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[bookmark: _heading=h.z2ybo8i948o7]1. Introduction 
[bookmark: _heading=h.8jquxft45yef]1.1 Problem statement  
Industry forces have been continuously pushing the limits of consumption and causing alterations in human behaviour. These changes have been creating massive shifts in marketing functions and strategic approaches of global businesses. Yatna and Yulianah (2024) stressed the complexities faced by retailers in the contemporary landscape due to changing attitudes and demands of customers. This has resulted in dynamic methods of communication and virtual interaction processes so that brands can engage with customers directly. It helps the companies to boost visibility, improve position in the online market space and drive-up revenue generation. 
Disruption within the field of marketing is vital so that companies can strengthen visibility and improve its position. Based on such factors, social media marketing (SMM) has gained traction in the market. Scholars have noted that firms can leverage the power of social media marketing to connect, boost engagement and positively impact purchase decisions (Maulid et al., 2022). Such factors are shaping new possibilities for the growth of the retail sector in the UK. For that reason, this study will focus on the problem and analyse the variables and conduct further research so that social media’s power is realised within the retail market dynamics. Therefore, factors generating the impact of SMM on customers' behaviour will be identified and analysed by focusing on the retail companies of the UK.  
[bookmark: _heading=h.imrhm2x3d2x7]1.2 Research Aim
The main aim of the study will be to assess the effect of social media marketing on the buying behaviour of consumers in the UK retail industry. 
[bookmark: _heading=h.70j705ff66tv]1.3 Research Objectives 
· To identify the importance of social media marketing in the retail sector
· To analyse the impact of social media marketing on buyer behaviour in the UK retail sector
· To identify the challenges faced in influencing consumer behaviour in retail
· To recommend strategies for improving social media usage for effective marketing strategies 
[bookmark: _heading=h.y86xyx3a5dd4]1.4 Research questions
· What is the significance of social media marketing within retail business dynamics?
· How can social media marketing strategies influence customers to purchase products in the UK retail sector?
· How do retail companies face challenges in convincing customers to make purchase decisions?
· How can the UK retail brands improve their use of social media in marketing strategies to enhance sales rates? 
[bookmark: _heading=h.cqp22y1eckm0]1.5 Significance of the research 
Business is undergoing revolutionary changes due to increasing internet activity and accelerating technological developments. Viewing these developments, the retail sector is continuously looking out for opportunities that can help in innovation and growth amidst rising rivalry. Based on the data from 2020, around 92% of the adults were using the internet daily for diverse activities including entertainment, news, shopping and education (ONS, n.d.). The use of the internet was higher among people aged 16 to 45 years than among older adults aged 75 years and above. These figures have strengthened the rise of e-commerce sales in the retail sector (non-financial industries) by resulting in £668.9 billion of revenue in 2019 (ONS, n.d.). Thus, it is evident that e-commerce activities in businesses demand strategic marketing approaches that can help the brands to build a close relationship with the customers. 
[bookmark: _heading=h.4w5j4dsx16cn]1.6 Proposal outline 
The development of this proposal will focus on reviewing scholarly literature pieces to drive the methodological selection and justification by which a precise schedule can be followed to develop the final research work. 
[bookmark: _heading=h.28810qbt24k5]2. Literature review 
[bookmark: _heading=h.4lac4hw1tc6i]2.1 Theoretical Framework
The theory of planned behaviour can help in explaining how social media marketing strategies can shape and influence customer buying behaviour in the retail sector. The theory of planned behaviour shows that a person decides to purchase an item based on their attitude, perception towards the brand and subjective norms (Haris et al., 2021). These factors influence the ideals during the shopping process and allow people to consider alternatives while purchasing products. To elaborate and integrate the theory into the research issue, it is viewed that social media users are influenced by the user-generated content and the active presence of the brands. This helps in creating a positive perception towards the brand and influences their buying behaviour. 
