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[bookmark: _gjdgxs]Chapter 1: Introduction
1.1. [bookmark: _30j0zll]Background 
Social media marketing has become a crucial tool for enhanced brand promotion in the modern business environment, significantly impacting customer purchansing decisions by increasing brand awareness and sales promotion. The marketing approach has evolved significantly since the early 2000s, shifting from static websites and email campaigns to dynamic engagement on platforms like Facebook, Twitter and Instagram (Murshed, 2020). Initially used for brand awareness, social media has become a powerful tool for targeted advertising and customer interaction. According to Statista Research Department (2023), global social media advertising spending reached $115.87 billion (approx. 89.66 billion £) billion in 2021, reflecting its critical role in modern marketing. They further projected that it will more than double and exceed an all-time high of $262 billion (approx. 202.77 billion £) by 2028 (Figure 1). Similarly, in the UK, social media ad spending grew 15.6% in 2023 and is projected to reach £8.8bn by 2025, driven largely by a 20% increase in spending on social video formats (Gollasch, 2024). 
[image: ]
Figure 1 - Social Media Advertising Spending (Statista Research Department, 2023)

Sales promotion strategies (like marketing and advertisements) have also undergone considerable changes over the years towards encouraging customer purchasing decisions. Ziliani et al., (2019) reported that traditionally, promotions relied on in-store discounts, coupons, and flyers; however, the rise of digital marketing has introduced new tactics such as online flash sales, influencer partnerships and personalised offers. In this context, Kitchens et al. (2018) contended that the use of data analytics has enabled businesses to tailor promotions to specific customer segments, increasing their effectiveness.
TK Maxx, a major off-price retailer, has effectively leveraged social media for its marketing campaigns (Campaignlive, n.d.). A recent poll by TK Maxx highlighted the significant impact of social media on shopping habits and personal style (TK Maxx, 2015). Britain spends £815 million annually to ensure their wardrobes are "social media proof," with men outspending women (TK Maxx, 2015). The poll further revealed that nearly a third of Britain purchase new clothes to avoid being tagged in the same outfit online, and 29% rely on social media for fashion inspiration. TK Maxx's Spring/Summer campaign leverages social media to showcase unique styles, reflecting the brand's strategy to engage consumers through personalised and relatable content on platforms like Facebook and Instagram (West, 2015).
1.2. [bookmark: _1fob9te]Problem Statement 
Despite the widespread adoption of social media marketing, there is a lack of comprehensive understanding of its effectiveness on sales performance, particularly for retailers like TK Maxx. Previous literature pointed out that there is a gap concerning the immediate effects of social media activities on sales (Murshed, 2020; Kitchens et al., 2018). Although, Campaignlive, (n.d.) highlighted that TK Maxx employed social media for consumer communication, the precise impacts of these approaches on its sale promotions are not well researched. Therefore, there is a knowledge gap that scholars must attempt to fill through the examination of the close relationship between the amount of social media marketing expenditure and sales increases at TK Maxx.
1.3. [bookmark: _3znysh7]Research Aim, Objectives, and Questions
This research aims to explore the impact of social media marketing on purchase decisions with special reference to TK Maxx. To achieve this aim, the following objectives have been set:
· To identify the strategies employed by TK Maxx to utilise social media marketing. 
· To explore managers and customers views towards TK Maxx's social media strategies.
· To understand the impact of social media marketing staretgies of TK Maxx on engagement and purchasing decisions
· To provide recommendations to strengthen TK Maxx's social media marketing strategies to enhance customer purchansing decisions and sales promotions.
Research questions
· What are the strategies employed by TK Maxx to utilise social media marketing. 
· How managers and customers view TK Maxx's social media strategies.
· How social media marketing staretgies of TK Maxx influence customer purchasing decisions.
· What recommendations an be provided to strengthen TK Maxx's social media marketing strategies to enhance customer purchansing decisions and sales promotions

1.4. [bookmark: _2et92p0]Rationale/Importance of the Research
The role that social media marketing plays on the customer purchase decisions is an important aspect that has to be considered; while, designing the marketing strategies in the retail business. It is necessary to determine the manner in which this social engagement affects consumers and sales for this research will endeavour to answer this question with regards to TK Maxx. The findings of the study will entail the identification of suitable measures that will enhance the marketing strategies of TK Maxx and other related firms, thus boosting the company’s prospects and market standing. Additionally, the results will advance the research perspectives and provide scholars with more insights into the processes of real digital marketing in the retail context to continue studying and improving.
[bookmark: _tyjcwt]1.5. Methodology
This research will use a primary qualitative methodology to assess the influence of social media marketing on TK Maxx's sales campaign. Data will be obtained from the organisation’s marketing department at TK Maxx through interviews from frequent customers. The population comprises marketing professionals who have interacted with the posts and consumers who follow the social media accounts belonging to TK Maxx. Hence, a purposive technique will be used to recruit 10 participants for more in-depth data collection. Interviews will be transcribed and visual tools will be used in thematic analysis to make conclusions about patterns and themes of social media strategies and their efficiency aspects connected with sales. The findings will provide a much-needed profound and holistic grasp of the research problem.
[bookmark: _3dy6vkm]1.6. Scope of the Study
This study focuses on TK Maxx's social media marketing strategies within the UK, examining their impact on local customer purchase decisions. While the findings may have broader implications, the primary geographic scope is national. The research will not cover international markets, allowing for a detailed analysis of UK-specific consumer behaviour and marketing effectiveness.
[bookmark: _1t3h5sf]1.7. Structure of the Dissertation 
	Chapter
	Title
	Description

	1
	Introduction
	Overview of the study, background, problem statement, aims, rationale, methodology, and scope.

	2
	Literature Review
	Examination of existing research, theories, and concepts related to social media marketing and sales promotions.

	3
	Methodology
	Detailed explanation of the research design, sources, population, sample, data collection, and analysis methods.

	4
	Data Analysis 
	Presentation and interpretation of the research findings, including themes and patterns identified.

	5
	Discussion
	Critical compare and contrast of findings in light of existing literature

	6
	Conclusion
	Summary of findings, implications for practice, limitations of the study, and recommendations for future research.


[bookmark: _4d34og8]1.8 Chapter Summary
This chapter introduced the study, highlighting the critical role of social media marketing in modern business, particularly its impact on customer purchase decisions at TK Maxx. It covered the research background, problem statement, aims, rationale, methodology and scope, providing a foundation for understanding the study's objectives and significance in the retail sector.


