, retention, and promotion of a brand. Together, these researches prove that social media is a strategic channel of influencing consumer behaviour and driving business performance that has a background-based understanding on the retail setting (supermarkets).
The recent literature has also reinforced that SMM’s success does rely on some theoretical mechanisms that are very much at the heart of marketing. Scholars stress the importance of signalling theory, which identifies how firms use social media content to signal product quality and brand credibility to consumers in an attempt to reduce uncertainty. Similarly, engagement theory highlights how interactive features like comments, polls, and personalised recommendations trigger deeper psychological engagement and lead consumers toward positive behavioural outcomes (Argyropoulou et al., 2024). These frameworks are generally acknowledged but applied generically with limited empirical insight on how they work within grocery retail where low, high frequency purchases lead to unique decision making patterns.
In addition, while existing studies establish a positive association between engagement metrics and consumer responses, the theoretical linkages between communication signals on social media to actual sales remain lacking. Most models define engagement as an attitude, not a transaction. As a result, it is unclear how digital engagement translates into performance metrics (Pires et al., 2022). This includes things like revenue, market share, and other concrete measures. This shows that theory building needs more context sensitivity, specifically in UK supermarkets where digital maturity, customer expectations and platform dynamics evolve rapidly.
Research is acknowledging that social media marketing is creating consumer engagement, increasing brand awareness and boosting purchase intention. However, one element which is missing in the study is the impact of marketing performance on sales performance in a grocery retail setting. Many studies are aimed at engagement metrics rather than measurable financial metrics. This creates uncertainty about how online activity translates into sales. Much research is given to fashion, hospitality, general e-commerce, etc. Supermarket contexts appear to be under-researched. This is despite examples of different consumer behaviour and purchase cycles. More empirical evidence and theory that is context-specific as digital platforms, influencer dynamics and algorithmic targeting is rapidly changing. 
[bookmark: _Toc220627574]1.2.2 Practical Justification 
Social media is increasingly prevalent and this has transformed the process of communication of businesses with their consumers while influencing purchasing behaviour. Thus, for retail organisations, social media can be more than a supplementary channel for marketing as it acts as a strategic platform to shape brand perception, sales growth and consumer engagement (Liadeli et al., 2023). Instead of increased adoption of such platforms, the real contribution that social media marketing has is to provide measurable business results like the growth in revenue or market share is underexplored. Here, the research will seek to investigate the connection between and the sales performance. Understanding such relationships can be crucial within the context of the retail sector in the UK, in which competition is tough and also the expectations of consumers are revolving constantly. In such a scenario, digital engagement has an important role to influence purchase decisions (Pires et al., 2022). 
The direct correlation between social media activity and the quantifiable sales is dubious in spite of the theoretical background. The current literature review is mainly based on the consumer engagement metrics, but not financial performance, and the results have shown to be inconsistent across industries or geographies (Liadeli et al., 2023). Also, the majority of the research focuses on B2C businesses like fashion or hospitality with grocery retail remaining more or less under-theorised. Limitations in methods such as cross-sectional surveys, small sample sizes and self-reported behavioural intentions limit the generalisability of conclusions. Moreover, the quickly constantly changing digital space, such as influencer marketing, short-form content, and targeting based on algorithms, brings dynamic contingencies that are not adequately covered in previous models. Therefore, there is a lack of understanding of how particular SMM tactics can be transformed into real-life sales, which requires dedicated empirical research.
Based on these gaps, the present research aims to fill in the gaps regarding the little known about the impact of certain social media marketing approaches employed by Sainsbury in driving quantifiable increment of sales. Although existing studies identify the relevance of engagement, brand loyalty, and awareness, very little empirical research is available to identify the direct connection between the constructs to financial performance in the UK grocery market. This flaw limits the development of the theory by restricting the knowledge on the boundary conditions and the effectiveness of SMM strategy in the competitive retail setting (Argyropoulou et al., 2024). This study will build on the theoretical knowledge of how social media can turn engagement into business results by analysing the metrics of the content strategy, collaboration with influencers, and consumer interaction of Sainsbury's, leading to more robust and practical retail marketing models. Moreover, The UK retail market is highly competitive, price-sensitive and is currently undergoing a rapid digital shift because consumers are becoming more demanding and e-commerce is growing. Large supermarkets, Tesco, ASDA and Morrisons, invest in digital channels constantly in order to make their customers more convenient and offer an opportunity to preserve the market share. Tesco has enhanced its omnichannel ecosystem by emphasizing on click-and-collect and digital loyalty programmes, whereas ASDA has emphasized on value-based online promotions that are aimed at social media.
[bookmark: _Toc220627575]1.3 Research Contribution and Motivation 
This research contributes to the literature in a multi-pronged fashion by filling both theoretical and practical gaps that were present in Section 1.2.1 and 1.2.2. Theoretically, it contributes to the body of knowledge about social media marketing in the retail environment by correlating certain strategies, such as the type of content to use, collaboration with influencers, and interactive activities with the quantifiable sales metrics. Current models like the AIDA-model and Social Exchange Theory are mainly concerned with the interaction with the consumer and perception of the brand, but they usually lack the processes that convert online interaction to revenue generation (Liu and Zhang, 2025). Through the empirical studies of these processes in the environment of Sainsbury, this study builds upon these theories, sharps perception of the boundary conditions, and forms an insight into how engagement measures can be used as leading indicators of sales performance (Wu et al., 2022).
The research is mixed in character using secondary data in financial reports, social media analytics, and other industry sources on an empirical basis. The strategy enables an in-depth, context-sensitive look at the strategies of Sainsbury with the constraints of previous research based on survey-based evidence or single industry evidence. Through a thorough pattern analysis of the digital interaction and its association with the increase in sales, the study is able to produce solid evidence-based results with applicability to other retailing settings and other similar levels of digital maturity.
In practice, the results can provide managers and policymakers with practical information, as they will recognize the best practices on social media, content strategy, and better ROI measurement. The research gives a structure to be used in designing campaigns, selection of influencers, and performance analysis so that future strategic choices can be made more informed (Simonofski et al., 2021).
Its strength is that it presents the direct quantifiable effect of social media marketing to retail sales in the UK supermarket industry, which has received little scholarly or practitioner research, and combines theoretical and practical knowledge in a new, contextually-based way.
[bookmark: _Toc220627576]1.4 Research Aim
The research has aimed to evaluate the role that social media marketing has in the sales growth of Sainsbury's. 
[bookmark: _Toc220627577]1.6 Research Objectives
· To analyse the role of social media platforms for improving the sales growth of Sainsbury’s. 
· To evaluate the impacts of social media marketing plans on business performance of Sainsbury’s.
[bookmark: _Toc220627578]1.7 Research Questions
· What is the role of social media platforms for improving sales growth of Sainsbury's? 
[bookmark: _Toc220627579]1.8 Dissertation Structure
Chapter 1: Introduction: This chapter has introduced the topic of the research, outlining its aim, research, questions and objectives. This provides context related to social media marketing, Sainsbury's and its sales growth relevantly. The chapter represents the rationale, and purpose of the research paper to state the foundation required by the study through highlighting the importance of social media to shape consumer behaviour or drive business performance. 
Chapter 2: Literature Review: In the literature review chapter, existing research related to social media marketing sales growth and consumer engagement have been evaluated, referring to the retail Industry. This will critically evaluate models, previous studies and theories, according to the context of Sainsbury’s. The chapter has identified research gaps, highlighting best practices and establishing conceptual framework for guiding the entire study. 
Chapter 3: Methodology: Methodology chapter describes research approach, design and data collection or analysis method. This can justify the usage of qualitative quantitative or mixed methods detailing data sources like primary or service and interviews as well as secondary data and other sampling techniques. Ethical considerations, validity measures and reliability are discussed in this chapter to provide a transparent plan to investigate the role played by social media marketing in the sales growth of Sainsbury's. 
Chapter 4: Data Findings and Analysis: This chapter collects data through organised formats like charts, tables and graphs. This analysis may interpret trends, correlation and patterns of different social media methods along with sales performance. Qualitative and quantitative outcomes can be compared through research hypotheses. Insights can be drawn related to engagement, consumer behaviour and content effectiveness to form the base to link the strategies of social media to business outcomes measurably. 
Chapter 5: Discussion and Conclusion: The chapter can interpret the finding through existing literature evaluating the way social media marketing motivates sales growth in Sainsbury's. Key results, limitations or implications are also discussed. This chapter offers conclusions, conforming or rejecting the overall hypothesis while offering practical recommendation to optimise the strategies of social media. Lastly, it suggests further chances in future research, reflecting potential improvements within the retail sector through digital marketing. 

