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[bookmark: _Toc225553407]1. INTRODUCTION
[bookmark: _Toc225553408]1.1 RESEARCH BACKGROUND
The fast growth of digital technologies has completely transformed the contexts of marketing, shifting organisational orientation off traditional communication means to more interactive and data-driven approaches (Dwivedi et al., 2021). Digital marketing has become a strong worldwide player, allowing companies to engage more people, personalise content, and interact with consumers in real-time (Chaffey and Ellis-Chadwick, 2019). In this change, the social media platforms have emerged as a key marketing instrument that has enabled organisations to connect directly with consumers and build long-lasting relationships (Li, Larimo, and Leonisou, 2021). Social media platforms like Facebook, Instagram, and Tik Tok have revolutionized the brand communication process by shifting towards the two-way interaction process, making it dynamic and two-sided (Appel et al., 2020).
Quickly growing digital technologies have revolutionised the marketing arena and has changed the organisational focus from the use of traditional communication channels to interactive and data-driven marketing (Dwivedi et al., 2021). Digital marketing is now at the heart of business operations and has allowed businesses to reach audiences all over the world and offer personalised content (Chaffey and Ellis-Chadwick, 2019). Within this transformation, social media platforms have become an essential marketing tool to reach consumers directly and continuously and to facilitate interaction between brands and consumers (Li, Larimo and Leonidou, 2021). Social media offers two-way communication unlike traditional media, which gives organisations the ability to engage users, create relationships and affect perceptions in real time (Appel et al., 2020).
This change in consumer purchasing behavior is characterized by increasing reliance on online information, peer reviews, and social media which increases information transparency and provides the opportunity for evaluating products before purchase. As a consequence, the decision-making process has become more dynamic and influenced by various digital touchpoints (Ismagilova et al., 2020). Retail organizations have adapted by incorporating social media marketing into their marketing strategies with promotion, customer engagement, and brand loyalty, social media has become an essential tool to influence consumer attitudes in competitive markets (Pantano et al., 2020).
[bookmark: _Toc225553409]1.2 RESEARCH PROBLEM
Although the concept of social media marketing has gained a wide following among the retail organisations, the degree to which it affects consumer purchase intention is unclear and incongruent with the literature available. Although certain research suggests that marketing on the social network has a powerful positive influence on purchasing intention due to increased attention and brand recognition (Yadav and Rahman, 2018), other researchers argue that its influence is indirect and depends on such factors as trust and customer attitudes (Akroush, 2021). This discrepancy is a problem that highlights the absence of an agreement on the effectiveness of social media marketing strategies.
This is of interest to the retailers and marketing managers especially because they spend a lot of money on social media campaigns without a clear understanding of their returns on investment. Lack of proper evaluation of effectiveness of the social media marketing can result in overly ineffective allocation of resources and inefficient strategic decision making (Dwivedi et al., 2021). Consequently, the necessity to conduct additional empirical studies aimed at explaining the connection between the social media marketing and the consumer purchase intention, especially in the context of a particular industry is apparent.
[bookmark: _Toc225553410]1.3 RESEARCH AIM
· This study will attempt to examine how social media marketing influences consumer purchase intention in the UK retail industry.
[bookmark: _Toc225553411]1.4 RESEARCH OBJECTIVES
· To analyse the most important elements of social media marketing that retail organisations use.
· To examine the connection between the social media marketing and consumer purchase intention.
· To assess how consumer engagement and trust are important in impacting purchase intention.
[bookmark: _Toc225553412]1.5 RESEARCH QUESTIONS
· What is the effect of social media marketing on consumer purchase intention?
· How does consumer interaction influence the purchase behaviour?
· What is the impact of social media content trust on buying decisions?
[bookmark: _Toc225553413]1.6 SIGNIFICANCE OF THE STUDY
The study will add value to the academic literature, as it will deal with gaps in existing literature and present a less fragmented picture on the impact of social media marketing on consumer behaviour. It also brings the practical knowledge to marketing managers by determining the critical factors that increase the efficiency of the social media plans, thus making effective decision-making in retail industry more informed and make organisations have more customer engagement, better strategies, and sustainable competitive advantage.
[bookmark: _Toc225553414]2. LITERATURE REVIEW
The given chapter critically reviews the current literature related to social media marketing and consumer purchase intention with emphasis on such important themes as social media marketing, consumer purchase intention, engagement, and trust. The review is a thematic and analytical one as it seeks to get major debates, contradictions and gaps in the research.
