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[bookmark: _Toc109754537]Chapter 1: Introduction
[bookmark: _i2rykga6705i][bookmark: _Toc109754538]1.1 Research Background
Social media is a technology-based form of communication that allows people to have conversations, share their content, and create connections (Yunus et al, 2019). Many forms of social media platforms are present today; Facebook, Instagram, Pinterest, LinkedIn, Twitter, Tumblr and Wattpad are the most common and frequently used among all of them. Individuals, as well as businesses, have changed their way of functioning since the introduction of social media. Businesses have gained the liability to form stronger bonds with customers, receive effective customer feedback, and gain brand recognition. The proposed research desires to evaluate the influence of increasing trends and popularity of social media on customer behaviour and business operations. It further aims to produce an evaluation of the positive and negative impacts of social media on people and the business of NEXT. 
[bookmark: _Toc109754539]1.2 Organisation background
Next plc is a UK-based fashion retailer offering a wide variety of products to its customers ranging from clothing, footwear and beauty products to accessories, home ware items and toys.  The company has over 700 stores in the UK and more 200 across Europe. The biggest competitors in the UK market include Marks and Spencer, which is the largest clothing retailer in the UK. Next plc can integrate social media practices to enhance its business potential and achieve competitive advantage over M&S.   
[bookmark: _4au0sg4ab13q][bookmark: _Toc109754540]1.3 Research Aim
The goal of the research is to study the effect of social media on customer behaviour and business.  
[bookmark: _xqsh4626u5fh][bookmark: _Toc109754541]1.4 Research Objectives
The main objectives of the research include:
· To evaluate the influence of rising popularity of social media on customer behaviour.
· To examine the change in business activities due to social media. 
· To critically evaluate the outcome of social media trends and activities on business and customer behaviour. 
[bookmark: _m5lanrlza9ta][bookmark: _Toc109754542]1.5 Research Questions
The research aims to answer the following questions through its findings:
· How social media is influencing the behaviour and preferences of customers?
· What changes have occurred in business operations due to the introduction of social media?
· What are the positive and negative impacts of social media?
[bookmark: _r5wlue8ztet8][bookmark: _Toc109754543]1.6 Research Rationale
The findings of the proposed research can be extremely beneficial for the organisation in understanding the role of social media in influencing customers’ behaviour and their preferences. It will help them in producing effective marketing and targeting strategy to attract customers and gain higher sales. The business will also understand the positive and negative impacts of the social media which will be extremely advantageous for NEXT in finding an effective and right way to approach the customers with limited complications. The findings will assist the company in integrating social media to increase its brand awareness and produce a forceful strategy to outperform Marks & Spencer. 
[bookmark: _91uhy8jd3gz5][bookmark: _Toc109754544]Chapter 2: Literature review
[bookmark: _tnfc75e9uaon][bookmark: _Toc109754545]2.1 Influence of social media on customer behaviour
As per the opinion of Voramontri and Klieb, (2019), social media have always been a factor in influencing customer buying habits but the omnipresence of mobile phones and speed networks has taken the influence to another level. The study states that over 81% of purchasing decisions of customers are made after being influenced by friends’ social media posts. A reason for this is the tendency of customers to look as good as the people around them. Another similar study by Zafar et al., (2021), stated that people have access to a lot of connections and information on social media. This information and connections play an active role in influencing the purchasing behaviour of the people. The online occupancy of celebrities and influencers on social media also inspires the audience and has a large influence on their behaviour. The study stated that about 49% of consumers seek guidance from popular people when making a purchasing decision.  
[bookmark: _lb8zdi3x0ppu][bookmark: _Toc109754546]2.2 Change in business activities due to social media
As per the opinion of Archer-Brown and Kietzmann, (2018), social media produces a huge impact on how businesses operate and attract potential customers. Social media has been successful in transforming businesses allowing them to gain access to a large customer base, changing their way of communication with the customers, increasing personalisation, and increasing collaboration. The study stated that with over 3.5 billion people on social media, it has become the most effective marketing strategy for businesses. A systematic review conducted by Cartwright et al. (2021), states that social media has been transforming the course of marketing strategies for brands and businesses. The study stated that social media is actively changing the way businesses perform their activities. Businesses are acknowledging the overwhelming presence of people on social media platforms to gain the biggest opportunity in business. Now businesses can reach their potential customers in a much easier and more effective manner by understanding their activities on the platform. It has allowed businesses to gain growth through collaboration and partnerships.  