[bookmark: _Toc220627580]Chapter 2: Literature Review 
[bookmark: _Toc220627581]2.1 Introduction
The chapter is a critical review of the literature that develops conceptual bases of the influence of social media on customer behaviour, organisational performance, and sales outcomes. Based on the research problem defined in Chapter One, it looks at how digital interaction, platform dynamics, and emerging consumer expectation impact value creation in modern retail situations. The review relies on the scholarship in the area of digital transformation, platform strategy, customer experience management, and organisational capability development; it does not include the studies carried out by technical algorithms optimisation that were not within the scope of the study. The chapter is organised to major thematic areas synthesising theoretical, empirical and contextual knowledge that are necessary in the guiding of the research.
[bookmark: _Toc220627582]2.2 Thematic Overview of the Literature
[bookmark: _Toc220627583]2.2.1 Theme 1: Positive impact of social media on increasing sales growth 
Customer Engagement and Personalisation 
This subject looks at how digital metre introduction and tailored content improve consumer connection and boost conversation (in Sainsbury). It is essential to comprehend how businesses convert digital interaction into quantifiable increases in sales (Rodríguez-Ardura et al., 2025).  
Co-created and multifaceted introduction is a key component of Consumer Engagement theory, which has its roots in relationship and service-dominated marketing and logic. Previous studies on digital engagement focus on how purchase intention and loyalty are influenced by behaviour contingency and emotional factors. Business is strong, analytics contains production and customer relationship management integration, and long-term performance gains, which may be explained by RBV (Khanra et al., 2022). 
According to Wan Mahamad et al. (2024), meaningful engagement, timely replies, and tailored suggestions engaging messages enhance sales and retention. Several studies show a significant relationship between individualised encounters and actual buying frequency, indicating that behaviourally weighted CE indicators work better than raw engagement rates. In the retail and tourism industries, it has been demonstrative that aid remains personalization, like product suggestion and affirmative chat support increases through and purchase probabilities. As per the industry statistics from major e-commerce platforms, individualised digital traffic during peak hours is responsible for increasing conversion share. Some control trials imply little incremental impact when concerned about a quantity, confidentiality, or adding fatigue are significant, despite multi-country polls showing that personalization both repeats and satisfies purchase (Bhattacharya et al., 2025). Regulations about privacy, such as those governing data tracking, limit the ability to target, which may eventually reduce the influence on sales. How about the results can vary depending on user privacy platform maturity and product type. Empirical evidence generally indicates a favourable relationship between personalized engagement and revenue. 
The long-term financial benefits of clients gained through tailored social interaction, cross-market variations in privacy standards impacting the efficacy of aiming for, and the paucity of data on business-to-business results are among the unresolved challenges. These gaps limit the understanding of long-term sales impacts and support more research into the relationship between customized social advertising and long-term revenue development (Guo, and Jiang, 2025). 
[bookmark: _Toc220627584]2.2.2 Theme 2: Strategic Role of Social Media in Strengthening Brand Equity and Consumer Trust 
The strategic role of social media in building brand equity and consumer trusts has been a debated issue, especially with the digital environments offering both threats and opportunities to retailers (Chavadi et al., 2023). Although the advocates believe that social platforms increase the level of emotional resonance and credibility, critics believe that algorithmic volatility, content saturation, and authenticity exhaustion destroy brand meaning and minimize the signs of trust. 
The initial theoretical perspectives like the brand equity model by Aaker and the Customer-Based Brand Equity model developed by Keller postulate that the brand value is reinforced through consistent communication, positive associations and perceived quality without actually imposing the assumption that the firms control the messages (Qorbani et al., 2021). These seminal scholars argued that the view that credibility comes due to coherence and clarity and trust is created when brands can manage the signals. However, late studies on the development of trust online make these assumptions more difficult. Zalmanson et a., (2022), highlighted that structural assurance and reputation cue are more important in influencing trust in online settings than controlled messaging, and implied that early brand equity theory underestimated the influence of distributed trust-building in the setting of online contexts.
Other writers claim that classical models are still topical since the main constructs of credibility, reliability, emotional resonance still form the basis of trust in online markets. Wei et al., (2023), argued that there is an alternative opinion to this perspective asserting that brand equity has radically transformed in participatory media spaces where users participate in creating meaning and disrupt brand narratives. As an example, on the one hand, Keller assumes the hierarchical type of brand meaning construction, on the other hand, post-Web 2.0 scholars believe that such linear hierarchy is shattered when brand messages compete with user-generated content. This theoretical conflict indicates underlying tension between traditional brand management premises and the fact of decentralised, interactive platforms.
The recent empirical research tends to mostly support the idea that social media can enhance brand equity, but it is also associated with major contradictions and restrictions. Wang et al., (2025), shows that receptive communication and authentic message strengthen consumer trust and emotional bond especially in the industry where brand identity is symbolically valued. Yet, Wei et al., (2023), argue that such positive effects are mostly exaggerated since they are based on self-reported measures of trust and loyalty, which are prone to social desirability bias.
The empirical convergence that is formed is based on the notion that perceived authenticity is at the center of the formation of trust. Even in this however there is inconsistency in the evidence. Other studies conclude that professional, polished content has a stronger perceived professionalism and thus builds trust. In agreement with this, others demonstrate that staged brand performance provokes scepticism, since consumers are becoming more aware of staged brand performances. For example, A PLS-SEM is able to explain about 55% of the variance in brand trust by social media marketing (Salhab et al., 2023). In the case of Sainsbury, it implies that more than a half of the extent to which customers trust the brand may be through carefully crafted social media content, an effective medium to create long-term loyalty.
The grocery retail market in the UK is marked by stiff competition based on the price, the quick shift to digital solutions, and the changes in consumer behaviour towards convenience and value. Tesco, Sainsbury, ASDA and Aldi represent the key players that are increasingly dependent on digital interaction and omnichannel-based approaches to maintain the market share. Online grocery shopping is expanding rapidly due to the influence of mobile apps and social media, and has changed the way retailers create brand visibility and customer experience. Social media marketing in the UK has emerged as an important source of competitive advantage in the retail sector due to the increasing demands of consumers to receive personalised communication and faster service (Nasution et al., 2025).
Another contradiction is seen in the position of user-generated content. There is some empirical research that UGC increases credibility as consumers believe the voice of a peer more than a corporate message. Such tension indicates that UGC is capable of creating and destroying trust at the same time, depending on the circumstances and platform and sentiment orientation (Lariba, 2023).
Interpretation is also made complex by methodological limitations. Much of the empirical data depends on cross-sectional survey data in order to establish temporal trust formation and the formation of brand equity over the long term. The results of single-industry research, especially in the fashion and luxury industry, are unlikely to be extrapolated to grocery retail, where emotional investment is lesser. 
Significant gaps remain. To begin with, the existing literature is divided into whether the trust developed via social media is shallow or long-lasting, which shows a deficit of longitudinal studies that could bear an evaluation of long-term equity impacts. Second, there are inconsistencies as to the role of authenticity where there is no agreement on whether consumers are seeking flawless professionalism or flaws in humanisation (Han et al., 2021). Third, the rapid changes in algorithms in terms of visibility distortion and the erosion of trust-building mechanisms are rarely addressed in existing research, and a significant structural determinant is under analysis. 
Lastly, the impact of negative online interactions on the formation of equity has received little information, but it has become apparent that such occurrences occur on a large scale and harm trust. The need to fill these gaps is necessary in understanding the role of social media as a trust-enhancing process and as a potential root of reputational vulnerability in the modern retail space.
[bookmark: _Toc220627585]2.2.3 Theme 3: Operational Risk and Negative Consumer Behaviour Triggered by Social Media Dynamics 
This theme looks at ways in which behaviours that are instigated by social-media, misinformation, negative electronic word-of-mouth (eWOM), algorithmic amplification of complaints and viral crises bred operational vulnerability among retail organisations (Wang et al., 2021). While some scholars argue that platform transparency would enhance accountability, on the other hand, the velocity and magnitude of the digital backlash would put firms exposed to unforeseeable, reputation-based shocks. 
The basic investigations into service failures and complaint behaviour point to the significance of recovery tactics and trust repair (exit-voice theory of Hirschman; early-service-quality theories of Parasuraman). These models presuppose the stable complaint channels and focus on organisational control. Nonetheless, other researchers like Kakalejcik et al., (2021), were one of the first to contend that negative word-of-mouth is more viral and has a longer lasting psychological influence than good experiences. For instance, according to a recent e-commerce study, in the case of online grocery shopping, customer reviews are negative approximately 21% (Tyrväinen and Karjaluoto, 2022). In the event Sainsbury experiences the same kind of negative eWOM rate, this would go a long way to tarnish reputation and may end up harming future buys unless they have risk-reduction measures (such as rapid response) in place.
scholars like Lim et al., (2025), argue that traditional service recovery models by stating that brand reputation and legacy trust can be used to offset negative consumer sentiment. However, researchers of the digital age dispute this hypothesis arguing that social media weaken hierarchical control and subject firms to so-called attention shocks in which small grievances turn into massive problems. In addition, unlike classical models that consumers act rationally in expressing dissatisfaction, the latest behaviour research has shown that consumers tend to be motivated by outrage and moral contagion to post negatively on the internet which is contrary to the previous theoretical assumptions that consumers act rationally (Lariba, 2023). 
The modern empirical research is in agreement that social media increases operational risk, though their accounts vary significantly in how and why this happens. It is claimed by Kakalejcik et al., (2021), that the negative eWOM on the social media platforms such as Twitter and Tik Tok is distributed following an asymmetric pattern, travelling faster and persisting longer than positive content, primarily because algorithms prioritize posts related to the conflict or controversy. 
A number of researchers believe that false information and unverified statements cause undue pressure in operations. False narrative has been demonstrated to cause boycotts, panic buying or a sharp decline in traffic in industries like retail and hospitality, but critics have argued that these results overstate the causality due to the extensive use of correlational data or case-specific observations in most studies. Another weakness is that the majority of the empirical research has concentrated on high profile crises and has not addressed the in-depth level of digital negativity in an everyday setting which can ultimately damage brand trust (Xiayu, 2024).
The latest financial result of Sainsbury indicates a stable increase in sales due to the digital transformation and development of online interaction. As total sales have increased to PS26.6 billion in 2025, 4.2% higher than the prior year, the use of social media, personalised campaigns and data-driven marketing become more and more influential by the retailer. The multi platform interaction approach implemented by Sainsbury through recipe videos, collaborations with influencers, value-oriented promotions, and other strategies will transform online communication into visits and online purchases in stores. This increase in sales indicates the increased relevance of digital touchpoints to influencing purchase decisions of consumers.
Methodologically, longitudinal studies remain rare despite scholars repeatedly calling for them. The majority of the results are based on cross sectional or sentiment mining or single platform data and thus the findings cannot be generalised. Consequently, Ishrat  et al., (2023), argue that there are still conclusive findings regarding the intensity of risks, the driving forces of consumers, and the dynamics of crises that are more dependent on the limitations of the data than on the multi-sector comparisons. Such restrictions, together, make questionable the assertions that the negativity of social media takes predictable forms, implying that the consequences are usually contingent, volatile and platform-specific.
A number of gaps can be identified in the literature. To begin with, the literature is not well understood to provide insights on the relevance of negative digital interactions into operational disruption since most of their research is confined to reputational implications as opposed to logistical or service implications. Xiayu (2024), also shows the question as to whether online negativity merely generates momentary regimes of attention or lasting behaviour change remains lacking which reveals a weakness of longitudinal evidence. Third, the existing literature seldom takes into account the effects of the algorithmic obscurity on the visibility of complaints, i.e., companies are not quite clear about the nature of the negativity which should be the most significant. 
Lastly, little is said about how organisations can architecturally reduce the effects of digital risk other than through reactive communication policies. These gaps are critical to how social media, in addition to having an impact on consumer sentiment, can lead to systemic vulnerabilities in data-driven retail settings.
[bookmark: _Toc220627586]2.3 Theoretical Foundation and Contribution
Another highly suitable and closely related theoretical perspective to use in this study is the Relationship Marketing Theory (RMT), which focuses on the construction of interactive, long-term and value-generating relationships between a brand and the customers. RMT offers a solid basis of insights into the effects of digital interactions that can influence consumer attitudes in a setting where repeat buying and lifelong loyalty are commercially indispensable, such as the grocery retail domain (Haris, 2025). Social media is a continuation of relationships building channels that help a retailer like the Sainsbury store to build trust, emotional attachment and perceived value by means of personalised communication, quick responsiveness and community building content.
More importantly, RMT goes beyond transactional, conceptualisations of marketing and claims that customer-brand relationships strengthen when consumers are perceived to be recognised, informed, and involved. This is more so in a world where consumers are demanding brand communication to be very real and open on the web. Nevertheless, limitations have also been identified by scholars: formation of digital relationships can be shallow, staged, or platform inconsistent (). In the absence of regular quality of engagement, social media initiatives can make a person more visible, yet they do not build long-lasting relational value. The critique particularly applies to the UK retailers whose social media tactics tend to change in terms of tone, frequency, and relevancy depending on the promotional times.
Theoretical Contributions 
The theory can be of importance to this study as it provides a framework to consider how brand communication, which is provided in the form of posts, campaigns, an influencer partnership or as a result of customer service interaction, affects trust, satisfaction, and long-term behavioural intentions. RMT assists in the conceptualisation of how social media activities can influence emotional loyalty, perceived brand quality and advocacy. It also shines the light as to why certain retailers have better performances than others: better relationship-building actions result in more robust loyalty in the most competitive markets.
It can be said that this theoretical background gives the study more fortification since it connects the practices of digital engagement to the more profound psychological and behavioural processes, allowing a more refined view of how the strategies of Sainsbury regarding social media affect the perceptions and purchasing decisions of the UK consumers.