[bookmark: _2s8eyo1]Chapter 2: Literature Review 
[bookmark: _17dp8vu]2.1 Chapter Introduction 
The current chapter provides an overview of existing literature ad studies to explore the impact of the social media marketing startegies of TK Maxx on customer purchase decisions. The topic included in this chapter are overview of TK Maxx, social media marketing strategies, and effect of social media marketing on customer purchase decisions. A theoretical framework will be developed to perform analysis in subsequent chapters. The literature gap will be identified based on the review. At the end, chapter summary will be given to summarise the findings of this chapter. 
[bookmark: _3rdcrjn]2.2 Overview of TK Maxx    
TK Maxx is a popular store that sells a wide variety of products at lower prices. In the United States, it's called TJ Maxx. Founded in 1976 in the US, TK Maxx has grown and is now in Europe and Australia (www.tkmaxx.com, 2023). The store is different because it sells a lot of well-known things (like fashion items and beauty products) at cheaper prices than other stores and is considered good for people who like to find good deals. TK Maxx makes its business by buying extra inventory and products that other stores and suppliers do not generally sell. This lets them sell things for cheaper prices while still making sure the quality is good. This plan helps the store keep a constantly changing selection of products, creating a fun and surprising shopping experience (T. K. Maxx, 2022). 
TK Maxx has been using social media more to talk to its customers and tell them about the specialties of TK Maxx. TK Maxx uses Instagram, Facebook, and Twitter to advertise its new items, special offers, and promotional offers (Villanova et al., 2021). This makes people feel excited and eager to see latest updates. TK Maxx uses social media to talk to customers and make their brand more well-known in the retail world, making it important part of their advertising plan. It was also found that TK Maxx uses digital marketing, working with influencers, and rewarding loyal customers to get more people to come to its stores and buy things online (T. K. Maxx, 2022).  
[bookmark: _26in1rg]2.3 Social media marketing strategies    
Social media has changed how companies advertise by speaking directly to customers and aim their ads at their target customers. TK Maxx uses social media like Instagram, Facebook, and Twitter to make interesting posts that connect with their followers (Evans, Bratton and McKee, 2021). This means showing new items, clothes for each season, and special things people can buy for less money. TK Maxx uses a regular posting schedule and interesting pictures and writing to make more people see their brand and get people to interact with their posts by liking, commenting, and sharing (Villanova et al., 2021). Working with famous people on social media is now a very important part of TK Maxx's plan. Influencers help brands become more well-known and influence people to buy their products. This helps more people learn about the products and visit the stores. Social media influencers with a lot of fans often show off TK Maxx products in their social media posts (Villanova et al., 2021). 
TK Maxx asks people to share their stories and what they buy on social media using certain hashtags or tagging the brand. This content created by users shows real opinions and shows that other people like it, which can convince other customers to buy or use the product (Schroeder, 2017). Villanova et al. (2021) stated TK Maxx interacts with and shares content created by its customers, which creates a feeling of togetherness and dedication among its customer base. In addition to natural posts, TK Maxx spends money on ads on social media to reach their target customers belonging to different customer segments. These campaigns advertise special discounts, sales, and exclusive deals to specific groups of people based on their age, interests, and shopping habits. The social media team at TK Maxx business also uses social media for helping customers and providing support. TK Maxx quickly answers questions and feedback from customers and takes their complaints seriously (T. K. Maxx, 2022).  
[bookmark: _lnxbz9]2.4 Effect of social media marketing on customer purchase decisions
TK Maxx has grown its brand by sharing interesting products related posts, and using popular people to reach more people than just using regular ads. This makes more people see the brand and remember it, which brings in new customers and also help in retaining their existing customers (Villanova et al., 2021). TK Maxx interacts with followers by sharing posts, stories and live sessions which makes customers more interested in trying out products and special offers, which leads to more sales (T. K. Maxx, 2022). TK Maxx uses social media to advertise limited-time offers, quick sales, and special deals and creates promotional posts during specific seasons to make attracted towards the brand and its products. Social media can show specific ads to different people, making marketing more successful and bringing in more money (Villanova et al., 2021).
Customers' opinions, like reviews and product demonstrations, are significantly important for TK Maxx's social media plan. TK Maxx wants customers to share their experiences and show off their purchases by using certain hashtags. This helps TK Maxx to tell their brand story using real content from customers. Using hashtags based posts, the brand engages customers and enable the brand to remain relevant to young consumers. TK Maxx uses data to make its marketing better. It decides where to put money to make the most sales (Evans, Bratton and McKee, 2021).
[bookmark: _35nkun2]2.5 Effect of social media marketing on customers engagement  
Customer engagement is when customers interact with a brand, and social media is a great way to make this interaction stronger (Lim et al., 2022). TK Maxx use their social media platform to engage with them by posting things and sending messages. The social media team also satisfies the customer base by providing prompts feedbacks to their feedbacks and queries. When customers realise that the brands care about their perceptions, they feel more connected and increases their likeliness and loyalty towards the brand. TK Maxx uses fun activities like polls, quizzes, and contests to get people involved; they also uses information from social media and customer profiles to create personalised content and suggestions that match each the interest of young generation of customers. This makes their content more relevant and keeps people interested along with that answers to customer questions and special offers tailored to them make the customer's experience better (Cartwright, 2018).
TK Maxx helps its customers feel like they belong to an interconnected group by using social media. The aim of this business is to allow their customers to share their experiences, stories, and love for the brand with each other by featuring their content, stories, and events. This way of building a community not only makes people like the brand more, but also makes them talk about it in a good way and have an influence on their friends (Cartwright, 2018). The strategies used by TK Maxx helps the brand grow naturally and keeps customers loyal. They also use algorithms on social media to measure the rate of people interacting their social media pages. The use the data to evaluate the number of likes and shares their pages on social media get the comments which people make, how often they are mentioned, and whether people are saying positive or negative things about them (Villanova et al., 2021).
[bookmark: _1ksv4uv]2.6 Theoretical framework   
The Technology Acceptance Model (TAM) is a well-established theoretical framework used to understand how users adopt and accept new technologies. According to TAM, the degree to which a person believes that using a particular technology would be effortless and convenient affects their desire of technology adoption (Ibrahim et al., 2017). TAM emphasises that individuals are more likely to adopt a technology if they perceive it as beneficial and contributing positively to their tasks or goals. TK Maxx’s adoption of social media marketing can be analysed through the lens of TAM to understand how consumers perceive and engage with the brand’s digital platforms. The TAM allows the customers to understand how the efficacy of social media marketing depends upon the rate of social media adoption among the customers. Since majority of the target consumer of TK Maxx is young generation, they use the TAM model, and attract the customers directly through social media platforms. 
[bookmark: _44sinio]2.7 Literature Gap  
The literature review showed that TK Maxx uses their social media more to talk to its customers and tell them about the specialties of TK Maxx (Villanova et al., 2021). It was further found that TK Maxx uses data to make its marketing better. It decides where to put money to make the most sales (Evans, Bratton and McKee, 2021). The review showed that there is a major gap in literature regarding the discussion of social media marketing and customer purchase decisions. The studies discussing the case study of TK Maxx in the given context were limited in number. Therefore, further research needs to be done to address the literature gap. 
[bookmark: _2jxsxqh]2.8 Chapter Summary    
The chapter showed that TK Maxx uses Instagram, Facebook, and Twitter to advertise its products, special offers, and their promotional offers. TK Maxx uses a regular posting schedule and interesting pictures to make more people see their brand and get people to interact with their posts by liking, commenting, and sharing. Working with social media influencers is now a very important part of TK Maxx's social media marketing plan. Customers' opinions, like reviews and product demonstrations, are really important for TK Maxx's social media plan. TK Maxx uses information from social media and customer profiles to create personalised content and suggestions that match each person's interests. The TAM model was used as a theoretical framework in the current study. A major gap in literature regarding the discussion of social media marketing and sale promotion related to TK Maxx was found. 
[bookmark: _3tbugp1]