[bookmark: _3n9nsdjudi6z][bookmark: _Toc109754547]2.3 Positive and negative impacts of social media
According to Ebrahim, (2020), with social media accessibility, customers may become more aware of the products and get the correct information without having to leave the house. However, the increasing popularity of social media can have an adverse impact on the young audience who are not aware of tactful marketing techniques. They may compare themselves to the models and celebrities endorsing the products and would wish to become like them which will take a mental toll on them.  Based on the ideas of Gilani et al., (2019), social media broadens business opportunities but also makes them vulnerable to bad publicity, information leakage, social media trolls, and so on. Competitors may also attack the business with fake bad reviews that can harm its image among potential customers. Also since the platform is free for everyone, unawareness of people’s cultures and ethnicity while making content can produce severe consequences.  
[bookmark: _oi0tv24x1i6d][bookmark: _Toc109754548]Chapter 3: Methodology
[bookmark: _9oynbpx3uksx][bookmark: _Toc109754549]3.1 Research Philosophy
It provides a framework for the researcher on how data should be gathered, evaluates, analysed and applied to produce an appropriate outcome (Hürlimann, 2019). It helps the researcher in analysing the concept better and producing better arguments and judgements. The most common and frequently used research philosophy includes positivism and interpretivism. For the proposed research work, the positivism method will be applied. The integration of this method will enable large-scale surveys to gain a better overview of social trends. 
[bookmark: _6thebystisrs][bookmark: _Toc109754550]3.2 Research Approach
In research work, the research approach refers to the planned and detailed procedures of data collection, evaluation and interpretation. It will provide legitimacy and authenticity to the research work by allowing researchers to make the research work more smooth, manageable and efficient (Taguchi, 2018). Deductive and Inductive are the most commonly used research approach methods. The proposed research work will be conducted using the deductive research approach method as it will increase the probability of generalising the research findings to a greater extent.  
[bookmark: _n4bkssmzfe9h][bookmark: _Toc109754551]3.3 Research Design
A proper research design is important in research work to attain the aim and objectives of the work within the given time and produce the best possible findings. Exploratory and explanatory are the most frequently applied research designs. The proposed work will be conducted by using an exploratory research design. The advantage of using this design is that it will aid in setting a strong foundation for research and development of the required hypotheses (Sileyew, 2019).   
[bookmark: _eeoze8rl7qym][bookmark: _Toc109754552]3.4 Data Collection Method
This process involves the collection of needed data and information from authentic and credible sources. Quantitative and qualitative are two ways that a researcher can apply to gather the required information. In order to conduct the proposed research work, the method applied for data collection will be quantitative. Quantitative data are measurable and collected through questionnaires, surveys, polls, observation, and so on (Casula et al., 2021). The application of the quantitative method can assist in collecting higher quality information from a larger number of respondents in little time. It is also comparably easier than the qualitative method thus increasing the possibility of a higher number of respondents.     
[bookmark: _gtz98sprbiv1][bookmark: _Toc109754553]3.5 Sample Size
It refers to the number of individuals or samples used in the study to collect required information and data. The proposed research work will be conducted by allowing randomly selected 50 individuals to tick their preference on the provided questionnaire.   
[bookmark: _e3ltrlwto6x7][bookmark: _Toc109754554]3.6 Ethical considerations
If the proposal is successful, the research work will be conducted in full adherence to ethical considerations. In research work, ethical considerations refer to the set of principles and guidelines that a researcher must fulfil when collecting data from people or other sources (Bloomfield and Fisher, 2019). The proposed work will ensure that the participants are well aware of the purpose and reason behind the study and will be free to leave the study at any time if they feel threatened in any manner. No personal data will be collected from the information and any information collected will be used solely for the study cause. The proposed study will abide by the legal policies and regulations stated in the UK Data Protection Act, 2018. The proposed work will also provide acknowledgement to the respective authors whose work will be used for reference. It will also be free of any form of academic misconduct such as falsifying data, misinterpretation of results, manipulating data, and any other form of academic fraud.      
[bookmark: _de3h51tbswj][bookmark: _Toc109754555]3.7 Research Timeline
	Activities
	Start date
	Duration
(days)

	Selection of research topic
	1-Aug
	1

	Identifying research objectives
	2-Aug
	2

	Literature review
	4-Aug
	4

	Selection of research methodologies
	8-Aug
	3

	Data collection
	11-Aug
	2

	Analysis and evaluation
	13-Aug
	5

	Findings and conclusion
	18-Aug
	3


Table 1: Research Timeline
(Source: Created by the learner)
[image: ]
Fig 1: Gantt chart
(Source: created by the learner)
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