[bookmark: _Toc220627587]2.4. Conceptual Framework 
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[bookmark: _heading=h.9domoxxe9h9e]Figure 2: Conceptual Framework
(Self-created)
The above conceptual framework is meant to bring together and structure the fundamental constructs, associations, and mechanisms that arise out of the literature, which offers a structure to direct the empirical study. It shows how the major factors of the research such as consumer trust, social media marketing, operational and brand equality are interconnected with each other. 
Based on experiences of the branding theory, the process of forming trust, and the research in the field of operational risk, the framework generalises the way in which the activities of social media marketing influence the consumer-directed results and the vulnerabilities of an organisation. The model elucidates the causal paths, mediating processes and the possible tensions that will be pursued in the analysis of the cases and within the framework of the cross-case analysis.
The framework starts with Social Media Marketing, which is placed as the main independent construct. This aspect encompasses the strategic application of digital media by firms to convey value, build interaction and create brand meaning (Koay et al., 2021). Digital marketing literature highlights how exposure to social media leads to a perceived brand association, coherence in the narration, and emotional appeal, which form the primary focus in developing consumer-brand interactions. It also points out that the high level of interactivity and real-time nature increases the extent of positive amplification as well as reputational volatility, and therefore social media is both a branding tool and an operational liability at the same time. 
One of the paths that can be taken out of this is the Brand Equity, a mediating construct. The importance of brand equity is that it influences consistent consumer tastes and minimizes the competitive weaknesses (Dressler and Paunovic, 2021). Brand equity, in this context, renders the strategic benefits of a social media marketing over a long period in measurable terms, and provides feedback into the risk environment of the organisation. 
Another direction of the social media marketing construct is the Consumer Trust which is another mediator. Literature on trust signals shows that online communication, reviewing systems and conscientiousness influence the attitudes of believability and dedication to relationships. Under this model, consumer trust transforms social media communication into behavioural stability, which can equally be very fragile in an environment where misinformation is easily disseminated (Iqbal et al., 2021).
The two mediators eventually lead to Operational Risk which is a dependent structure in the model. The conceptualisation of operational risk is a possibility of interruptions, reputational crises, and performance instability due to firm processes, consumer reactions, or the actions of digital platforms. Zalmanson et al., (2022), underscore the fact that the effect of social media on operational exposure is likely to increase as it speeds up the spread of complaints, amplifies mistakes, and introduces uncertainty. Meanwhile, this exposure can be mitigated by brand equity and trust as a protective asset. 
This model is the structural support of the empirical chapters because it outlines the processes via which social media marketing has a bearing on organisational outcomes. Chapter 4 assists in organising evidence, mapping the observations, interview insights, and secondary data on the constructs and pathways that have been identified in the model and facilitating the systematic tracking of causal effects. The framework in Chapter 5 is used as an analytical tool of cross-case synthesis whereby the relationship between brand equity and consumer trust is compared in the eight different contexts to either amplify or mitigate operational risks. This model is not predetermined but is likely to be modified as results indicate further contingencies, modulators, or feedback mechanisms. 
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[bookmark: _Toc220627588]2.5. Literature Review Table
	Chavadi et al., (2023)
	Stimulus-Organism-Response (SOR) and Social Identity Theory
Social Media-Based Brand Community (SMBBC), Brand Trust, Brand Equity and Customer Response 
Quantitative survey  using EFA, CFA and SEM using SPSS/AMOS.
The positive effects of SMBBC on brand trust which has significant effects on all brand equity dimensions therefore results in positive consumer reactions.
The moderating effect of a market type or product involvement has not been explored in depth.
It provides an effective perspective of the ways social-media brand communities create trust and equity. 

	Wei et al., (2023)
	Consumer-Based Brand Equity (CBBE) framework (following Keller) and analyzes the action of social media communication (firm-generated, user-generated, distribution intensity) as stimulus
Social Media Communication dimensions, 
Brand association, Loyalty (emotional) vs perceived quality, and Trust, awareness
Survey using SmartPLS 3.0 structural equation modelling.
Research is during the COVID-19 era, findings might not be applicable outside of crisis periods.
Demonstrates that in disruptive environments (e.g. digital/social media in shifting consumer behaviours) not every dimension of brand equity is going to act in exactly the same way.

	Han et al., (2021)
	Human brand theory, Human celebrities/models
Authenticity of human brand, Attitude formation
Experimental design
Anthropomorphized messages (through human figures as a brand) enhances perceived authenticity.
Does not study the social media community or UGC but celebrity/human model effect; does not consider long-term brand trust.
In the case of Sainsbury, the application of human brand (e.g., influencers) in the social media campaigns may aid the creation of authenticity and constructive consumer sentiments in grocery retailing.

	Kakalejcik et al., (2021)
	Negative word-of-mouth (eWOM) theory and brand sustainability
Negative eWOM intensity/frequency, and the second construct is Brand sustainability 
Data on negative WOM and online reviews are analysed quantitatively
Despite the lower prevalence rate of negative WOM, its effects on the brand reputation are disproportionately high
Fails to explore deep into mitigation strategies (e.g. response of firms).
Identifies social media as the operationally risky aspect (Theme 3): in the case of Sainsbury

	Rodríguez-Ardura et al., (2025)
	Service-Dominant (S-D) Logic and customer engagement theory
Convenience strategies, Personalisation strategies
Mixed-method
Convenience and customization have a positive effect on perceived co-creation opportunities that enhance engagement.
Study concentrated on e-retail (online) - may not be complete when applied to grocery retail with physical stores
The engagement can be achieved through social media strategies that contribute to convenience and personalization,

	Appel et al.,(2022)
	Digital media marketing framework
Interaction with consumer engagement, and quality content
Conceptual analysis
Analyse how digital media platforms influence consumer purchase behaviour
Limited focus on retail analysis
Analyse how social media engagement of Sainsbury can increase sale.

	Dwivedi et al., (2021)
	Technology acceptance model
Ease of use and perceived usefulness
Conceptual review with proposition 
Purchase intention significantly increased by Digital media
Broad scope and conceptual not empirical 
Define how the companies digital content shape shopper decision

	dos Santos Barbosa et al., (2021)
	Theory of consumer engagement
Co-creation,  trust and interaction
Mixed methods
Engagement enhance consumer loyalty and spending
Mainly focus on online retailer
Analyse how engagement mechanism of Sainsbury's link to sales growth


Table 1: Summary table for Literature Review
(Self-created)
The literature review table summarises the major scholarly works on social media marketing, consumer engagement and retail performance, which allows one to compare the themes due to a clear comparison of theories and findings. It also indicates the gaps in the knowledge about how social media activity converts into quantifiable sales results in the supermarket industry. Industries under investigation, methods used and significant weaknesses, including the overdependence on engagement measures as opposed to financial ones, are also spelt out in the table. All in all, it offers a systematic basis through which the research gap and conceptual framework are developed.
[bookmark: _Toc220627589]2.6. Conclusion 
The review of the literature indicates that social media marketing would play a crucial role in improving the sales growth of Sainsbury by improving customer interaction, personalisation, influencer relationships, and user-generated content. It also enhances brand equity and consumer confidence and at the same time forms operational risks by negative consumer behaviour and algorithmic forces. The present research gives a logical perspective to study the potential of adaptive strategies in digital media to capitalize on opportunities, reduce risks, and transform engagement into quantifiable commercial results by adopting the Dynamic Capabilities Theory to further the field of theory and practice.