[bookmark: _z337ya]Chapter 3: Methodology
In this research on the impact of social media marketing on customer purchase decisions, using TK Maxx as the case study, the methodology will adopt Saunders, Lewis and Thornhill’s (2012) research onion (Figure 2). This will help in completing this chapter systematically through considering research philosophy, approach, strategy, choices and techniques, providing a structured approach to the study.
[image: ]
Figure 2 – Research Onion (Scott, 2018)
[bookmark: _28h4qwu]3.1. Research Philosophy
Research philosophy is a belief concerning how data about a given phenomenon should be collected, processed and applied (Mbanaso, Abrahams and Okafor, 2023). They are categorised as interpretivism, positivism and pragmatism. Interpretivism was found suitable for the attainment of the objective of this study. Interpretivism is the philosophical perspective that highlights the need to look beyond people’s actions or social events to get the rationale and background behind their actions or the events in question (Putnam and Banghart, 2017). Interpretivism was chosen as the research philosophy because it helped to collect detailed information regarding various effects of social media marketing on sale promotion in TK Maxx from the consumers’ and marketers’ perspectives.
[bookmark: _nmf14n]3.2. Research Approach
Research approach is meant as the plan and procedure for conducting research and it is of two types which are inductive and deductive (Woo, O’Boyle and Spector, 2017) (Figure 3). Thus, in this light, to adopt a method that responds to the goal of this research, inductive was considered adequate. The inductive approach is a research approach that entails the generation of observations and theories from the later part of the research due to observation (Azungah, 2018). The rationale for selecting inductive as the research approach was informed by the fact that it allowed for the emergence of new patterns and trends belonging to the effects of social media marketing on customer purchase decisions in TK Maxx whereby it provides new knowledge arising out of the conducted case study.
[image: ]
Figure 3 – Inductive vs Deductive Approach (Farooq, 2019)
[bookmark: _37m2jsg]3.3. Research Design 
Research design is the method of data collection and data analysis and can be mostly categorised into three categories qualitative, quantitative and mixed method research design (Bergin, 2018). Qualitative research was found to be appropriate to attain the objective of this study. Adedoyin (2020) described qualitative research design as an approach of research that seeks to understand the various phenomena in question using data which is mostly in the form of interviews, observations and texts. The reasons for adopting qualitative research as the research requirement were informed by the fact that the aim of this research is the identification of the effect of social media marketing on sale promotion at TK Maxx. This was executed by exploring the perception, attitude and behaviour of consumers and marketing professionals towards the use of social media in marketing.
[bookmark: _1mrcu09]3.4. Data Collection
According to Li, Higgins and Deeks (2019), data collection could be described as the act of identifying, measuring and getting data on the variables of interest systematically and purposively. They are categorised into two that is primary and secondary data collection. Hence, to ensure the achievement of the intended aim of this research, it was relevant to gather the primary data. According to Ajayi (2017), primary data collection is the process of collecting data from its source with the help of techniques like interviews, questionnaires and observation. Employing primary data was appropriate since it was believed that the participants and social media marketing specialists who were active in TK Maxx could provide first-hand and accurate information on the effect of social media marketing on customer purchase decisions for the company.
[bookmark: _46r0co2]3.5. Sampling 
Sampling is the technique of choosing a small number of people from the total population of people of interest (Lohr, 2021). It is divided into two categories including probability sampling and non-probability sampling. From the non-probability sampling, purposive sampling was found appropriate for achieving the goal of this study. Purposive sampling is a type of sampling in which the researcher chooses participants with certain characteristics and prior information about the research issue (Nyimbili and Nyimbili, 2024). The reason behind choosing purposive sampling was to target particular people such as three marketing managers (PES, NT, DPB) and ten customers (like RP, KS, SS, WJ, CB, JM, OD, BW, ET, AW) who have information regarding the impact of social media marketing on the promotion of sales of TK Maxx.
[image: https://encrypted-tbn0.gstatic.com/images?q=tbn:ANd9GcS6N33vel-Ovx6nsxSaU0IJXYMiLTB5c05fnQ&s]
Figure 4 – Purposive Sampling (Malik, Sheikh and Yousaf, 2022)
[bookmark: _2lwamvv]3.6. Research Instrument
A research instrument is a means through which information is gathered, quantified and evaluated including surveys, interviews, questionnaires and observations (Canals, 2017). For achieving the goal of this study, interviews were found to be appropriate. An interview is a type of qualitative research method in which the researcher poses questions to the participants to obtain comprehensive responses (Osborne and Grant-Smith, 2021). The justification for using interviews was based on the fact that it offered rich descriptions of the effects of social media marketing on customer purchase decisions at TK Maxx. The three marketing managers and ten customers were asked a set of questions which took about 30-45 minutes per respondent to complete.
[bookmark: _111kx3o]3.7. Data Analysis
The process of going through data systematically and using either statistical or logical methods to describe, summarise and evaluate data can be referred to as data analysis (Akinyode and Khan, 2018) For this study, it was found that the most appropriate method for this qualitative data analysis was the method of thematic analysis. Thematic analysis is a qualitative approach to make patterns (themes) within data identifiable, analysable and reportable (Clarke and Braun, 2017) (Figure 5). The justification for employing thematic analysis was in the identification and analysis of intricate patterns and themes related to the effects of social media marketing on the promotion of sales at TK Maxx through the narrated experiences and perceptions of the marketing managers as well as customers.
[image: ]
Figure 5 – Steps of Thematic Analysis (Ngulube, 2015)
[bookmark: _3l18frh]3.8. Ethical Consideration
Ethical considerations are paramount in ensuring the integrity and credibility of the research. Regarding ethical considerations for this study on the influence of social media marketing on customer purchase decisions at TK Maxx, participants’ consent was first collected and they were made to understand the purpose of the study and their roles. To ensure that the participant’s identity was kept secret, their identity was concealed and they were assigned unique pseudonyms. All the data which was collected in this study was kept secure and the data was only used for research purposes. Also, participants were told of the voluntary nature of the study and that they could withdraw from the study at any time without any consequences. These measures helped to provide the ethical approach to this research.


[bookmark: _206ipza]Chapter 4: Data Analysis and Discussion
[bookmark: _1pxezwc]4.1 Introduction
This chapter will present the results and discussion of the research analysis of social media marketing on the sale promotion of TK Maxx. It will provide demographic data from the managers and customers regarding the supply chain management strategies, customer reach and promotional influence. Further, in the result section, the emerging themes and patterns obtained from the participants’ responses will be discussed. This is followed by a comparison of the results of the current study with the existing literature will also be conducted.
From the method of data collection, semi-structured interviews were conducted with TK Maxx’s managerial and customer employees, which yielded information on the impact of social media marketing on the customer purchase decisions of the company’s products. Regarding the managers, the questionnaire included demographic questions and questions based on the research questions about the strategies adopted in social media, its consequences and potential areas of development. Similarly, customer interviews focused on basic demographic questions as well as the interviewees’ encounters with the channels of TK Maxx and its effects on purchasing behaviour and company image. The responses obtained were next coded and sorted into themes so that conclusions could be made about the effectiveness of the social media marketing carried out by TK Maxx.
[bookmark: _49x2ik5]4.2 Participant Demographics 
[bookmark: _2p2csry]4.2.1 Demographic Overview
The study's demographic overview provided insight into the participants involved in the research on social media marketing's impact on customer purchase decisions at TK Maxx. Participants included 3 marketing managers and 10 customers, each assigned a pseudonym to maintain anonymity and confidentiality (Table 1). 	
Managers
Table 1Demographic Data (Managers)
	Participant
	Role
	Age Group
	Gender
	Tenure with TK Maxx