[bookmark: _Toc225553415]2.1 SOCIAL MEDIA MARKETING
The social media marketing (SMM) is an action of interacting with social media and using it to make a product known to people, interact with them and create brand relationships (Tuten and Solomon, 2020). It has become a basic communication instrument and a powerful marketing strategy where firms can communicate directly to consumers and affect their perceptions (Li, Larimo and Leonidou, 2021). It is the changing of traditional marketing to the digital platform that is a by-product of the wider change to become relationship-oriented marketing in which long-term interaction is valued more than a transactional exchange (Chaffey and Ellis-Chadwick, 2019).
Theoretically, SMM has a lot of connection with relationship marketing and digital engagement theory. As relationship marketing insists on establishing long-term relationships between companies and their clients, digital engagement theory denotes the significance of the interactive experience in consumer behaviour development (Brodie et al., 2019). These models imply that the successful SMM schemes must create involvement, trust, and emotional appeal among the consumers.
Nevertheless, the success of SMM is a debatable one. On the one hand, the social media gives companies a chance to increase brand awareness, personalize communication and establish the interactive experience (Dwivedi et al., 2021). Consequently, the over- commercialisation and oversaturation of media have decreased the responsiveness of consumers, with users being bombarded with huge amounts of advertising content (Appel et al., 2020). Moreover, the visibility based on algorithms narrows down organic reach, and it is hard to ensure that firms are constantly reaching the target audience (Tafesse and Wien, 2018). It means that SMM can have a great benefit but the effect will depend on the strategy and perception of the consumer. The level of consumer purchasing intention refers to the extent of their readiness to buy a product or service.
Consumer purchase intention is defined as the probability of consumer buying a product or service basing on his attitude, perception, and external factors (Ajzen, 1991). It is generally popular in the forecast of the real buying behaviour; however, intention behaviour connection is not always steady (Paul, Modi and Patel, 2018).
One of the most utilised frameworks in the knowledge of purchase intention is the Theory of Planned Behaviour (TPB). TPB states that attitudes, subjective norms and perceived behavioural control influence intention (Ajzen, 1991). The elements are influenced by online interactions, social influence, and access to information in digital realms (Hanaysha, 2022). Likewise, the models of consumer decision-making put an emphasis on information search, evaluation, and after-purchase behaviour, all of which are subject to increasing influence of digital platforms (Lemon and Verhoef, 2018).
Although purchase intention is important theoretically, various dynamic factors determine it. Motivation and perception are psychologically-based factors, which interact with social factors, including peer recommendations and online reviews (Ismagilova et al., 2020). Furthermore, consumer empowerment has been further enabled by availability of digital information and through this, individuals are able to make better decisions (Stephen, 2019). Nevertheless, the intention-behaviour gap, i.e., when a consumer says that he or she wants to buy a product but fails to make a real purchase, is a major limitation of the current models (Sniehotta, Scholz and Schwarzer, 2019). This gap brings out the requirement to use other variables like trust and engagement in the understanding of consumer behaviour.
[bookmark: _Toc225553416]2.3 CONSUMER BEHAVIOUR AND SOCIAL MEDIA ENGAGEMENT.
Social media engagement is the degree of consumer system involvement with the brand through digital platform likes, remarks, sharing, and content engagement (Brodie et al., 2019). Engagement is also believed to be a crucial factor of consumer behaviour since it reveals the extent of consumer attachment to a brand.
Currently, the literature indicates that the greater the engagement levels, the greater the loyalty to the brand and positive attitudes of the consumer (Dessart, Veloutsou and Morgan-Thomas, 2019). Interactive communication can assist the consumer in developing emotional attachment with brands, thereby increasing purchase intention (Harrigan et al., 2021). Moreover, user-created content is an important factor affecting consumer choices, as it can be viewed as more accurate and trustworthy than the content created by firms (Ismagilova et al., 2020).
Nevertheless, it continues to be controversial as to whether engagement has a direct effect on purchase intention. Other works claim that engagement positively contributes to the purchase behaviour to a great extent, through enhancing the brand relationships (Yadav and Rahman, 2018). Contrarily, other studies hypothesize that engagement enhances brand awareness more, and it might not always result in an immediate purchasing decision (Tafesse and Wien, 2018). This means that the engagement can be an indirect determinant, meaning that it affects the intermediate results like trust and brand perception instead of making purchases directly.