[bookmark: _heading=h.qcs70ouyg1oq]2.2 Concept of social media marketing in retail 
Disruptive strategies due to the use of advanced digital systems and technology have introduced diverse techniques to improve marketing functions in business. This has become extremely important with the revolving issues of rivalry and tensions in the market due to changing consumer trends. This is where the concept of social media marketing is introduced, an innovative strategy to utilise social networking sites for engaging with customers. Brands have identified the potential of social media sites in connecting the companies directly to the target customers (Jeswani, 2023). This helps the companies to maintain transparency, create awareness and closely engage with the customers, thus achieving higher satisfaction. Through online platforms, the companies can message and directly draw insights on customer demands which can improve their products and services (Isibor et al., 2021). Moreover, social media exposes brands to customer responses in real-time, allowing to build strong engagement. This can allow companies to analyse their popularity in the market. Thus, the concept of social media marketing is quite innovative and dynamic, modified accordingly to meet the current business complexities and overcome high competition. 
[bookmark: _heading=h.qqer3z7aqs4c]2.3 Influence of social media marketing on consumer buying behaviour
The use of marketing strategies is apparent, which is to draw the attention of customers towards the business, drive branding and promote products and services for sales. Likewise, the role of social media marketing is innovative, but similar to traditional marketing. Multiple studies have indicated that SMM can influence and convince buyers during shopping positively (Romadhoni et al., 2023). The ability to influence purchase intention is a difficult strategy, but brands have spent years using varied techniques to convince customers to buy different products. The application of SMM within the retail sector has proved to create innovative results enhancing buyer’s behaviour. Lariba (2023) claimed that user-generated content has become a promising technique to draw attention of customers and enhance brand perception positively. It is viewed that user-generated content can shape positive perceptions among a wider audience and help the brand to seek growth and development (Santos and Vasconcelos, 2025). These are added benefits of engaging in social media marketing strategies for retail businesses, which not only help in managing consumer behaviour but also improve global visibility. 
[bookmark: _heading=h.zci0igvur543]2.4 Challenges associated with influencing buying behaviours in retail
Considering the barriers to influencing buying behaviour in the retail sector, it is vital to identify potential risks and problems. Retailers often lack insights into what the customer actually wants or their key pain points (Salminen et al., 2022). This lack of knowledge is a barrier to effective marketing strategies and thus, retailers fail to impact buyer behaviour. Apart from this, retailers are often oblivious to the rising trends in the market, internet usage, social media dynamics and technology that may cater to the preferences of young customers. For instance, fashion retailers need to be active across social media platforms as the target audience (including young women and teenage girls) is continuously engaged in online shopping (Siregar et al., 2023). This is why learning the customer requirements, understanding their motivation, lifestyle, and perceptions is extremely important to devise effective marketing techniques. Likewise, buyers' intentions can be studied through close interactions and understanding of their perspectives towards products. Hence, social media marketing allows brands to closely engage with potential customers and gather data on their preferences. 
[bookmark: _heading=h.g81kbgnfcpaa]2.5 Literature Gap and Contradictions 
The literature review has helped to gather potential studies and insights from scholars who have found a positive impact of social media marketing on buying behaviour. However, a noticeable gap in studies indicates that there is no evidence of the UK-based retail sector experiencing benefits from SMM in increased sales. Siregar et al. (2023), Santos and Vasconcelos (2025) and Jeswani (2023) have comprehensively explored the influence of SMM on customers, their purchase decisions and impact on overall company performance on a global scale. Contemporary studies lack region-specific data, which further demands research and critical analysis.
[bookmark: _heading=h.wi3pak4eh54j]2.6 Justification for a UK-based study 
Social media users in the UK have risen considerably, indicating almost 59.6 million users (ONS, 2022). By identifying this growth, retailers have determined the profitability in driving social media marketing to improve brand awareness, strengthen customer relations and accelerate sales. Therefore, this study will attempt to unravel whether UK retailers have experienced benefits from using social media marketing to influence the buying behaviour of customers, where the focus will also be on the UK due to its expansive user base. 