	PES
	Marketing Manager
	31-40
	Male
	3 years or above

	NT
	Marketing Manager
	40 and above
	Female
	3 years or above

	DPB
	Marketing Manager
	21-30
	Prefer not to disclose
	1 year or less


Customers
Table 2Demographic Data (Customers)
	Participant
	Role
	Age Group
	Gender
	Tenure with TK Maxx

	RP
	Customer
	21-30
	Female
	N/A

	KS
	Customer
	31-40
	Male
	N/A

	SS
	Customer
	40 and above
	Female
	N/A

	WJ
	Customer
	21-30
	Male
	N/A

	CB
	Customer
	31-40
	Female
	N/A

	JM
	Customer
	40 and above
	Prefer not to disclose
	N/A

	OD
	Customer
	21-30
	Male
	N/A

	BW
	Customer
	31-40
	Female
	N/A

	ET
	Customer
	40 and above
	Male
	N/A

	AW
	Customer
	21-30
	Prefer not to disclose
	N/A



This demographic data was essential for understanding the diversity of perspectives among participants. The number of years in the marketing role offered by the marketing managers allowed the understanding of the approaches to strategic marketing at different stages of a career, while the age group for the participant gives ideas on the best practices of strategic marketing by people of the same age bracket. The customers included individuals belonging to various ages and genders, providing a diverse outlook on responding to social media interactions. In this respect, the study considered a range of demographic factors that related to participants’ views regarding the use of social media in the customer purchase decisions context to understand the potential causal factors for the research results. This research adopted the use of pseudonyms to enhance anonymity, therefore preserving the validity of the research and the participants’ privacy.
[bookmark: _147n2zr]4.3 Qualitative Data Analysis 
[bookmark: _3o7alnk]4.3.1. Thematic Analysis
4.3.1.1. Step 1: Familiarisation with Data
The initial process entailed a process of familiarising with the data, which in this case is the written text, interview transcripts to be precise by going through the documents several times. During this phase, initial notes were made to capture early impressions and thoughts.
4.3.1.2. Step 2: Generating Initial Codes
In this phase, the researcher coded significant aspects of the data systematically across the entire dataset, organising the data into meaningful groups (Table 2).
Table 2 – Initial Coding


	Transcript Quote (Managers)
	Initial Codes
	Transcript Quote (Customers)
	Initial Codes

	"We focus heavily on Instagram for its visual appeal and engagement."
	Platform Utilisation, Engagement Strategy
	"I always see TK Maxx's posts on Instagram, which makes me visit their store."
	Social Media Influence, Brand Engagement

	"Our content strategy involves regular influencer partnerships to reach a wider audience."
	Content Strategy, Influencer Collaborations
	"I bought a jacket from TK Maxx after seeing a positive review on Facebook."
	Purchase Decision, Social Proof

	"Facebook allows us to target ads more precisely based on customer data."
	Targeted Ads, Data-Driven Strategy
	"I like and share TK Maxx posts that feature discounts and promotions."
	Engagement, Promotional Content

	"We monitor customer feedback on social media to adjust our promotions accordingly."
	Feedback Monitoring, Promotion Adjustment
	"I trust TK Maxx's brand more when I see consistent positive interactions online."
	Trust, Brand Perception



4.3.1.3. Step 3: Searching for Themes
Codes were then grouped into potential themes, gathering all data relevant to each potential theme (Table 3).
Table 3 – Themes Generation
	Initial Codes (Managers)
	Potential Themes

	
	Platform Utilisation, Engagement Strategy



	



	
	Social Media Platform Strategy



	




	
	Content Strategy, Influencer Collaborations



	



	
	Influencer and Content Strategy



	




	
	Targeted Ads, Data-Driven Strategy



	



	
	Targeted Advertising Strategy



	




	Initial Codes (Customers)
	Potential Themes

	Social Media Influence, Brand Engagement
	
	Social Media Influence on Customer Behaviour



	




	
	Purchase Decision, Social Proof



	



	
	Impact of Social Media on Purchase Decisions



	





4.3.1.4. Step 4: Reviewing Themes
Themes were reviewed to ensure they accurately reflect the data. This involved checking if themes worked for the coded extracts and the entire dataset (Table 4).
Table 4 – Reviewing Themes
	Theme (Managers)
	Review Outcome
	Theme (Customers)
	Review Outcome

	Social Media Platform Strategy
	Accurately reflects how managers utilise different social media platforms to engage and promote.
	Social Media Influence on Customer Behaviour
	Captures the impact of social media on customer engagement and behaviour effectively.

	Influencer and Content Strategy
	Consistently represents the use of influencers and content strategies across various platforms.
	Impact of Social Media on Purchase Decisions
	Reflects the influence of social media content on customers' purchase decisions.

	Targeted Advertising Strategy
	Appropriately covers the strategies around targeted ads and data-driven marketing efforts.
	
	



4.3.1.5. Step 5: Defining and Naming Themes
Topics were identified and narrowed down providing the essence of the particular theme. For every theme and sub-theme, clear definitions were developed. Social Media Platform Strategy was described as the manner that TK Maxx uses to plan its tactics in using various social media platforms. To create an engaging content, Influencer and Content Strategy pointed out specific techniques to reach the target audience with the help of influencers. Targeted Advertising Strategy explained how data analysis is used in performing the marketing processes as well as use of adverts. Social Media Influence on Customer Behaviour discussed how social networks affect customers’ actions mainly visiting stores and brand preferences. Feedback and Interaction discussed the effects of Social Media on customers’ buying process as enumerated in Impact on Purchase Decisions.
4.3.1.6. Step 6: Producing the Report
The final process was about integrating the analytic narrative and data extracts to construct a clear, brief and rational description of the data according to the mentioned themes, as indicated in Table 5.
Table 5 – Themes and Sub-themes
	No.
	Theme
	Sub-theme

	1
	Social Media Platform Strategy
	Utilisation of Various Social Media Platforms

	
	
	Platform-Specific Engagement Strategies

	2
	Influencer and Content Strategy
	Collaboration with Influencers

	
	
	Content Customisation for Target Audience

	3
	Targeted Advertising Strategy
	Data-Driven Targeted Ads

	
	
	Personalisation of Advertising Messages

	4
	Social Media Influence on Customer Behaviour
	Customer Engagement and Brand Loyalty

	
	
	Social Media Interaction Patterns

	5
	Impact on Purchase Decisions
	Social Media's Effect on Store Visits and Brand Perception

	
	