[bookmark: _Toc220627590]Chapter 3: Research Methodology
[bookmark: _Toc220627591]3.1. Introduction
This chapter will define and rationalise the methodology of research that would be used to meet the research objective of analyzing the effectiveness of the Sainsbury social media marketing strategies in consumer engagement and sales. The methodology is based on the research questions presented in Chapter 1 and provides the philosophical basis, the research approach, the case study strategy, the sampling logic, the data sources, and the method of analysis. The inquiry is based on an interpretivist, inductive, single-case study design that will allow exploring the digital marketing phenomenon on a profound level. The chapter has been organized in such a manner that it has talked about the philosophy of the research, the methodology, the selection of the case, data collection, the methods of data analysis, the quality of the research, the ethical issues, the limitations of the methodology and a conclusion of the chapter.
[bookmark: _Toc220627592]3.2. Research Philosophy, Approach, and Design
The philosophical assumptions of the proposed study are guided by the methodological approach of the Research Onion by Saunders, Lewis and Thornhill (2019) that presents a systematic procedure of matching philosophical beliefs with methodological decisions. 
Research Philosophy
The epistemological foundation upon which this research is grounded is an interpretivist, which was backed by a constructivist ontological viewpoint. The ontology of the study presupposes that the organisational reality, including experiences of consumers, brand interactions, and the efficiency of the social media strategies of Sainsbury, is not impartially determined but is socially constructed. These realities differ by context, consumers and platforms. Interpretivism, in the epistemological perspective, acknowledges that the source of knowledge is situated in the interpretative context of secondary qualitative sources, as opposed to some level of quantifiable, universally generalisable truths (Ikram and Kenayathulla, 2022).
The subject of the study shows why interpretivism is appropriate due to the nature of the phenomena: they are subjective in nature and necessitate such an approach. A positivist approach would be restrictive because it presupposes absolute objectivity, which is not able to reflect the subtleties of online consumer lives. Although pragmatism is also flexible, the interpretivism approach offers a more profound philosophical basis in deriving meaning to the meanings inherent to qualitative secondary data including, industry reports, digital analytics commentary and previous studies (Turyahikayo, 2021).
Research Approach
This research is based on the inductive research approach as opposed to the deductive and abductive research approaches. Through induction, theory can be developed based on patterns observed in the qualitative data and not through the testing of hypotheses. Since the research will use secondary data sources (industry reports, academic literature, market analyses), induction will give the freedom to process themes relating to consumer engagement, marketing practices, and sales performance without being restrained by a fixed set of theoretical propositions (Barroga et al., 2023).
Induction will be particularly helpful in the field of social media studies as online marketing landscapes are changing fast. Instead of having strict theoretical presumptions, the researcher isolates themes and develops ideas based on observed trends in the literature. This will increase the originality of the research since it will enable emergence of novel knowledge regarding Sainsbury digital strategy and customer behaviour.
Research Strategy
The research strategy that is selected is a case study which is in line with the interpretivist and abductive approach. According to Chowdhury and Shil (2021), case study research is a complex investigation into a modern phenomenon in its real-life situation particularly when there is confusion between the phenomenon and the context. This directly applies to this case because, in this context, social media marketing is impossible to discuss outside the larger context of retail forces, competition, or changing consumer demands.
The Sainsbury case study provides one with a rich, contextually contextual analysis of how organisational outcomes are determined by digital engagement strategies. 
[bookmark: _Toc220627593]3.3 Justification for Case Study Methodology
The most suitable methodology of the research is single-case study due to the presence of a research question aimed at finding answers to how and what social media marketing strategies affect consumer engagement and sales increase at the Sainsbury. Lavarda and Bellucci, (2022) contends that this type of questions involves a method that is capable of reflecting a real-world situation, allowing the researcher to study organisational processes that can not be disaggregated to a situation out of context. The single-case design provides a profound, contextualised understanding of the digital marketing approach of Sainsbury, which enables examining processes of content personalisation, consumer interaction patterns, integration of various channels, and performance of the campaigns.
Secondary data enhances the case study since it allows the possibility of access to proven and longitudinal data, including annual reports, industry analysis, digital marketing audit and trusted business press. Though single-case designs are prone to low generalisability, there are cases where they are required to be single-case designs due to the fact that the case is unique, exemplary or revelatory (Safari et al., 2023). Sainsbury can be considered as meeting this requirement since it has been one of the trailblazers of retail in the UK that has experienced considerable digitalisation and can provide a rich platform to investigate how social media has been affecting consumer behaviour and company performance.
[bookmark: _Toc220627594]3.4. Case Selection and Sampling Strategy
Study Logic (Purposive-Theoretical Sampling)
The case-study methodology is adopted in this study, and purposive (theoretical) sampling is implemented. In comparison with probability sampling that is applied in making statistical generalisation, purposive sampling permits analytical generalisation in which the information in the chosen case is used in theorising (Tajik et al., 2024). The case has been selected specifically due to the fact that it offers the most valuable prospect to explore the phenomenon, social media marketing in UK grocery retail, at a high level of depth and relevance.
Case Selection Criteria
Relevancy: The case has to have an organisation that has adopted social media marketing strategies directly related to consumer behaviour, brand engagement and sales performance. Sainsbury has implemented multi-platform social media (Facebook, Instagram, Tik Tok, X), which has rendered it appropriate.
Information Richness: There is a substantial amount of credible secondary data such as the digital campaign reports, annual statements, marketing audits, OFCOM insights as well as retail industry publications (Wolniak et al., 2024).
Currency: The digital transformation and social media campaigns by Sainsbury have been boosted during the past 5-7 years and this has made it remain relevant as per the times.
Credibility of Sources: The information is based on credible sources which are independent and verify the validity.
Uniqueness: Being among the best retailers in the UK as well as highly innovative in the digital space (e.g., Nectar360, personalised offers), Sainsbury, in its turn, is a strategically important and theoretically rich example.
Justification of Single-Case Selection 
The justification of the single case is because it is exemplary in the UK retail industry and has an enriched digital transformation process. The environment of Sainsbury is a perfect place to explore advanced mechanisms that connect social media marketing to sales growth, which would provide an understanding of those practices that can be implemented in the retail scenario (Lavarda and Bellucci, 2022). The richness and depth of the available secondary data, as well as Sainsbury's strategic value, make it an analytically strong case to derive theory-building and contextual insight.
Item	Detail 
Case 	 Sainsbury’s
Industry 	 UK Retail (Supermarket / Grocery Retail)
Firm size	Large enterprise - more than 152,000 employees and thousands of shops in the country.
Geography 	United Kingdom (national focus)
Key focus 	The impact of social media marketing on consumer activity and increased sales at Sainsbury.
Primary data sources	Annual reports and corporate publications, press releases, industry reports (IGD, Statista, Mintel), trustworthy business media, academic research and publicly available social media analytics of Sainsbury.

Table 2: Case Study Summary Table 
(Self-created)
[bookmark: _Toc220627595]3.5. Data Sources and Data Collection
The research employs secondary qualitative data which is gathered systematically using various credible categories so as to achieve depth and triangulation.
Actions of Secondary Data Sources
According to vendor case studies and white papers (e.g., Adobe, Gartner), a specific description of digital marketing technologies applied by retailers can be found. Their advantages are that they are proved in quantitative results and process descriptions, and might be biased towards positive results (Wagner and Cozmiuc, 2022).
Investor presentations and annual reports provide longitudinal and audited financial and strategic reports. They may be authoritative, but they do not specify how.
The campaigns and the performance of Sainsbury in the market are independently analysed by business press and trade magazines like the Financial Times, Retail Gazette, Marketing Week, and Bloomberg. These sources provide essential insights which are however depth differentiated.
Industry hubs and trends are available through market research and reports of analysts (Statista, Mintel, ONS, Kantar, Gartner). They however tend to provide aggregated data which is not case specific (Wagner, R. and Cozmiuc, D., 2022).
The websites of companies, press releases, and social media channels are the sources of current information about digital campaigns, involvement rates among consumers, and the conversation about the brand. Their weakness is the self-presentation bias.
Procedure of Data Collection 
The search was structured using Google scholar, company archives, Statista, Mintel, industry publications and social media analytics platforms to collect data. Digital data matrix was used to organise sources in chronological and thematic order. The documents were assessed in terms of credibility, relevance and recency. There was triangulation between independent sources that promoted accuracy and minimised bias. The data was coded and categorised in order to facilitate within-case and cross-source interpretation.
[bookmark: _Toc220627596]3.6. Data Analysis Approach
Analysis Framework
The data was analyzed through an organized, inductive thematic approach with the help of the conceptual framework designed in Chapter 2. Although having a theoretical foundation, the approach was receptive to emergent trends in line with the inductive reasoning. This will be similar to other methods like thematic coding and case pattern identification.
Within-Case Analysis
The analysis of each dataset of Sainsbury was performed independently to build a detailed account of its social media practices. Data on annual reports, campaign analytics, press coverage and market data was synthesised to develop a holistic picture. Triangulation enhanced credibility because claims were compared across different sources that were independent of each other (Donkoh and Mensah, 2023). Themes were created repeatedly and similarities in terms of branding, engagement patterns, and sales influences were found.
Cross-Source Analysis
Even though only one case was taken, the similarities between the themes across different categories (company data, press, market research) were described using cross-source comparisons. Such a method allowed the identification of consumer engagement stimulating mechanisms, the effectiveness of platforms, and the effects of digital campaigns. Chapter 5 is based on these synthesised findings.
[bookmark: _Toc220627597]3.7. Research Quality and Rigour
To establish the quality of research in qualitative case study research design, it is necessary to prove construct validity, internal validity, external validity, and reliability (Cole, 2024). Triangulation was used to establish construct validity, with several independent sources of data (annual reports, industry analyses, academic literature and business-press evaluations) being cross-examined to determine consistency. The constructs based on the conceptual framework (ex: consumer trust, brand equity, social media marketing) were clearly defined, which made the analysis process understandable and correct.
Through systematic thematic analysis with the conceptual framework constructed in Chapter 2 helped with strengthening internal validity -analytical rigour. The iterative coding, constant comparison, and logical pattern matching were used to relate evidence to emerging themes in a transparent manner. This made the conclusions based on the documented evidence and not subjective interpretation.
External validity for case studies deals with the analytic but not statistical generalisability (Averitt et al., 2021). This study has provided clear boundary conditions by defining Sainsbury as a theoretically important case in the UK retail business. The theoretical understandings were made in a manner that was transferable to related retailing situations that were experiencing digital transformation.
A precise audit trail was maintained to provide reliability through making well-documented search strategies, selection criteria used to include or exclude cases, and procedures used to analyze them. Such transparency allows the researcher to trace, and possibly duplicate, the methodological procedure in the future.
[bookmark: _Toc220627598]3.8. Ethical Considerations
Even though the research will be based entirely on secondary data, it would still need to practice ethical integrity. Any data employed in the study, such as corporate publications, market reports, industry analysis, and publicly available social media analytics, was accessed in open sources, and the issue of informed consent and confidentiality could be disregarded. The right attribution has been ensured all the way through, all of the outside ideas, data and interpretations have been properly referenced and thus will not plagiarize and will be intellectually honest (Cheong et al., 2023).
Research was also keen on accuracy and integrity by not being selective in reporting and also cross-checking claims on independent sources. The organisational sensitivity was pursued because the presentation of findings concerning Sainsbury was balanced, evidence-based with no misrepresentation, exaggeration, and reputational damage.
The research also fulfills the requirements of the ethical standards of the University, such as the principles of responsible scholarship, transparency, and respect toward the ownership of data. Institutional clearance was accorded to the research where necessary in line with the expectation of the Research Ethics Committee.
[bookmark: _Toc220627599]3.9. Chapter Summary
This chapter outlined the methodological approach adopted by the study such as the philosophy of the study, philosophy of inductivism and single-case study design that was based on Sainsbury. It defended purposive sampling, described how secondary data were collected, and the thematic approach of analytical process applied to explain findings. Quality of research, ethical protection and restriction were also considered to achieve transparency and rigour. These methodological decisions, taken together, offer the strong basis of the analysis of the results offered in Chapter 4.