Moreover, not every type of interaction is so effective. Active participation, including sharing or commenting, may be influential but passive participation, including content viewing, is not (Brodie et al., 2019). This explains the need to differentiate the various forms of engagement when examining their effects on consumer behaviour.
[bookmark: _Toc225553417]2.4 TRUST AND ONLINE MARKETING POWER
Trust is a basic factor in determining consumer behaviour in digital environments, where uncertainty and perceived risk are naturally greater because of the lack of physical contact with products and sellers (Gefen, Karahanna and Straub, 2003). In the context of social media marketing, trust is influenced by the credibility of the content, the reliability of the sources, and the authenticity of the online interactions (Hajli et al., 2017). As consumers have become exposed to an overwhelming amount of digital information, the ability to decipher what is credible and what is not has become a critical factor in buying decisions.
A major factor in trust in social media environments is electronic word-of-mouth (eWOM) (online reviews, ratings, and user-generated content). Research shows that consumers consider the eWOM more trustworthy than messages developed by the company because it is about the experiences of other users rather than about promotional purposes (Ismagilova et al., 2020). This has changed the traditional marketing dynamics to a large extent with consumers now looking to peer recommendations heavily when considering products and services. However, the rise of fake reviews and manipulated content has among others raised concerns about the trustworthiness of eWOM and thus their credibility (Dwivedi et al., 2021).
Influencer marketing is also an important factor in the trust placed within the social media context. Influencers are often seen as being relatable and authentic, and this helps them to build a strong connection with their followers (Lou and Yuan, 2019). This perceived authenticity adds to their ability to influence consumer attitudes and consumer purchasing decisions. Nevertheless, a growing level of commercialisation and undisclosed sponsorships has resulted in scepticism among consumers, making influencer marketing strategies less effective (Audrezet, de Kerviler and Moulard, 2020). This implies that trust is not static but extremely sensitive to transparency and ethical practices.
Critically, trust is a mediating variable between the social media marketing activities and the consumer purchase intention. While social media engagement may enhance the brand awareness and interaction, it is trust that ultimately determines if these interactions translate into purchasing behaviour (Hanaysha, 2022). Trust is an important factor to influence purchase intention. Therefore, it is important for organisations to focus on building and maintaining trust through authentic communication, transparent practices and consistent brand messaging.
[bookmark: _Toc225553418]2.5 GAPS IN EXISTING RESEARCH
Despite the wide literature base on social media marketing and consumer behaviour, there are still a number of critical gaps. First, a substantial percentage of the existing research takes a global and generalised view of the topic, with little attention to specific industry contexts such as the UK retail sector. Consumer behaviour is driven by cultural, economic and technological factors, which differ from one region to another, thus restricting the applicability of findings from one region to another (Pantano et al., 2020). This indicates the need for context specific research that is reflective of the unique characteristics of the UK retail environment.
Second, much of the literature focuses on social media marketing, consumer engagement and trust as independent constructs rather than as interrelated variables. While the individual relationships have been discussed, there is little empirical research that brings these factors together as a whole. This piecemeal approach limits a holistic understanding of the impact of social media marketing on the consumer's purchase intention. For example, although engagement is associated with higher levels of brand awareness, engagement may or may not be effective in influencing purchase behaviour, depending on the presence of trust, thus the interaction between variables may be somewhat more complex.
Third, there is inconsistent research in the literature regarding the direct effect of social media marketing on purchase intention. Some studies have noted that there is a strong positive relationship between the two with a focus on the role of interactive content and engagement in the influence of decision making by consumers (Yadav and Rahman, 2018). In contrast, other studies state that the relationship is indirect, with social media directly affecting intermediate variables such as attitudes, perceptions, and brand awareness (Akroush, 2021). These conflicting results suggest an absence of consensus and call for more empirical research.
Finally, there is little research testing the combined mediating role of trust and engagement in the social media marketing and purchase intention relationship. This study aims to fill in these gaps by attempts to present an integrated analysis of social media marketing, consumer engagement, and trust in the UK retail sector, contributing not only to academic knowledge but also to the practical aspects.