	Role of Reviews and Social Proof in Purchasing



By following these steps, thematic analysis enabled an understanding of the data and brought useful insights into the effects of social media marketing in customer purchase decisions at TK Maxx from the managers’ and customers’ points of view.
[bookmark: _23ckvvd]4.3.2. Analysis by Theme 
4.3.2.1. Managers' Interviews
Theme 1 - Social Media Platform Strategy
Sub-theme 1 - Utilisation of Various Social Media Platforms
Managers noted the need to tap into the different social media platforms so as to capture more clients and ensure brand promotion. They stressed that various channels mean different things, but it is helpful for TK Maxx to employ varied strategies to appeal to wider audiences. For instance, Instagram was appreciated for its aesthetic layout, while Facebook was praised for the possibility to target clients with great accuracy.
PS noted:
“We target the sectors most on Instagram because of its visual nature.”
NT mentioned:
“With Facebook we can more accurately target ads based on the information that we have collected from customers.”
Sub-theme 2 - Platform-Specific Engagement Strategies
Managers also indicated a concern on the need for platform-specific communication strategies so as to address the target audience. Each of the platforms needs to be treated differently in terms of content and user engagement.
DB explained:
“At the moment, our Instagram marketing plan is very specific and relies on the use of quality images and influencer collaborations to encourage audience participation.”
PS added:
“At Facebook, in particular, the communication is regular and carried out with the help of targeted ads and posts in communities.”
Theme 2 - Influencer and Content Strategy
Sub-theme 1 - Collaboration with Influencers
The opinion of managers at TK Maxx also pointed out the importance of using influencers within the context of content provision.
NT noted:
“We follow the content update strategy where we have constant collaborations with influencers to share our content with their followers.”
DB added:
“Indeed, it is quite clear that influencers assist us in establishing credibility and engaging with the customers on a more intimate level.”
Sub-theme 2 - Content Customisation for Target Audience
Managers stressed that more contents should be personalised to fit the specific target audience.
PS explained:
NT mentioned:
“We always make sure that our content is focused towards audience niches and their tastes and preferences.”
“In this case, content customisation makes it easier for us to engage with our customers hence increasing the effectiveness of our marketing strategy.”
Theme 3 - Targeted Advertising Strategy
Sub-theme 1 - Data-Driven Targeted Ads
TK Maxx managers noted that data analytics should be used to inform all their advertising platforms. Customers’ data can be used to come up with relevant advertisements that would appeal to chosen customer demographic, thus achieving greater results of the advertising campaigns.
DB stated:
“Facebook enables us to target the ads in a more particularised manner depending on the customer information.”
PS added
“Data driven advertising assists us to develop more efficient marketing strategies and achieve greater return on investment.”
Sub-theme 2 - Personalisation of Advertising Messages
Another strategy that was also given much attention was the customisation of advertising messages. Some of the managers asserted that when the advertisements are specific to customer preferences, they elicit engagement and positive conversion.
NT explained:
“Personally tailored advertisements are more likely to elicit a response from the targeted customers.”
DB stated:
“The messages we develop are very specific to meet the appeal and concerns of our audiences.”
Theme 4 - Social Media Influence on Customer Behaviour
Sub-theme 1 - Customer Engagement and Brand Loyalty
The managers of TK Maxx described the importance of social media as a tool for engaging customers and creating brand awareness.
NT noted:
“Social media marketing is one way of making sure that the customer is always in touch with the brand through engaging content.”
PS added:
"Well, if you ask my opinion, I would definitely say that loyalty is built through steady, expressive connections online."
Sub-theme 2 - Social Media Interaction Patterns
Another important aspect regarding customers was their interaction on social media. Managers noted that recognising how people interact with the content helps TK Maxx adjust its approaches and guarantee that the posts are more relevant and that they match the customer’s activity.
DB explained:
”We track interaction and participation data which greatly help us improve the content.”
PS mentioned:
“Understanding when and how the customers are active informs the strategy that is adopted in the social media platforms.”
Theme 5 - Impact on Purchase Decisions
Sub-theme 1 - Social Media's Effect on Store Visits and Brand Perception
Managers at TK Maxx also pointed out that social media is a powerful tool for encouraging visits to stores and influencing perceptions of brands. They pointed out that strong promotion on social platforms increases traffic to the business, while socio-political debates remind consumers of the brand.
NT remarked:
”Our social media promotions work towards directing customers to our stores currently,”
PS said:
‘With our online presence, the general customer perception of the brand is determined’.
Sub-theme 2 - Role of Reviews and Social Proof in Purchasing
The part about reviews and social proof was also brought up, such an impact and it was stressed again. Managers felt that recommendations and complements by clients in particular social media platforms are very persuasive in decision making to patronise products or services.
DB explained:
“Honestly, self-generated word-of-mouth on social media platforms is a significant sales driver.”
PS added:
“That’s quite true; most people always like to be assured on what they are buying through the purchase of other people.”
4.3.2.2. Customers' Interviews
Theme 1 - Social Media Platform Strategy
Sub-theme 1 - Utilisation of Various Social Media Platforms
From the customers’ perspective, social media platforms are vital in shaping ways they engage with TK Maxx. It means that customers often interact with the brand on Instagram and Facebook, and it directly influences their buying behaviour and their attitude towards the brand.
RP shared:
“I often come across the posts of TK Maxx on Instagram, which leads me to the store.”
KS and AW expressed the same views:
“I noticed a discount on the Facebook page and decided to go to that branch.”
Sub-theme 2 - Platform-Specific Engagement Strategies
A large number of customers observed these differentiated strategies that demonstrated more attention to the posts that correspond to their interests on different platforms. Moreover, they identified the effort that the company confirms to developing and posting manifold and appealing content regarding the general social media platform TK Maxx uses.
SS commented:
“It is the fashion posts on Instagram that I like so much as they are very eye-catching.”
WJ and BW had similar opinions:
“I engage in Facebook promotions frequently because I consider them more individualistic or more likely to appeal to me.”
Theme 2 - Influencer and Content Strategy
Sub-theme 1 - Collaboration with Influencers
The customers also understood how collaborations with influencers affected the products they were buying.
CB and JM had similar opinions:
“I purchased a jacket from TK Maxx after getting inspired through an Instagram post from an influencer.”
Sub-theme 2 - Content Customisation for Target Audience
Consumers approved of receiving such content as they said it made the brand more relatable to their needs and desires.
OD and ET had similar comments:
“Regarding the content found on Instagram, I observed that it is something that I do favour a lot because it has the kind of aesthetic that I prefer.”
Theme 3 - Targeted Advertising Strategy
Sub-theme 1 - Data-Driven Targeted Ads
Customers also observed how targeted ads impacted their interactions with the brand, making them feel more connected to the brand’s offers.
BW remarked:
“I notice more ads that reflect my preferences, which encourages me to look at those specific products.”
Sub-theme 2 - Personalisation of Advertising Messages
Customers felt that personalised ads made the brand seem more attentive to their specific needs.
JS noted:
“Whenever I see an ad that is relevant to what I have been browsing, it makes me more likely to click on it.”
Theme 4 - Social Media Influence on Customer Behaviour
Sub-theme 1 - Customer Engagement and Brand Loyalty
Customers felt that regular and engaging content on social media kept them connected to the brand and built a sense of loyalty.
AP shared:
“I follow TK Maxx on Instagram, and their posts keep me interested in their new collections.”
JB noted:
“I often participate in their social media challenges, which makes me feel like part of their community.”
Sub-theme 2 - Social Media Interaction Patterns
Customers also noted that they preferred content that aligned with their browsing patterns and activity on social media.
CS explained:
“I usually see posts during my evening scroll, and that’s when I tend to engage more.”
LD added:
“I notice that the content seems to be more aligned with what I’m doing, making it more relevant to me.”
Theme 5 - Impact on Purchase Decisions
Sub-theme 1 - Social Media's Effect on Store Visits and Brand Perception
Customers noted that social media influenced their decision to visit stores and shaped their perceptions of the brand.
RL remarked:
“Whenever I see a promotion on Instagram, it makes me want to visit the store to check out the deals.”
SY added:
“The brand's social media presence makes it seem more trendy and in tune with what I like.”
Sub-theme 2 - Role of Reviews and Social Proof in Purchasing
Customers highlighted the importance of reviews and social proof in their purchasing decisions, noting that positive feedback from others encouraged them to buy.
ME stated:
“I always check reviews and recommendations before making a purchase, and positive comments from others really influence my decisions.”
[bookmark: _ihv636]4.4 Summary of Findings 
The thematic analysis revealed that TK Maxx effectively utilises social media platforms like Instagram and Facebook to engage customers, drive sales, and build brand loyalty. These findings aligned with the research objectives by highlighting the strategic use of data-driven marketing, audience engagement techniques, and the positive impact of social media on purchasing decisions.