[bookmark: _Toc220627600]4. Chapter 4: Findings
[bookmark: _Toc220427311][bookmark: _Toc220627601]4.1. Introduction
In this chapter, the author presents actual data as a result of an in-depth analysis of secondary data. Researchers contrast the use of social media by the UK grocery outlets to communicate with customers and increase sales, particularly in how Sainsbury's does it in comparison to others. Based on such public materials as company reports, financial statements, industry research and credible business articles, they create a complete image of the connection between spending on social media marketing and actual business performance in the UK retail market.
There are three distinct case studies in the chapter which examine the effectiveness of good social media marketing to UK grocery stores. Case Study 1 is the analysis supermarket giant Sainsbury and its performance on social media, its approach on each platform and how this corresponds to market share. Case Study 2 examines the shift in retail media, which compares the factual platforms of advertising constructed by Tesco. The Case Study 3 analyses Instagram posts and compares the visual marketing strategy of ASDA. Collectively, these studies provide a vivid picture of how social media marketing can provide a competitive advantage and increase sales in the challenging UK grocery market, and that is what we desire to know with regard to Sainsbury's sales growth.
[bookmark: _Toc220427312][bookmark: _Toc220627602]4.2. Case Study 1: Social Media Engagement Performance Across UK Supermarket Giant: Sainsbury
Introduction and Background.
The UK grocery retail business is highly competitive. The key players are Tesco, Sainsbury, ASDA, and Morrisons. They are all on social media to enable their brands to reach their customers and increase sales. Social media is no longer an additional communication tool, and it is an important component of marketing that facilitates individuals in making purchasing decisions and influences the successful performance of companies (Bartoloni and Ancillai, 2024). By the year 2024, all the supermarkets were active on most social media sites. It demonstrates the significance of digital interaction with the perception of people towards a brand and purchasing behaviour (Dwivedi et al., 2021). Although they operate on the same platforms, the outcomes of interaction vary significantly, which indicates that the strategy is more important than the number of followers.

The Strategic Opportunity and the Challenge.
The key challenge to UK supermarkets is making social media presence a reality and generating sales. The number of followers is not a sufficient way to demonstrate the actual customer reactions. The quality of engagement is more of an indicator of brand value and loyalty (Zia et al., 2022). This is more difficult in the face of cheaper shops, such as Morrisons and Lidl, since such smaller brands get increased attention than they would otherwise receive (Nyagadza, 2022). Therefore, the opportunity for supermarkets is to find the correct content and platform strategies that transform the interaction into visits to the store, larger bags, and returning customers.
Methods and Strategies.
Sainsbury was accustomed to emphasising posts on recipes, community, and sustainability. Their participation was minimal, and hence they shifted. They are now relying on influencer partners and short videos. This shift is aligned with the pieces of evidence that platform-specific interactive content performs better (Rodriguez-Ardura et al., 2025).
Sainsbury's developed Nectar360 to leverage its Nectar loyalty base. It has been more cautious, however. Sainsbury does not monetise the advertising revenue of third parties, but it relies on data to offer customers tailored deals. The Nectar Prices programme applies purchase history and social media to offer customised discounts. It has been discovered that custom-made digital messages enhance interaction and purchase. The Sainsbury system is not as developed as that of Tesco, yet they prioritise keeping customers, relevance and trust (Zia et al., 2022). 
The posts of Sainsbury are more business-like and primarily display new products, seasonal advertisements and environmental messages. Although they do not seem bad, they are not necessarily prepared to fit the Instagram requirement of lifestyle and fun content, hence not many people comment and share (Liadeli et al., 2023). In the recent past, they have experimented with influencers and short videos, demonstrating that they are learning, but with mixed outcomes.
Outcomes and Key Findings
It has been broken down to indicate that the number of followers is not correlated with the effectiveness of engagement or with sales. Value campaigns and retailers at a low price provide more engagement, and that is where relevance and innovative content are important (Singh et al., 2023). Their non-engagement with Sainsbury was because it was difficult to distinguish. Having changed strategy, they added loyalty and culturally targeted campaigns to boost their share, which they had by mid-2024.
Sainsbury is more customer-oriented in its results, yet business-worthy. Nectar Prices drove online usage, the frequency and size of shoppers' visits, and the market share improved by mid-2024  (Liadeli et al., 2023). This demonstrates that individualised promotions can stir instant and repeat purchases. Nonetheless, the retail media income of Sainsbury compares poorly to that of Tesco, with a trade-off between advertiser revenue and customer attention (Singh et al., 2023). 
Considering either of the platforms, Facebook continues to be a good one among the elderly supermarket shoppers. Younger and lifestyle-oriented customers allow much more engagement on Instagram and TikTok (Homburg and Wielgos, 2022). On the whole, the research proves that the efficiency of engagement, rather than its audience size, is a more appropriate metric of how effectively social media marketing is conducted by a given company and how it impacts the business.
[bookmark: _Toc220427313][bookmark: _Toc220627603]4.3. Case Study 2: Retail Media Evolution – Tesco
Introduction and Background.  
Retail media consists of getting revenue out of in-store-owned digital platforms and customer data. It assists the UK supermarkets to leverage social media marketing, loyalty information and online applications in order to affect purchasing choices and generate additional revenues (Rodríguez-Ardura et al., 2025). In the UK, Tesco and Sainsbury are the most proficient at it. These are loyalty programs known as Clubcard and Nectar. Tesco has invested previously and now leads the pack, whereas Sainsbury has started to pay more attention to the application of loyalty data to personalisation.  
Strategic Challenge and Opportunity.  
Tesco should transform their loyalty programmes beyond being an expensive discount instrument into an appealing, information-based advertising platform. Grocery stores have a low profit margin, and thus, additional revenue through retail media comes in handy. It also increases the relevance of advertising to the customer (Bartoloni and Ancillai, 2024). Since the third-party advertisements are less efficient and there are privacy regulations to restrict them, first-party data will be more valuable. The retail media needs to strike a balance between earning money for advertisers and maintaining the trust of the customers (Dwivedi et al., 2021).  
Methodologies and Applications.  
The Clubcard data was the first to be used in the Tesco Media and Insight platform. This allows it to display specific advertisements on its digital platforms and social media. The system monitors the way the digital advertisements result in in-store and online purchases. Research reveals that powerful digital marketing is beneficial for business performance. The combination of large size, extensive data and real-time analysis assumes that Tesco retail media is a commercial success as well as a strategic asset (Homburg and Wielgos, 2022).  
The approach of Tesco demonstrates its position as a market leader and a good data system. On the Tesco Media and Insight platform, the Clubcard data is integrated with target social media advertising, where large-scale campaigns can be made (Kumar et al., 2017). However, despite the large number of followers, Tesco is barely engaged, which means that it does not always work well with simple scaling up (Liadeli et al., 2023).
Findings and Comparative Results.  
The Tesco retail media has been a large portion of its profit. The demonstration of effective returns to advertisers has ensured increased utilisation of media inventory in Tesco by more buyers. This demonstrates the ability to integrate loyalty data with digital advertising to increase sales and engagement (Kumar et al., 2017).  
All in all, the analysis demonstrates that the first-mover's advantage, technology money and scale are great influencing factors of the success of retail media. Tesco dominates in the amount of money raised and technological advancement, whereas Sainsbury demonstrates how loyalty-based social media can increase sales even with the unfulfilled possibilities of raising revenues.
[bookmark: _Toc220427314][bookmark: _Toc220627604]4.4. Case Study 3: Instagram Content Strategy – ASDA
Introduction and Context
Instagram currently plays a crucial role in the UK grocery stores and, in particular, in contacting the younger generation with pictures and videos. The platform is dedicated to appearance, articles, and short videos that allow supermarkets to market not only products but also build the desired image of the brand (Bartoloni et al., 2024). ASDA and Sainsbury both target the middle-market customers, yet they employ different Instagram strategies to reach their general brand concepts with highly dissimilar outcomes.
Strategic Challenge and Opportunity.
The major issue with grocery stores on Instagram is that food items are viewed as neither exciting nor banal products. Supermarkets must make ordinary things seem interesting in pictures and have a combination of advertising, fun, and honesty, unlike clothes or makeup brands (Dwivedi et al., 2021). Nevertheless, the interaction and fame of Instagram among the young population present a good opportunity to create a memorable brand and influence purchasing decisions (Hanaysha et al., 2024).
Strategies and Implementation.
The Instagram appearance of ASDA is very effectively developed based on the images of food that appear like those of a fancy restaurant. On their posts, they combine the images of fancy meals and the information that their food is affordable, which proves that you can eat cheaply but healthily. They also resort to the video reels, behind-the-scenes videos, customer posts, and charity campaigns, all of them producing a consistent and appealing brand impression (Kim et al., 2021). The friendly and family tone of conversation makes the posts seem real and forms an emotional connection.
ASDA employs the visual Instagram strategy. They present inspirational images of food and low-cost advertisements. They also incorporate user postings and employee narratives, which contribute to the brand becoming more lifelike and create more emotional attachment (Chowdhury et al., 2024). Despite having fewer followers, Morrisons continues to enjoy great interaction by talking about value, product origin, and local stories.
Outcomes and Implications
The posts of ASDA on Instagram get more engagement per follower, which leads to the brand being more liked and taken into account, in particular by young shoppers (Nyagadza et al., 2023). This assists the brand in contrast to the low-priced and ordinary rivals, which show that low-cost food may be good. The performance of Sainsbury is also improved, but still worse than that of ASDA, which indicates that the issue is not professionalism but a lack of consistency (Kumar et al., 2022).
[bookmark: _heading=h.d06bqzivkjdr]On the whole, this analysis indicates that grocery stores should have good photos, content created exclusively on Instagram, and authentic interaction with followers to become successful on the platform. In the case of Sainsbury's, aspirational content and a consistent appearance are a massive opportunity to increase sales on social media.
[bookmark: _Toc220427315][bookmark: _Toc220627605]4.5 Case Study 4: TikTok Marketing and Customer Interaction at Morrisons
Introduction and Context  
TikTok has become a substantial social media platform in the UK grocery market, particularly among young shoppers. Its short videos allow brands to get the attention of people through creative, fun clips rather than the usual advertisements. Morrisons is integrating TikTok as a significant component in its online marketing strategy to ensure that the brand becomes more prominent and to reach people who have gone online (Bartoloni and Ancillai, 2024).
Strategic Approach
The TikTok strategy of Morrisons is based on authentic, hilarious and participation in viral trends. Its branding includes big music, behind-the-scenes, staff, and discusses local farms and British-produced products. This will see Morrisons appear as a friendly and community-oriented business and not a mere selling business. Morrisons will receive more organic exposure and posts that are culturally relevant, which will not require a lot of advertising.
Findings and Outcomes
The statistics indicate that Morrisons receives much attention on TikTok. Many views, likes, and shares are posted on their videos. The narration of British farmers, local suppliers and cooking touches the hearts of the people, as well as creates a difference between Morrisons and its Market Street and fresh food concepts. According to other researchers, entertaining social media posts make people feel better about a brand and about their intentions to purchase, even non-selling posts (Dwivedi et al., 2021).
Brand Development and Sales Conclusions.
Despite the fact that there is no sale in TikTok activity, it creates brand awareness, makes people consider making a purchase, and develops a long-term interest in buying, particularly among young shoppers. The approach of Morrisons helps the brand to remain in the minds of the people, create trust, and influence future shopping behaviour, both in-store and online purchases. Summing up, TikTok is a valuable component of Morrisons' overall-channel marketing that allows building more relationships with customers and reaching beyond the conventional advertisements.
[bookmark: _Toc220427316][bookmark: _Toc220627606]4.6 Comparative Synthesis and Data Source
In all three case studies, a definite trend is evident, and that is social media in UK grocery stores works better when used strategically, when the content is good, and when the business is able to use data effectively. As Case Study 1 demonstrated, the quality of engagement of people is more important in sales than the number of followers a page has. It was demonstrated in Case Study 2 that Tesco had an advantage since it invested in retail media early and used its data, thus doing better than Sainsbury. As revealed in Case Study 3, personalised posts on Instagram modify the perception of brands and the ways in which individuals interact. The researchers rely on credible information from company reports, press releases, financial news, market research and scholarly articles; hence, they are dependable and scholarly.