[bookmark: _heading=h.yfc5ldrncvis]3. Methodology 
[bookmark: _heading=h.3zjled1n789h]3.1 Research design and strategy
The chosen research strategy for this study is primary, which will help in accessing first-hand information in real-time from a relevant population. A descriptive research design will be employed for this study. To gather first-hand data, primary data sources are necessary that can be accessed through varied techniques such as surveys, focus groups and interviews (Taherdoost, 2021). Positivism research philosophy will be adopted to gather statistical insights on the phenomenon and explore the nature of knowledge in this study. Along with that, deductive research approaches will help to generate hypotheses and test specific insights from generalised statements (Naumovska and Zajac, 2022). Since the study aims to identify whether the UK-based retailers enjoy the benefits of influencing purchase decisions through social media marketing, first-hand information is required. 
[bookmark: _heading=h.nl1m2vh1baw3]3.2 Rationale for primary data  
The study will consider primary data so that first-hand knowledge and experience can be gathered by evaluating sales and marketing dynamics within the UK-based retail sector, focusing on how SMM affects buyer behaviour. It will help the study to embed authentic and real-life information from participants based on the survey process. 
[bookmark: _heading=h.kdc2k8ti3opv]3.3 Data collection process
Primary quantitative data will be acquired in this study since positivist philosophy has been chosen. The phenomenon demands statistical evaluation with the help of hypotheses so that key insights from generalised conclusions can be developed. As per the views of Hensen et al. (2021), quantitative data collection is supported with the help of survey techniques in research studies. This method will be adopted for this research as it will help in recording large amounts of information in real-time from relevant participants. 
[bookmark: _heading=h.nk0808nk1d0]3.4 Sampling strategy and size
The chosen strategy for conducting sampling of the population in the study is a randomised sampling technique. This strategy will help the researcher to randomly select relevant participants from the available population without any bias (Ahmed, 2024). It will be ensured that the sample size consists of buyers of UK-based retail companies. For the sample size, to gather effective data, around 80 participants will be engaged in the survey process. 
[bookmark: _heading=h.diymhjyhhqng]3.5 Data analysis techniques
As this research will acquire quantitative data using surveys, a statistical analysis method will be applied for interpreting results. The decoded information in the results will be further cross-examined with the literature review to develop a comprehensive discussion on the research issue. 
[bookmark: _heading=h.f8lpff1y5xcr]3.6 Ethical considerations
Ethical issues are significant factors within research studies highlighting honesty and researcher’s integrity. The survey will be conducted anonymously to protect respondents. In this study, consent will be taken from the participants and complete information associated with the research issue will be provided. No personal information will be required for the survey and all the data acquired will be stored in an encrypted folder. 
[bookmark: _heading=h.exmsuyu3wy4q]3.7 Methodological Limitations 
As this study focuses on collecting primary data via a survey, it may experience bias from the participants of the study. The sample participants will be selected from the retail sector of the UK, and they may not offer a critical response to the questions due to various reasons. However, the analysis of primary data will be compared against the literature review after statistical analysis, which will offer deeper insights about the knowledge and experience of research participants and show the differing views from the literature sources. 
[bookmark: _heading=h.i7hropkf584u]4. Timeline (Gantt Chart)
Time is a major constraint in research, and it is necessary to submit the final project on time. For that reason, this research has followed a stage-wise plan to complete each segment of the study in a timely manner. 


Activities 	Week 1	Week 2	Week 3	Week 4	Week 5	Week 6	Week 7	Week 8	Week 9
Finalise research proposal 									
Conducting a literature review 									
Methodology design selection 									
Data collection 									
Data analysis 									
Drafting the dissertation 									
Final submission 									

Table 1: Gantt Chart 
(Source: Self-developed)
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