[bookmark: _32hioqz]Chapter 5-Discussion
[bookmark: _1hmsyys]Objective 1: Identifying the strategies employed by TK Maxx to utilise social media marketing
With reference to this objective, the anlaysis showed that the managers at TK Maxx pointed to the use of social media applications like Instagram and Facebook as key ways of promoting sales. They pointed out that as a visual platform, Instagram is particularly effective in reaching young people, and that Facebook has a broad range of integrated analytical tools to help manage highly effective advertising campaigns. This was considered crucial to their capacity to target certain demographics in the most effective way. On the other hand, from the customer's perspective, although they acknowledged having to encounter TK Maxx on both Instagram and Facebook, they appeared to be more interested in the promotions and brand engagement than the particular tactical benefits of these two platforms. Customers found Instagram rather aesthetic and, specifically, Facebook ads to be very relevant while for them, interactions were more about seeking value and a good deal which does not necessarily correlate with the platform strategies pointed out by managers.
The existing difference between managers’ strategic perspectives and customers’ operational involvement indicated a gap that may harm TK Maxx’s social media approach. While Arango-Botero et al. (2021) rightly stressed the significance of differentiated marketing appeals across the segments within a market, the conclusion drawn from the study of the current research postulates that a more holistic marketing communication might be more appropriate in a world where customers actively engage with diverse platforms. Schroeder (2017) mentioned that understanding and meeting customer expectations regarding corporate branding is a key topic, where TK Maxx may need to advance their approaches to construct better paths between managerial interacted visions and customers’ real perceptions.
[bookmark: _41mghml]Objective 2: Exploring managers and customers views towards TK Maxx's social media strategies
As a result of analysis, it was revealed that the issue of influencer collaborations and content targeting were deemed as critical aspects in social media marketing by the managers. Some of them thought that collaborations with influencers are beneficial not only in terms of increasing the brand awareness but also justified claims of increasing the relative believability, at least among young, fashion-savvy consumers. In the same way, the customers responded positively to the idea of collaborations with influencers highlighting the fact that such collaborations impacted their buying behavior, where the influencer appeared to be genuine and credible. But their involvement was not as robust and many times it was more about their affinity with the influencers than with the brand. This leads to a notion that while influencer partnerships partly influence the optimisation of communication, its efficiency depends on the relations beyond the customer-influencer level.
This view in relation to managers and customers on the role of influencers is inline with Villanova et al (2021) who pointed out that the marketing messages delivered through influencers are persuasive. However, Clarke and Braun (2017) have noted that although influencers amplify the believability of a message, there may be a problem of overdependency on them that obscures the brand’s relationship with the public. It can be suggested that sometimes the usage of influencers may be complemented by taking the closer look at the brand itself to improve its marketing arsenal, which could be the case for TK Maxx.
[bookmark: _2grqrue]Objective 3: The impact of social media marketing staretgies of TK Maxx on customer engagement and purchasing decisions
With reference to this objective, the managers indicated that targeted advertisement by using data as a tool is the most effective way of ensuring efficiency in the marketing activities conducted by the firms. They pointed out that with help of customer data, TK Maxx was able to show ads that would resonate with the customer and, therefore, have a higher click through rate and ROI. Specifically, although customers recognised that only specific and tailored ads were suitable, some of them complained about the invasion of privacy by adverts that seemed to follow them around the internet. They enjoyed more the ads which were related to their certain interests and needs but at the same time they did not like when they were ‘bombed’ with an amount of ads which were interesting for them.
The possibility exists in the fact that while managers believe that targeted advertising is effective, the customer response is somewhat neutral. As proposed by Bergin (2018), it is necessary to support the effectiveness of personalised content, but at the same time, it is important to consider how this approach should be managed not to lead customers to become bored. Ibrahim et al. (2017) also stress that although extending this personalisation improves engagement, the process should be managed to avoid disgruntling the customers. These prospects could be relatively simple, such as allowing customers to opt out of specific ad categories altogether or revising the ad personalisation to be less invasive to customers.
[bookmark: _vx1227]Objective 4: Recommendations to strengthen TK Maxx's social media marketing strategies to enhance customer purchansing decisions and sales promotions
With reference to this objective, the managers were convinced that the current strategies such as the provision of platform-specific content, contacting influencers, and targeting advertisements are efficient in the promotion of sales. It means that they consider it necessary to work these strategies to achieve success in digital competition. The customers are most of the time in agreement with the managers but they also stated that they would want more real contact and a lesser extent of advertisements. While understanding that the brand cares it is argued that a less forceful approach along with more individualisation in the communications would improve their experience.
To harmonise the discrepancies between the outlined managerial strategies and the needs and wants of customers, it is advisable for TK Maxx to make the following changes. First, synchronising their platform-specific plans to better respond to the continuity of customers’ interactions with the brand across the platforms may improve the strategic consistency of their advertising initiatives (Schroeder, 2017). Second, engaging a variety of influencers, also micro ones could also present more natural recommendations and clear an understanding of them (Clarke and Braun, 2017). Moreover, enhancing ads targeting to decrease possibility of customers’ ad exhaustion by providing them with better control over the ads would enhance satisfaction and effective targeting (Bergin, 2018).