[bookmark: _Toc220427317][bookmark: _Toc220627607]4.7 Cross-Case Analysis: Challenges, Opportunities, Solutions and Outcomes
This section considers the key issues that the UK grocery stores encounter in using social media marketing, a good opportunity as they perceived, the corrective measures they attempted with and the outcomes. The four case studies the review uses provide clear tips on good social media marketing in a stiff competition.
Table: Cross-Case Synthesis of Social Media Marketing Challenges and Solutions
Source: Author
	Case Study
	Key Challenges
	Strategic Opportunities
	Solutions Implemented
	Measured Outcomes
	Implementation Factors

	Sainsbury's (Social Media Engagement)
	• Lower engagement rates vs competitors
• Large follower base not translating to sales
• Corporate messaging lacked authenticity
• Difficulty competing with discount retailers
	• Leverage 18M+ Nectar loyalty members
• Personalize offers through data analytics
• Target value-conscious shoppers
• Integrate online and offline experiences
	• Launched Nectar Prices programme
• Introduced influencer partnerships
• Shifted to interactive content (polls, reels)
• Focused on value messaging in campaigns
	• Market share grew to 16% by July 2024
• Increased online usage and frequency
• Higher basket sizes from targeted offers
• Improved digital customer engagement
	• Strong data integration infrastructure
• Clear privacy governance frameworks
• Cross-functional team coordination
• Sustained investment in digital capabilities

	Tesco (Retail Media Evolution)
	• Low profit margins in grocery retail
• High follower count but lower engagement
• Underutilizing Clubcard data potential
• Need for additional revenue streams
	• Monetize first-party Clubcard data
• Create advertising platform for brands
• Leverage market leadership position
• Build retail media as profit center
	• Developed Tesco Media and Insight platform
• Integrated Clubcard data with ad targeting
• Offered programmatic advertising solutions
• Built real-time analytics dashboard
	• Significant retail media revenue generation
• Strong advertiser demand and ROI
• Maintained 34.9% online market dominance
• Lower organic engagement rates
	• First-mover advantage in retail media
• Substantial technology investment
• Scale advantages from market position
• Trade-off between ads and engagement

	ASDA (Instagram Content Strategy)
	• Making grocery shopping appear aspirational
• Smaller follower base than competitors
• Need to differentiate from discount brands
• Engaging younger demographic segments
	• Leverage Instagram's visual platform
• Create aspirational food content
• Balance affordability with quality perception
• Build authentic brand connections
	• Restaurant-quality food photography
• Video reels with recipe inspiration
• User-generated content campaigns
• Behind-the-scenes and employee stories
	• Higher engagement per follower than rivals
• Increased brand likeability and consideration
• Stronger appeal to younger shoppers
• Differentiated from discount competitors
	• Platform-appropriate content strategy
• Consistent visual brand identity
• Authentic storytelling approach
• Focus on quality over quantity

	Morrisons (TikTok Marketing)
	• Limited reach among younger consumers
• Traditional brand perception
• Need to build digital-native connections
• Competing with more digitally-savvy rivals
	• Access Gen Z and Millennial shoppers
• Leverage TikTok's entertainment format
• Highlight British sourcing credentials
• Build brand awareness cost-effectively
	• Authentic, entertaining short-form videos
• Participation in viral trends and challenges
• Market Street and fresh food storytelling
• Employee and farmer spotlights
	• Significant views, likes, and shares
• Enhanced brand awareness among youth
• Positive brand associations with freshness
• Organic reach expansion through sharing
	• Platform-native content approach
• Authenticity over production quality
• Quick adaptation to trending formats
• Focus on entertainment value




The table demonstrates the way four UK retailers make use of social media to address marketing issues and achieve outcomes. Sainsbury has transformed engagement to sales based on data-driven personalisation and connection of loyalty programs, which enabled it to increase its market share and basket size. Tesco made revenue on the Clubcard information via a retail media platform, retaining dominance yet losing some interaction. ASDA shared aspirational Instagram and actual stories to attract younger shoppers and make the brand more relatable. TikTok fun, real formats helped Morrisons to reach Gen Z and transform its image from old. Simply stated, the secret of success should be good data, relevant content to each platform, authenticity, and consistent digital investment.
[bookmark: _Toc220427318][bookmark: _Toc220627608]4.8 Chapter Summary
Researchers have examined four case studies that compare the impact of social media marketing on the sales of the large UK-based grocery stores, particularly Sainsbury's. The findings indicate the way social media contributes to the expansion of Sainsbury's.
Researchers discovered that Sainsbury was previously receiving fewer social media involvement than its competitors, such as ASDA and Morrisons. However, the adjustments they made enabled them to gain a greater market share, reaching 16% as of July 2024. The retail media is of great significance. Tesco was on top since it invested early enough; however, Sainsbury's Nectar Prices program was utilising loyalty data effectively and increased its digital customer base. Instagram posts by ASDA were more aspirational, whereas Sainsbury's posts remained more sales-oriented, which earned them fewer likes.
To conclude, the sales made can be significantly influenced by social media; in the case of good content, the utilisation of the data, and the investment is maintained at the same level.