[bookmark: _Toc225553419]3. METHODOLOGY
[bookmark: _Toc225553420]3.1 RESEARCH PHILOSOPHY
Research philosophy defines the assumptions in the ways in which knowledge is formed and cognized in a study (Saunders, Lewis and Thornhill, 2019). It supports the research design and affects the choice of methods and techniques of data collection. The philosophy of business research consists of the three principal philosophies: positivism, interpretivism, and pragmatism (Bryman, 2016).
Positivism presupposes that reality is objective and measurable with the help of the observable data, which is usually measured according to quantitative measures in the form of a survey and statistical examination (Saunders, Lewis and Thornhill, 2019). Interpretivism, in turn, is concerned with subjective meanings and human experiences, which is why qualitative methods of working with complex social phenomena are prioritised (Leavy, 2020). Although the two methods are useful, the use of either can be restrictive to the problem of gathering a comprehensive perspective of multifaceted business problems.
This paper is based on the pragmatist philosophy, which is especially suitable in applied research in the field of marketing. The pragmatism approach puts more emphasis on the research problem and does not restrict the number of methods that can be used to come up with practical and relevant insights (Creswell and Creswell, 2018). Since this study is a research on the relation between social media marketing, consumer engagement and trust, as well as purchase intention, both interpretative and measurable data will be needed.
The pragmatist approach allows the combination of quantitative and qualitative approaches, which helps to analyse it more thoroughly. Quantitative data gives the relationship between variables and qualitative gives understanding on the perception and behaviour of consumers. This methodological flexibility will also bring validity of results by triangulation (Johnson and Onwuexbzi, 2004). In addition, pragmatism is conducive to the practicality of MBA research and makes the results of the research not only academically correct but applicable to the practical setting of business (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225553421]3.2 RESEARCH APPROACH
The research methodology outlines the rationale between theory and data, which is generally divided into deductive or inductive (Saunders, Lewis and Thornhill, 2019). A deductive approach entails testing all available theories using empirical data, whereas an inductive approach implies the creation of new theories using the data available (Bryman, 2016).
This paper takes a deductive research design since it is based on the proven theories in consumer behaviour and digital marketing. The study relies on theories like the Theory of Planned Behaviour and theory of engagement to analyse the correlation between activities in social media marketing and consumer purchase intention. The theories represent an organized point of creation of research question and data collection direction.
Deductive approach is suitable in that the study is supposed to test the relationship between variables as opposed to building purely new theories. The study will use the current theories to apply them to the case of the UK retail industry, thus contributing to the expansion and confirmation of the existing knowledge (Creswell and Creswell, 2018). Reliability is improved with this organized method since it provides the opportunity to measure and analyse variables systematically.
The deductive framework however has some flexibility introduced by the use of qualitative data. Interview results can sometimes give insights not yet contained in the existing theories thus can be little inductively interpreted. Such combination allows the study to be more analytical and provide a more nuanced comprehension of consumer behaviour (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225553422]3.3 RESEARCH STRATEGY
Research strategy can be defined as the general framework applied to address the research questions, as well as methods to be used when collecting and analyzing data (Saunders, Lewis and Thornhill, 2019). The frequently used methods are surveys, interviews, and mixed methods (Bryman, 2016).
The paper follows the mixed methods approach, that is to say, quantitative and qualitative methods have been used to do a thorough analysis of the research problem. Mixed methods studies combine quantitative data with qualitative depth of understanding, which makes it possible to gain deeper insights into such a complex phenomenon as consumer behaviour (Creswell and Creswell, 2018).
The quantitative aspect entails a survey that aims at studying the correlation between consumer buying intention and social media marketing activities. Global marketing research has been using surveys widely because they allow collection of data using a vast sample and generate statistically sound results (Bryman, 2016). The qualitative element will be semi-structured interviews, as they allow investigating in more depth consumer perceptions, trust, and engagement.
Triangulation of results obtained with various sources of data makes the usage of a mixed methods strategy increase the research validity (Johnson and Onwuezbizie, 2004). This minimizes the restriction of single method research and offers a broader perspective of the research issue. As such, the chosen strategy is not only consistent with the pragmatist philosophy, but it also serves the goal of producing both strong and context-sensitive findings of the study.
[bookmark: _Toc225553423]3.4 DATA COLLECTION METHODS
The research process involves data collection as it dictates the quality and usefulness of the information upon which the research questions are answered (Saunders, Lewis and Thornhill, 2019). This paper will use both primary and secondary data sources.