[bookmark: _3fwokq0]Chapter 5: Conclusion and Recommendations
[bookmark: _1v1yuxt]6.1 Summarised Findings
The purpose of this study was to assess the effectiveness of social media marketing on customer purchansing decisions of TK Maxx with specific focus on social sites such as Instagram and Facebook. The rationale for the study arose from the research gap that was perceived in literature, where prior studies had not adequately established the direct relationship between the social media activities and the sales financial performance decomposes especially in the retail industry. The study used a qualitative research approach and conducted face-to-face semi-structured interviews with TK Maxx marketing managers and customers. Major themes were deduced during the thematic analysis to advance the understanding on the strategic incorporation of social media by TK Maxx. These themes were Social Media Platform Selection, Influence and Content Selection, Advertising to the Targeted Audience, Social Media on Consumers’ Behaviour and Customers’ Buying Decisions.
The research results showed that TK Maxx successfully utilises social media to promote the brand and focus on customers’ needs to increase sales. In the Social Media Platform Strategy theme, it was identified that the company uses Instagram as a visual and Facebook as an advertising platform, which is very important when it comes to addressing the segments of the audience. This approach in the selection of platforms is as relevant as the current trends in digital marketing that call for a distinctive content form suited for the various platforms. The influencing marketing strategy of TK Maxx was further explored in the Influencer and Content Strategy theme of the study, where it was discovered that the company relies heavily on influencer partnerships. 
Such affiliations help the brand attract younger audiences and gain trust, thus corresponding with literature on the importance of influencers in new-school marketing. The Targeted Advertising Strategy theme is also built on scientific advertising, where TK Maxx utilises customer information to make ads more appealing to consumers so that more people will perform the required action. The study also provided important information regarding the customers’ behaviour. Concerning the last theme, Social Media Influence on Customer Behaviour, it indicated that the customers’ engagement is not only complemented through social media but also the brand loyalty is built or fortified through engagement in the social media platforms. 
This reflects the fact that customers are likely to visit stores and make purchases when they develop a positive attitude toward the brand through social media communication. Also, regarding more specifics from the Focus Areas outline, the Impact on Purchase Decisions theme shed light on the essential value of social proof and reviews, both of which directly impact customers’ decisions. Hearing good things from friends and other consumers on social media platforms strengthens the positive brand image of TK Maxx and motivates customers to buy more. 
[bookmark: _4f1mdlm]6.2 Recommendations
Based on the insights gained from this research, several recommendations can be made to further enhance TK Maxx's social media marketing strategies:
· Although TK Maxx has successfully implemented the use of Instagram and Facebook, there is a possibility to venture into newer platforms like TikTok and Pinterest. These channels, especially those attracting the attention of millennial, can foster creativity in the content and the engagement approaches that could help even expand the brand.
· It is recommended that TK Maxx should push forward its working relations with influencers and specifically target those whose interaction rates are high and their followers are considered to be loyal ones. Having a large number of small-clout followers means that by working with them, the brand can better address certain groups of customers.
· To enhance the company’s operation in social media marketing, there is a need to employ better analytical tools that will give more elaborate results on customers’ conduct and trends. This would also help the brand to efficiently tailor its advertising messages and make content even more relevant and directed to personal consumers.
· It is suggested that the company should incorporate hashtags with a brand and be active on the official page of TK Maxx by displaying customers’ content for engaging the customers and building a sense of unity with them.
· It is advised that TK Maxx should have a specific team that focuses on the management of social networking sites where they should deal with complaints and feedback timely. Besides, it minimises the risks associated with reputational loss and shows dedication to the brand’s consumers.
· It is recommended that TK Maxx must consider how it can better link the social media campaign up to in store. For instance, showcasing advertisements of events like sales within the stores on social media platforms could encourage people to visit the stores and improve the overall customers’ experience. 

6.3. Limitations of the Study and Recommendations for Future Research
The study was conducted as a pure qualitative study based on 13 partcipants including 3 managers and 10 customers. Further, the primary study was also limited to the TK Max. Therefore a future study can be conducted by extending the research context to the entire UK retail sector. In addition, a mix method strategy can also be employed to gather wide number of participants. 
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Appendix 01: Participants consent form
Participation Consent Form 
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk 
            londonstudentservice@uwtsd.ac.uk 
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: The impact of social media marketing on purchase decisions with special reference to TK Maxx

	Enw'r Ymchwilydd / Name of Researcher: Mariana Kahel



	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	

	4
	I understand that my name will not appear in any reports, articles or presentations.

	

	5
	I agree to take part in the above study.

	

	Name of Participant

	
	Signature

	Researcher

	Mariana Kahel
	Signature
Mariana Kahel



	You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.
When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:
NAME & ADDRESS OF RESEARCHER: Mariana Kahel
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk
         : londonstudentservice@uwtsd.ac.uk 



























Appedix 02 : Interview questions

	[bookmark: _2zbgiuw]For Managers

	Section 1 – Demographics

	1. Your age – 

	a. 21-30

	b. 31-40

	c. 40 and above

	2. Gender – 

	a. Male

	b. Female

	c. Prefer not to disclose

	3. How long have you been working at TK Maxx – 

	a. 1 year or less

	b. 2 years

	c. 3 years or above

	Section 2 – Research Questions

	Strategies and Social Media Marketing:

	What are the key elements of TK Maxx's social media marketing strategy for boosting sales?

	How does TK Maxx leverage various social media platforms to enhance its sales promotion efforts?

	Customer Engagement:

	· What tactics does TK Maxx use on social media to foster customer engagement and drive promotions?

	· What role do influencer partnerships play in TK Maxx's social media engagement?

	Impact on Customer Attraction:

	· How has social media marketing transformed the way TK Maxx attracts new customers?

	· How does TK Maxx track the influence of social media on customer acquisition?

	Impacts on customer engagement and purchasing decisions 

	· How has social media marketing contributed to customer loyalty and repeat purchases at TK Maxx?

	· How does TK Maxx address negative feedback or controversies on social media?

	Recommendations:

	· Are there any underutilized social media platforms that TK Maxx should explore for sales promotion?

	· What emerging trends in social media marketing should TK Maxx be aware of and potentially adopt?

	

	

	For Customers

	Section 1 – Demographics

	1. Your age – 

	a. 21-30

	b. 31-40

	c. 40 and above

	2. Gender

	a. Male

	b. Female

	c. Prefer not to disclose

	Section 2 – Research Questions

	1. Awareness of TK Maxx:

	· What was your first impression of TK Maxx when you heard about it?

	· Besides social media, what other channels contributed to your awareness of TK Maxx?

	2. Social Media Usage:

	· How do you typically engage with TK Maxx on social media (e.g., liking, sharing, commenting)?

	· Which TK Maxx social media content do you find most appealing or useful?

	3. Purchase Decisions:

	· Can you recall a specific instance when social media influenced your decision to buy from TK Maxx?

	· How do product reviews and ratings on social media affect your purchasing decisions regarding TK Maxx?

	4. Customer Attraction:

	· How do you feel about the authenticity and relevance of TK Maxx's social media marketing?

	· What elements of TK Maxx's social media presence make it appealing to you as a customer?

	5. Recommendations:

	· What specific features of TK Maxx’s social media content would you highlight when recommending it to friends?

	· What types of social media campaigns would you like to see more from TK Maxx to improve your customer experience?




Appendix 03: Ethics form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Mariana kahel

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	X☐
	Taught Postgraduate Student
	☐
	Postgraduate Research Student
	☐



	3
	Institute/Academic Discipline/Centre:
	Trinity Saint David University 


	4
	Campus:
	
Canary Wharf 

	5
	E-mail address:
	
2113218@student.uwtsd.ac.uk

	6
	Contact Telephone Number:
	
07481035002

	
	For students:

	7
	Student Number:
	2113218

	8
	Programme of Study:
	Dessertacion (LCBB6000)

	9
	Director of Studies/Supervisor:
	Puimika Kithulgoda Gamage 






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐
	NO
	☐

	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐
	

	
	
	Institute Research Committee
	☐
	

	
	
	Other (write in)

	☐
	



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☐

	2
	UWTSD Research Data Management Policy
	☐

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	X ☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Impact of Social Media Marketing on Sale Promotion: A Case Study of TK Maxx

	2
	Proposed start date:
	
	Proposed end date:
	

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

TK Maxx is a popular store that sells a wide variety of products at lower prices. In the United States, it's called TJ Maxx. Founded in 1976 in the US, TK Maxx has grown and is now in Europe and Australia (www.tkmaxx.com, 2023). TK Maxx uses social media like Instagram, Facebook, and Twitter to make interesting posts that connect with their followers (Evans, Bratton and McKee, 2021). The role that social media marketing plays on the sales promotions is an important aspect that has to be considered; while, designing the marketing strategies in the retail business. It is necessary to determine the manner in which this social engagement affects consumers and sales for this research will endeavour to answer this question with regards to TK Maxx. The findings of the study will entail the identification of suitable measures that will enhance the marketing strategies of TK Maxx.
(this box should expand as you type)

	4
	Research Question

What is the impact of Social Media Marketing on Sale Promotion considering the case study of TK Maxx?