[bookmark: _Toc220427319][bookmark: _Toc220627609]Chapter 5: Discussion and Analysis
[bookmark: _Toc220427320][bookmark: _Toc220627610]5.1 Purpose and Positioning
The chapter examines the results of Chapter 4 of the case study, considering Chapter 2 theory. In Chapter 4, there was elaborate evidence from the UK grocery retailers such as Sainsbury, Tesco, ASDA, and Morrisons. This is where authors mix such evidence to form clearer theoretical concepts and actual understanding. Rather than merely repackaging each case, researcher looked at the trends that demonstrate the impact of social media marketing on retail sales. They want general insights regarding digital interaction, the utility of platforms and business performance.  
Authors remain analytical and not repetitive of the details of cases. Themes that researchers identify allow them to have a better understanding of digital engagement. The mention of each theme is correlated with the concepts of Chapter 2, particularly Relationship Marketing Theory (RMT) and the model connecting social media marketing, brand equity, consumer trust, and operational risk. This framework will allow researchers to streamline theory and remain pertinent to our intended research purpose, which is to research the role of social media marketing in enhancing Sainsbury's sales.
[bookmark: _Toc220427321][bookmark: _Toc220627611]5.2 Analytical Framework and Logic
It is analysed using the Relationship Marketing Theory that emphasises establishing enduring, value-forming relationships between the customer and the brands (Haris, 2025). As mentioned in Chapter 2, RMT provides a good foundation for the understanding of how online interaction influences consumer attitudes, particularly when it comes to repeat purchasing and loyalty.  
Researchers consider social media marketing as the primary driver, where brand equity and consumer trust are the intermediate steps that ultimately influence the operational risk and performance of the business.  
Three major themes of Chapter 2 are engagement and personalisation as sales drivers, then comes the role of social media in creating brand equity and trust, and lastly operational risk of negative consumer response are used to structure the chapter. On each theme, authors begin with pertinent literature, present combined evidence in Chapter 4, compare and contrast to find similarities and differences, and make explicit conclusions that can be used to explain under what circumstances the effects are manifested and how they can be accomplished.
[bookmark: _Toc220427322][bookmark: _Toc220627612]5.3 Cross-Case Synthesis: Comparing and Contrasting with Literature
[bookmark: _Toc220427323][bookmark: _Toc220627613]5.3.1 Theme 1: Positive Impact of Social media on Engagement Quality and Personalisation on Sales Growth 
The literature on customer engagement and the Resource-Based View indicates that authentic online communications and customised content make customers feel connected and purchase more (Wan Mahamad et al., 2024). According to Rodríguez-Ardura et al. (2025) behaviour is weighted, and custom advice scores are associated with increased sales, although privacy concerns, exhaustion of excessive personalisation and regulations restrict the extent of this. The cross-case data provide explicit support to the notion that the quality of engagement can be viewed as more important than the quantity of followers (Bhattacharya et al., 2025). Sainsbury had a large number of followers with a low level of engagement. Their Nectar Prices program leveraged the loyalty information to tailor the offers, a move that saw their online adoption reach 16 per cent share by mid-2024. Tesco utilised the Clubcard information to target social advertisements. The engagement per follower in ASDA and Morrisons was high due to real posts on Instagram and TikTok targeting young individuals. Good data integration and mature platforms on the part of the retailers made personalisation effective. The ones that had integrated loyalty systems performed well compared to those with disintegrated ancient systems. Various platforms targeted different audiences, and fun content was more successful than the sales messages on TikTok and Instagram. To summarise, personalisation increases sales and loyalty provided that information has been consolidated, and regulations are complied with, but different platforms require their own approach.
In addition to engagement metrics, research indicates that with smaller details (such as the tone of comments, the frequency of sharing, and the depth of discussions) being looked at, it is even more predictive of what people will do (Liadeli et al., 2023). By placing more importance on interesting acts, researchers observe that individuals are more likely to trust the brand, and it appears more in search results. These indicators enhance the visibility of the algorithms and strengthen the brand salience within competitive retailing settings.  
Personalisation based on the information you provide is an asset that is considered a strategic tool. It is difficult to imitate and unique, which can provide a brand with an advantage (Rodriguez-Ardura et al., 2025). However, excessive personalisation may stir up some privacy concerns and cause individuals to be fed up with algorithms, reducing their trust and engagement (Wan Mahamad et al., 2024). This is because the key to long-term digital relationships lies in the balancing of relevancy, transparency and user control. 
[bookmark: _Toc220427324][bookmark: _Toc220627614]5.3.2 Theme 2: Strategic Role of Social Media in Strengthening Brand Equity and Consumer Trust
Old brand equity theories indicate that you must retain the same messages and manipulate what people have to think of the brand (Qorbani et al., 2021). Recent studies indicate that individuals form meaning for themselves, and trust is exchanged in social media (Wei et al., 2023). Social media, studies indicate, has a lot to explain brand trust, but studies which just take a snapshot, or are just people providing you with what they consider, cannot prove cause and effect, and then people debate whether authentic content is better or professional content is better (Salhab et al., 2023). Results provided in the case studies are useful, but mixed. ASDA combined the catchy images with value messages to reach young shoppers at the emotional level (Han et al., 2021). The authenticity of TikTok posts of Morrisons helped the brand appear quite friendly and reliable. Sainsbury had less engagement with the content that was more product-oriented. Tesco concentrated on earning through retail media, which damaged its actual interaction, although it was the largest player. These outcomes partially affirm the ageing theory and also demonstrate that when people are involved in companies, they lose control. Sincere, real posts are more effective than edited corporate posts, and one can be more trusted by being authentic, which can be more valuable in grocery stores. The emphasis on money over engagement at Tesco indicates that there is a trade-off that theory failed to consider: excess commercial content may destroy actual trust and engagement.
Recent research indicates that trust on social media is more likely to be developed when it comes to friends, influencers, and posts of users, not only the company messages (Wei et al., 2023). This participatory trend is shaking the outdated concepts of top-down branding and pushing the principle of community management and collective storytelling in stores.  Authenticity and transparency that are perceived matter to trust and brand attachment, particularly among younger customers who are not convinced by overtly promotional content (Han et al., 2021). Loyalty and the willingness to pay also depend on the social media brand equity, and there is a necessity for emotional appeal and functional deals (Salhab et al., 2023). Retailers thus have to weigh between a recognisable corporate image and active involvement that reinforces the relationships in digital settings.  