The systematic questionnaire and semi-structured interview will be used to collect primary data. The questionnaire shall be based on Likert scale to determine the consumer attitude towards the social media marketing, engagement, trust and purchase intention. Likert scales are useful in the perception of variables and can be statistically investigated about the relationships between variables (Bryman, 2016). Closed-ended questions are used and this brings about consistency and reliability.
The survey will be supplemented with semi-structured interviews that will give more information about consumer experiences. In this approach, the participants can share their opinion without any differences between interviews due to a similar format (Leavy, 2020). There are complex constructs like trust and engagement that would be well explored through interviews.
The secondary data will be obtained in the form of academic journals, industry reports, and other credible sources of information. These materials offer theoretical and contextual background, which enhances the explanations of the primary data evidence (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225553424]3.5 SAMPLING
The act of choosing a specific group of respondents out of a specified population to engage in a study is referred to as sampling (Saunders, Lewis and Thornhill, 2019). It is a very crucial phase because it determines the validity and generalisability of the research results. The target population in this study will be the consumers in the UK retail sector that are active users of social media and have prior experiences in online shopping since these people will be directly pertinent to the research aims.
In the quantitative part, a probability sampling will be taken, with the assistance of convenience sampling components because of the practical limitations. In this way, it is possible to represent a larger group and make the participants accessible (Bryman, 2016). The survey will be issued via the social media, which will make it easy to collect data. The number of respondents that is deemed suitable when establishing patterns and relationships in the study of consumer behaviour is 100-150 respondents (Saunders, Lewis and Thornhill, 2019).
In the qualitative element, purposive sampling method will be non-probability. This approach allows the selection of the participants according to the specified criteria, and the individuals who are able to offer deep and pertinent information (Leavy, 2020). The inclusion criteria will encompass those people who are exposed to such content of social media marketing on a regular basis and who have already made at least one purchase online during the last six months. Nine to ten interview respondents will be used as a sample, which is likely to reach data saturation and no new themes will be identified (Guest, Bunce and Johnson, 2006).
The brevity and depth of data are assured by the combination of the probability and purposive sampling. Although the survey can be generalised, the interview will offer deeper detail on the consumer perceptions which will enhance the overall research design.
[bookmark: _Toc225553425]3.6 DATA ANALYSIS
Data analysis will entail processing data gathered into meaningful results that will answer the research questions (Saunders, Lewis and Thornhill, 2019). This paper will utilize both quantitative and qualitative methods of analysis, which is in line with mixed methods approach.
The analysis of the quantitative data gathered with the help of the survey will be conducted with the help of the descriptive statistics, i.e. frequencies, percentages, and mean scores. These methods offer a general picture of the attitude of the respondents towards the social media marketing, engagement, trust, and purchase intention (Bryman, 2016). Moreover, correlation analysis will be performed to investigate relationship between major variables and as a result the study will be able to determine the degree and direction of associations. The statistical analysis would be carried out with the help of the SPSS or Microsoft Excel software (Field, 2013).
Thematic analysis will be used to analyse qualitative data collected in interviews. This includes recording the interviews, coding some of the important statements and categorizing them into larger themes (Braun and Clarke, 2006). Thematic analysis is appropriate in bringing out the patterns in response of the participants and comprehending underlying meanings of trust and engagement.
The combination of two types of analysis improves the strength of the results. Quantitative findings are the ones that can be measured, whereas the qualitative insights can be used to explain patterns that have been observed. This triangulation enhances the validity as well as credibility of the research (Creswell and Creswell, 2018).
[bookmark: _Toc225553426]3.7 ETHICAL CONSIDERATIONS
Ethical priorities play a crucial role in making sure that the research done with human subjects is carried out in a responsible manner (Saunders, Lewis and Thornhill, 2019). In this research, ethical guidelines were adhered to as a way of ensuring that the participants are not endangered and also ensuring that the research is upheld.
Informed consent will be given to the participants, where the participants know the purpose of the study and their role before giving informed consent is given. The anonymity and confidentiality will also be ensured by eliminating identifying information and the use of pseudonyms when needed. The participants will also be free to drop out of the study at any point without any punishment.
All the data will be kept safely and processed in line with the data protection policy, whereby the information about the participants will be secured. Such practices make the research ethical, transparent and meet the academic standards.
[bookmark: _Toc225553427]3.8 LIMITATIONS
This study has a number of limitations although careful design has been taken. The first weakness is that of time, where the study is carried out over a restricted period, which makes it a cross-sectional study, indicating that data is only captured at a given moment (Saunders, Lewis and Thornhill, 2019).