	5
	Aims of Research Activity
This research aims to explore the impact of social media marketing on purchase decisions with special reference to TK Maxx. 


(this box should expand as you type)

	6
	Objectives of Research Activity
1. To identify the strategies employed by TK Maxx to utilise social media marketing. 
2. To explore managers and customers views towards TK Maxx's social media strategies.
3. To understand the impact of social media marketing staretgies of TK Maxx on engagement and purchasing decisions
4. To provide recommendations to strengthen TK Maxx's social media marketing strategies to enhance customer purchansing decisions and sales promotions.



(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
The methodology of this study will be based on primary qualitative methodology to assess the influence of social media marketing on TK Maxx's sales campaign. The reasons for adopting qualitative research as the research requirement will be informed by the fact that the aim of this research is the identification of the effect of social media marketing on sale promotion at TK Maxx. This Data will be gathered from the TK Maxx’s marketing department using interviews from their regular customers. The target population will be based on marketing professionals who have interacted with the posts and consumers who follow the social media accounts of TK Maxx. The use of primary data will be appropriate since the participants and social media marketing specialists who were active in TK Maxx would provide first-hand and accurate information on the effect of social media marketing on sales promotion. 
The researcher will use purposive technique to recruit 10 participants for more in-depth data collection. Interviews will be transcribed and visual aids will be used in thematic analysis. This will help the researcher in making conclusions about patterns and themes of social media strategies and their efficiency aspects connected with sales. The findings will provide a much-needed profound and holistic grasp of the research problem. The justification for employing thematic analysis was in the identification and analysis of intricate patterns and themes related to the effects of social media marketing on the promotion of sales at TK Maxx through the narrated experiences and perceptions of the marketing managers as well as customers.


(this box should expand as you type)

	
	Location of research activity
Identify all locations where research activity will take place.

	8
	The data will be collected in the TK Maxx stores. 

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	

N/A
(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	X

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	X ☐

	13
	A resilient Wales
	☐
	X ☐

	14
	A healthier Wales
	☐
	X ☐

	15
	A more equal Wales
	☐
	X ☐

	16
	A Wales of cohesive communities
	☐
	X ☐

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	X ☐

	18
	A globally responsible Wales
	☐
	X ☐

	19
	If YES to any of the above, please give details:

	
	
[bookmark: _1egqt2p]
(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	X ☐
	☐

	2
	Use of interviews?
	X ☐
	☐

	3
	Use of focus groups?
	X ☐
	☐

	4
	Use of participant diaries? 
	☐
	X ☐

	5
	Use of video or audio recording?
	X ☐
	☐

	6
	Use of computer-generated log files?
	☐
	X ☐

	7
	Participant observation with their knowledge?
	X ☐
	☐

	8
	Participant observation without their knowledge?
	☐
	X ☐

	9
	Access to personal or confidential information without the participants’ specific consent?
	X ☐
	☐

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	X ☐

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	X ☐

	12
	Investigation of participants involved in illegal activities?
	☐
	X ☐

	13
	Use of procedures that involve deception?
	☐
	X ☐

	14
	Administration of any substance, agent or placebo?
	☐
	X ☐

	15
	Working with live vertebrate animals?
	☐
	X ☐

	16
	Procedures that may have a negative impact on the environment?
	☐
	X ☐

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	X ☐

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	X ☐

	2
	Adults (over the age of 18 and competent to give consent)?
	X ☐
	☐

	3
	Vulnerable adults?
	☐
	X ☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	X ☐

	5
	Prisoners?
	☐
	X ☐

	6
	Young offenders?
	☐
	X ☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	X ☐

	8
	People engaged in illegal activities?
	☐
	X ☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	X ☐

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	

Thirteen (13)
(this box should expand as you type)

	11
	Who will the participants be?

	
Marketing managers at TK Maxx and ten customers

(this box should expand as you type)

	12
	How will you identify the participants?
	
The participants will be recruited while visiting the stor4es of TK Maxx, in-person. 

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	X ☐
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	X ☐
	☐
	☐

	15
	Will you obtain written consent for participation?
	X ☐
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	X ☐
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	X ☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	X ☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	X ☐
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	X ☐
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	X ☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	X ☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	X ☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	X ☐
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _3ygebqi]1
	[bookmark: _2dlolyb]Full risk assessment completed and appended? 
	[bookmark: _sqyw64]Yes 
	[bookmark: _3cqmetx]X ☐

	
	
	[bookmark: _1rvwp1q]No
	[bookmark: _4bvk7pj]☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:

Difficulty in time management. 
(this box should expand as you type)
	How you will mitigate the risk to participants:

Interviews duration will be kept short. 

(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	

N/A
(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

Conflict of interest 

(this box should expand as you type)
	How you will mitigate the risk to the investigator:

The research is conducted independently to avoid this risk 

(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

N/A

(this box should expand as you type)
	How you will mitigate the risk to environment:

N/A

(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	X ☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	

The participants will be debriefed by telling them how the data obtained rom them will be used for the analysis in research. 
(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	

Participants will be briefed about the purpose of research and the complete process of data collection will be explained. After clearing the confusions of the participants, the researcher will obtain informed consent from the participants. 
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
To ensure that the participant’s identity was kept secret, their identity was concealed and they were assigned unique pseudonyms. All the data which was collected in this study was kept secure and the data was only used for research purposes.

(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	X ☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	X ☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	X ☐
	☐

	6
	University computers?
	X ☐
	☐

	7
	Private company computers?
	☐
	X ☐

	8
	Home or other personal computers?
	X ☐
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	X ☐

	10
	“Cloud” storage or websites?
	X ☐
	☐

	11
	Other – specify:

	☐
	X ☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	X ☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	   ☐
	X ☐

	15
	Sharing of data with other organisations?
	☐
	X ☐

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	X ☐

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	X ☐

	18
	Publication of data that might allow identification of individuals?
	☐
	X ☐

	19
	Use of data management system?
	☐
	X ☐

	20
	Data archiving?
	☐
	X ☐

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	
N/A 

(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
Researcher only. 

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	

Research Supervisor. 
(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	
The data will be stored in password locked laptops. The responses data will be deleted after the publication of research. 

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
N/A

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	X☐

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	X☐





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Kahel Mariana
	Date:




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	x
	I have read the guidance notes supplied before completing the form.

	x
	I have completed ALL RELEVANT sections of the form in full.

	x
	I confirm that the research activity has received approval in principle

	x
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	x
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	x
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	x
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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