[bookmark: _Toc220427325][bookmark: _Toc220627615]5.3.3 Theme 3: Operational Risk and Negative Consumer Behaviour Triggered by Social Media Dynamics
An important source of operational risk is social media, since negative word-of-mouth may propagate rapidly and extensively, particularly when algorithms promote posts with emotional content (Kakalejcik et al., 2021). This is in contrast with conventional complaint lines, where a firm is free to control what is being said and is open to the world via social media, and even minor issues become huge reputation disasters (Lim et al., 2025).  Research indicates that negative ratings and feedback can have a significant impact on purchasing behaviour, and grocery stores with negative satisfaction may suffer fire in the future (Tyrvainen and Karjaluoto, 2022).  
There were not many signs of actual risk in the examples that authors considered, since secondary data focuses on success  (Xiayu, 2024).  Reputational losses can be reduced through investment in advanced systems of monitoring and response by large-scale retailers such as Tesco and Sainsbury as part of digital transformation. Smaller rivals such as Morrisons rely on genuine and natural posts that can create goodwill and cushion against adverse feelings.  Since researchers have no long-term behavioural data, researchers cannot conclude on the long-term negative online buzz on sales.  In these findings, there are gaps that are partially consistent with the theory. Structural vulnerability is mentioned as a theory, but in the case of the cases, the digital maturity and tech skills can alter the scale of risk.  Future studies ought to employ primary information, experiments, and longitudinal studies to comprehend the routine outcome of digital negativity on business outside crises to enhance service recovery and digital risk management in retail.
[bookmark: _Toc220427326][bookmark: _Toc220627616]5.4 Integration to Conceptual Model or Propositions
Going back to the model in Chapter 2, the evidence in the cross-case evidence confirms some of the key links and implies some modifications.  It is clearly supported that social media marketing positively affects brand equity, particularly in ASDA and Morrisons, where genuine, platform-fit posts develop brand perception and emotional attachments.  It has also been evidenced that more engagement increases market share (Sainsbury Nectar Prices) and purchase consideration (The Instagram strategy by ASDA), which confirms the mediating role of brand equity.  Nevertheless, authors should make adjustments to the model.  
To begin with, the relationship between social media marketing and consumer trust relies on the perception of authenticity of the platform and the data management. Confidence is built in the sphere of personalisation that respects privacy and is not merely corporate.  Second, data integration is an important moderator which should be included. Personalisation is more effective in situations where the loyalty systems are connected and the technology infrastructure is developed.  
Third, Tesco's experience demonstrated that retail media income may divert the focus from organic relationship building. Researchers introduce feedback into it, to which commercial interests can be incompatible with long-term trust. The new equation is: Social Media Marketing (under the influence of the platform fit and content authenticity) into Brand Equity and Consumer Trust (under the influence of data integration and the transparency of governance) into Business Performance, which is negatively affected by retail media monetisation. The empirical backing of the operational risk aspect was not very strong; hence, more studies should be conducted on routine negative content management as opposed to crises.
[bookmark: _Toc220427327][bookmark: _Toc220627617]5.5 Robustness Considerations
These inferences are based on secondary data in the form of reports by the companies, financial statements, industry analyses, and news articles. That may lead to bias, whereby companies will exaggerate success and conceal failures. The absence of control experiments or counterfactual data leads us to be unable to make a strong cause-and-effect statement (Kivilathi, 2022). The observed links could be attributed to other factors, such as total digital transformation, pricing, or the situation in the UK retail sector.  
The triangulation of sources assists, e.g. the increase in market share of Sainsbury is presented in financial statements, industry research and press releases, and this adds confidence in the Nectar Prices programme. Nevertheless, the level of platform activity is not validated separately, which reduces credibility. The experimental or quasi-experimental designs should be employed in future works to isolate the actual effect of social media strategies.
[bookmark: _Toc220427328][bookmark: _Toc220627618]5.6 Practical Synthesis
The cross-case analysis offers five key insights that managers should be aware of. Retailers ought to aim for the quality of interaction rather than increasing the number of followers since actual interactions are more likely to increase sales. Due to privacy regulations, combining loyalty data with social media targeting enhances conversions. The content is supposed to correspond to the audience of each platform, and, in particular, youngsters on TikTok and Instagram. The revenues that money makes out of retail media need to be countered by authentic interaction to retain trust. Lastly, it is necessary to invest in data integration, as personalisation can only be effective when social platforms, loyalty programs, and transaction data are connected.
[bookmark: _Toc220427329][bookmark: _Toc220627619]5.7 Chapter Summary
This chapter compared actual data to theories and demonstrated that social media primarily improves sales by personalising data and by using real content. The main theory aspects are: the quality of engagement is better than the number of followers, authenticity needs to suit each medium, data integration is a good thing, and a trade-off between media revenue and consumer trust. The findings generalise Relationship Marketing Theory and challenge ancient brand-equity concepts by demonstrating that individuals co-create meaning through the Internet. Although there is little literature on the management of operational risk, further studies are required. These observations are in line with practical and theoretical points in Chapter 6.
[bookmark: _Toc220427330][bookmark: _Toc220627620]Chapter 6: Conclusion 
[bookmark: _Toc220427331][bookmark: _Toc220627621]6.1 Introduction
This chapter concludes the research by clarifying the implications of the research to both theory and managers, as well as its constraints, and recommendations for future research. Using the information of other grocery stores in the UK, the study examined the influence of social media marketing on the sales of Sainsbury's. Chapter 4 presented the results of four case studies, and Chapter 5 paralleled the case studies with the theory developed in Chapter 2. In this last book, researchers bring the contributions to theory and practice together, identify the boundaries of our methods, and propose a way forward for research on social media marketing in retail. 
[bookmark: _Toc220427332][bookmark: _Toc220627622]6.2 Brief Summary of Key Findings
The comparison of all four cases demonstrates a few evident concepts that concur with what the literature reveals about social media marketing and sales at the retail level. To begin with, the level of customer communication is always a more accurate forecast of sales than the number of followers. The more replies, likes, shares, or comments per follower stores receive, the larger their market share percentage grows, despite having a lower number of followers in general. Second, the personalisation of offers with the help of data helps to transform the information offered by the loyalty programs into actual growth of sales. Indicatively, Nectar Prices by Sainsbury boosted market share to 16,000 per cent, and Tesco's retail media platform generated a lot of advertising income for advertisers. Third, the content that suits the style of the platform makes a significant difference. Instagram and TikTok posts that sound real and have fun content go viral among younger consumers, but straightforward sales messages are not as effective there. Fourth, the revenue that stores receive by advertising through their social channels can decrease the extent of natural engagement by customers, as observed in the case of Tesco, which has less engagement despite being the market leader. Lastly, the effectiveness of the personalisation process is also determined by the maturity of the technical system of the store; it requires a strong relationship between the social media platform and the loyalty system, as well as the transaction data.  
[bookmark: _Toc220427333][bookmark: _Toc220627623]6.3 Theoretical Implications
Contribution 1: Extending Relationship Marketing Theory in Digital Retail Contexts
This paper demonstrates that online relationship-building in grocery stores should be more connected with being real and properly keeping the information instead of repeating the same message over and over again (Haris, 2025). RMT explains that you must create value jointly to retain the customers, but this study has discovered that the manner in which the relationship functions vary with the platform and nature of products. The emotional appeal on Instagram by the real stories posted by ASDA and the entertaining TikTok videos by Morrisons made people feel more emotionally tied as compared to the formal messages posted by Sainsbury. It relates to being relatable more than the brand name in grocery shopping (Chavadi et al., 2023). Therefore, the research makes RMT amend to indicate that authenticity and being culturally appropriate on any given platform are fundamental in successful digital relationships.
This contribution is important as it demonstrates that digital relationships are relative, and not a universal law. It may be narrow, however, because it is concentrated on grocery stores, where people can buy quickly and easily. Research in the future should determine whether authenticity is equally valuable in other industries.
Contribution 2: Data Integration Capability as a Critical Moderator
It is demonstrated that the capability to integrate the various sources of data stands out as one of the primary factors that alter the effectiveness of social-media marketing, which has not been the subject of proper consideration in previous theories. Although Customer Engagement theory and the Resource-Based View add that some skills are required in companies, they do not provide a way to understand how the technical system restricts what can be done online (Khanra et al., 2022). A case study of the Nectar Prices of Sainsbury and the media platform of Tesco reveals that personalisation is successful when the loyalty, transaction, and social data are combined. The outcome of companies with split legacy systems was weaker, proving that a well-developed data infrastructure is a prerequisite for good digital performance and not an additional advantage.
To demonstrate that information integration alters the outcomes is a reinforcement of the marketing theory through the connection of tools and outcomes. However, this might be overly technologically-oriented, without considering the skill of the manager and the quality of data. Good systems do not always make companies successful, and a weak strategy can make them fail. Thus, integration is not sufficient.
Contribution 3: Platform-Specific Engagement Mechanisms
This study contradicts the notion of the homogeneity of all social-media channels. It indicates that every channel has its own regulations on what triggers people to interact. Instagram and TikTok have been proven to work best with genuine and entertaining content. Facebook remains effective in placing advertisement messages when these messages are targeted at an older audience (Dwivedi et al., 2021). The content is effective based on the user and the culture of any platform. The social-media theory should thus progress to platform-specific models instead of viewing them as homogenous.
This argument comes in handy since it disregards the one-size-fits-all social media strategy and advocates consideration of platform fit. Nevertheless, the trends of the platforms evolve rapidly, and, therefore, the results can date rather quickly. Theory will have to remain malleable since algorithms and habits of users will continue to change.
In general, the study moves the theory of digital marketing in the right direction with the introduction of technology and people skills, the specifications of each platform, and the expenses of earning money into the methods of how ties are formed.
[bookmark: _Toc220427334][bookmark: _Toc220627624]6.4 Managerial Implications
Implication 1: Prioritise Engagement Quality Over Audience Scale
What managers consider as success should not be merely followed by people but gauged by how customers respond to the posts. Examine the number of likes, comments, shares, and click-throughs in each post. It has been proven that the stores with committed high levels attract market share despite not having massive followers. The only way to do this is to invest more in interactive content such as polls, questions and answers, and user-created posts and experiment with the style of post to determine what works best. The improvement will be tracked in terms of engagement rate, share rate, comments-to-followers ratio, and click-through rate.  
It is realistic to focus on quality engagement, but it does not necessarily translate into sales, particularly in low-margin grocery stores. Managers must avoid vanity kinds of measures and associate engagement with actual ROI. Engagement plans run the risk of spending resources without therapeutic effect, without good sales attribution.
Implication 2: Integrate Loyalty Data with Social Media Targeting
Retailers ought to tie their loyalty reward scheme to their social media channels. This allows them to make offers that would suit the previous purchasing patterns of a customer. Individually personalised campaigns with proper privacy rules can increase the conversion rates by 1030%. In order to do that, purchase or create a customer-data platform, install explicit consent tools, operate segmentation models, and educate employees on the safe utilisation of the data. Indicate success by conversion rate, basket size, and customer lifetime value of customers who were purchased using social media.  
Integrating loyalty and social data will make the offerings more personal, yet it will raise concerns of fairness and privacy. Excessive personalisation is intimidating and may destroy trust. Retailers must strike a balance between relevance and clarity of privacy. This advice may be restricted by small retailers having insufficient funds to invest in advanced data systems.
Implication 3: Develop Platform-Specific Content Strategies
An impartial message does not work. Develop the various post types on the platform. The most successful are live-action, playful videos on TikTok and Instagram, where Facebook remains a productive channel to convey direct sales. Create small teams that are the owners of every platform, investing in video and photo expertise and collaborate with local influencers that align with the brand image. Measures platform-specific interaction, the age and interest cohort the content was visible to and the number of individuals who consider the brand after viewing a post.
Platform-specific approaches increase both relevance and complexity and are more expensive. It requires expert personnel and continuous supervision. Small firms may not handle it. A hybrid strategy of maintaining the core brand and light platform modifications can be more achievable by people who have a small pool of resources.
[bookmark: _Toc220427335][bookmark: _Toc220627625]6.5 Limitations and Directions for Future Research
The research is based solely on secondary data, which could lead to biased study results, particularly in positive results, since companies are usually willing to report successes rather than failures. It also restricts how certain authors can say that it is social media that drove growth in the sales, since other things like a general change in digital, pricing, or economic changes may also play a role. It is difficult to say that it would be the same in different industries or countries with different regulations and competition, because the UK grocery stores were considered alone. Last, but not least, researchers do not know much regarding how businesses deal with everyday negative remarks or complaints on the internet.  
The long-term data should be gathered in the future, and a combination of these methods will be employed in order to improve cause-and-effect testing across industries. The effects of personalisation and engagement could be segregated by experiments, surveys, and panel data. The presence of studies on other markets would assist in comprehending the effect of laws and platform rules on the results. The gap that research should also consider is the routine management of online risks by companies, which is a major gap in the literature.  
[bookmark: _Toc220427336][bookmark: _Toc220627626]6.6 Closing Statement
This study demonstrates that social media marketing can contribute to the retail sales development greatly provided that its managers emphasise the quality of interaction rather than directly increasing the number of followers, correlate the loyalty data with targeting tools, adjust the message to the specifics of each platform culture, and maintain a balance between the revenues generated by advertising and the preservation of natural customer relations. It transfers the Relationship Marketing Theory into the realm of the digital world and demonstrates that the potential to integrate the data and the appropriate choice of the platform are the important factors. Such lessons can best support already established retailers that are already operating digital programs and loyalty systems, having a clear evidence-based plan on how they will use social media to increase quantifiable business outcomes in a competitive market.
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