The other weakness is associated with the sample size especially the qualitative section which can limit the generalisation of results. The research is also based on self-reported statistics, which can be prone to bias, since the respondents may not necessarily give a true reflection of their behaviour.
Despite these limitations, the mixed methods approach can be used to reduce the impact of the limitations since the various sources of data can be integrated together in order to increase the overall validity of the study.
[bookmark: _Toc225553428]3.9 RESOURCE REQUIREMENTS
This research will need the proper resources in terms of time, tools and access to participants in order to be successfully completed. The allocation of time will be on questionnaire design, data collection, analysis and interpretation.
The online survey tools will be used to collect the data through the use of cost-effective and efficient survey software like Google Forms. In the quantitative analysis, SPSS, or Excel will be used whereas qualitative data will be analysed with the help of thematic coding.
Social media will be used to access the participant, making the recruitment effective. All in all, the resource demands are low and can be achieved given the magnitude of an MBA research project.
[bookmark: _Toc225553429]4. EXPECTED OUTCOMES & TIMELINE
[bookmark: _Toc225553430]4.1 EXPECTED OUTCOMES
It is believed that this study will result in the realization of a substantial positive relationship between the social media marketing (SMM) activities and consumer purchase intention in the UK retail market. Based on the existing literature, the hypothesis is that the more the individuals are engaged with the content of their social media, i.e., the likes, shares, and comments, the higher the probability of purchase behaviour is expected. Also, it is projected that the results will indicate that consumer trust and engagement are also important mediating variables that reinforce the coherence between purchase intention and SMM.
To be more precise, the confidence towards social media content, both brand communication and user-generated content, will most likely lead to the increased consumer confidence, which will in turn influence the buying behaviour. In the same way, active engagement will lead to more emotional ties between the consumer and the brand that could translate to increasing the level of purchase intention. The outcomes may hep in resolving some existing direct and indirect gaps in previous research.
[bookmark: _Toc225553431]4.2 CONTRIBUTION
Academic Contribution: The current body of knowledge is likely to be advanced by the study as it will offer a coherent consideration of social media marketing, trust, and consumer engagement in the context of a particular setting. Using these variables together, the study will fill the gaps in the literature and provide a deeper insight into the study of consumer behaviour in the digital environment.
Practical Implications: Managerially, the results will be practical to marketing practitioners in the retail industry. Through the study, the researchers will inform the creation of more effective social media strategies through emphasizing the importance of establishing trust and developing engagement. This can help organisations to efficiently maximize their online marketing activities in order to improve customer relationship and sales performance.
[image: ]
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[bookmark: _Toc225553432]5. CONCLUSION
This research proposal has presented a methodical and well-informed way of exploring the role of social media marketing in consumer buying intention in the UK retailing business. The research is based on the fact that digital marketing is becoming increasingly important and organisations are becoming increasingly dependent on social media as a means of altering consumer behaviour. The proposal will create a research gap by outlining discrepancies in the available literature especially when talking about direct and indirect impacts of marketing through social media hence justifying the study.
The proposed mixed methods approach with a pragmatic research philosophy will provide a comprehensive analysis as a combination of both quantitative and qualitative data. The proposed method will allow the research to not only document the quantifiable relationships but also gain an insight into the perceptions of the consumers, especially the power of trust and involvement. Also, the research design shows a cautious approach to sampling, data analysis methods, ethical issues, and the practical limitations.
On the whole, this research project should become the addition to the academic and practical levels in the spheres of promoting the awareness of digital consumer behaviour and setting the actionable results to be offered to the marketing professionals. The proposal is a reflection of logical, rigorous, and viable research plan in line with postgraduate level requirements, which makes it relevant and useful in the modern business research. Also, the study is likely to shed light on the effect of various social media marketing factors like quality of content, interactivity and the platform used in shaping consumer perception and eventually purchasing behaviour. The research will enhance the connection between theoretical concepts and practice by merging the theoretical concepts with empirical research. Moreover, the results can help organisations to use marketing resources better, especially in extremely competitive retail settings. The research also can inform the future researchers by providing the methodological framework and determining the gaps that need to be addressed like long-term behavioural effects and cross-cultural variations. All in all, this research indicates the strategic significance of social media in the modern marketing context.
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