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[bookmark: _Toc191490631]Introduction 
Social media marketing has become quite popular due to the impact of digitalisation on various industries. Today, different social networking sites and influencer marketing are leveraged for brand promotion. The concepts of brand awareness and customer engagement are deeply related to social media marketing This is because these concepts can be equated with the consumer decision-making process. Social media is highly effective for engaging customers and enhancing brand awareness. However, small businesses have fewer resources at their disposal compared to large or medium businesses. Hence, it is important to examine the effectiveness and viability of social media advertising in small businesses. This explains the context and rationale for the proposed research. 
[bookmark: _Toc191490632]Research Aim and Objectives
This research aims to examine the relationship between social media marketing, brand awareness, and consumer engagement for small businesses. It is based on the following objectives: 
i. What is the correlation of social media marketing to brand awareness and consumer engagement for small businesses? 
ii. How can social media marketing enhance brand awareness and consumer engagement?
iii. How effective and viable is social media marketing for small businesses? 
[bookmark: _Toc191490633]Research Hypothesis 
H0: Social media marketing has no positive correlation with brand awareness and customer engagement for small businesses
H1: Social media marketing has a positive correlation with brand awareness and customer engagement for small businesses
[bookmark: _Toc191490634]Literature Review 
A quantitative study conducted by Eid, Abdelmoety, and Agag, (2020) shows how small businesses in the UK have leveraged social media marketing to enhance brand awareness. The findings of this research also indicate that social media marketing helps small businesses understand consumer behaviour. 
Hassan Nadzim and Shiratuddin (2015) conducted a study with 22 small businesses. The research findings revealed various problems faced by small businesses. These included the lack of finances, shortage of marketing skills and competition from large companies.  Focus group discussions in this study concluded that the AIDA model can be effectively applied to social media marketing by small businesses. Hassan Nadzim and Shiratuddin (2015) propose that social media should be leveraged to attract attention, generate interest, develop desire and inspire action from customers. 
Jones Borgman and Ulusoy (2015) have explored the impact of social media on small businesses in Maine. They adopted the case study methodology using surveys and semi-structured interviews with five small businesses. The findings of this study revealed the advantages as well as challenges of social media for small businesses. The findings indicate that social media marketing has a positive impact on awareness, relationships and engagement concerning customers. In this way, social media can be an effective tool for small businesses to attract and convert leads. The challenges revealed by the study include isolated use of social media and limited technological skills. Small businesses can fully leverage the advantage of social media marketing by overcoming these challenges. 
De Oliveira et al. (2020) have specifically examined the effectiveness of social media marketing for customer engagement. They found that customer engagement mainly depends on the level of trust, positive emotions and satisfaction experienced by customers. Furthermore, customer satisfaction explains customer engagement more than the other factors associated with social media. Customer engagement not only influences purchase behaviour but also drives word-of-mouth promotions. The findings of the study conducted by de Oliveira et al. (2020) further indicate a strong association between hedonic consumption and customer engagement. However, such an association is not indicated for utilitarian consumption. Moreover, the selection of social media platform, product involvement and product value moderate the effect of social media advertising on consumer engagement. 
Ashley and Tuten (2015) have explored the impact of branded social content on customer engagement. The findings of their study are also quite relevant from the perspective of the effectiveness of social media marketing. This research relies on a content analysis of the social media strategies of top brands. The findings emphasise the role of emotional appeal and creativity in effective social media marketing. Furthermore, a positive association was also identified between the innovative use of social media and customer engagement. Ashley and Tuten (2015) conclude that branded social content can be effective in leveraging the potential of social media to engage customers. The study conducted by Lee, Hosanagar, and Nair (2018) examines Facebook content to understand the impact of social media marketing on customer engagement. Additionally, the impact of shares, likes, comments and click-throughs on customer engagement was also studied. The findings of this study reveal that emotional and humorous content on Facebook is more engaging than directly informative content. The insights gained from such research can be highly useful in formulating a content strategy for social media marketing. 
Dessart, Veloutsou, and Morgan-Thomas, (2015) have equated consumer engagement with participation in online brand communities. Their paper makes significant contributions to the expanding literature on online brand communities. Such platforms allow users to engage with brands as well as with other users This high level of engagement and participation along with user-generated content gives credibility to online brand communities.  
[bookmark: _Toc191490635]Theoretical Framework 
[image: ]Figure 1: Consumer Decision-Making Process
Source:  Stankevich, 2017
The theoretical framework of this research is based on the consumer decision-making process. This process is depicted in Figure 1 presented above. The consumer decision-making process starts with the recognition of a need. This is followed by the search for information. Social media can play an important role at this stage in the context of this study. Thereafter, the customer evaluates all the alternative products or services before purchase. The consumer decision-making process is complete with the purchase and post-purchase behaviour (Stankevich, 2017). This process will be applied to social media advertising for small businesses in this research. 
[bookmark: _Toc191490636]Research Gap 
A critical review of existing literature reveals various studies on social media marketing in small businesses. Consumer engagement and brand awareness are two important aspects of social media marketing. Despite being distinct, these concepts are highly interrelated. Existing literature lacks adequate studies examining the combined impact of social media on brand awareness and consumer engagement for small businesses. The proposed study will address this research gap. 
[bookmark: _Toc191490637]Research Methodology 
[bookmark: _Toc191490638]Research Philosophy 
The philosophical foundations of this research are based on the interpretivist paradigm Interpretivism emphasises subjective experiences and contextual perceptions (Alharahsheh, and Pius, 2020). This allows interpretivist research to enhance the depth of analysis. Furthermore, interpretivist research develops a richer interpretation of subjective meanings and social contexts (Pham, 2018; Junjie, and Yingxin, 2022). This study involves several subjective variables and factors requiring contextual analysis. This also includes human behaviour. Hence, interpretivism is more suited to this research. Interpretivism not only offers deeper insights but is also more suited to the analysis of social and human experiences (Ryan, 2018). Due to this reason, interpretivist research is more popular in the social sciences and business studies (Packard, 2017). This research also falls within the ambit of business studies. 
[bookmark: _Toc191490639]Research Approach 
The deductive approach has been adopted for this research. Inductive research contributes to theory building (Zalaghi, and Khazaei, 2016). It starts with specific data and analyses it to develop new theories. In contrast deductive research relies on data analysis to test the validity of a new theory or generalisation. This is why deductive research is based on hypothesis testing (Casula, Rangarajan, and Shields, 2021). This research involves hypothesis testing to identify the relationship between independent and dependent variables. Hence the deductive approach has been selected for this research. 
[bookmark: _Toc191490640]Research Design 
This study can be categorised as quantitative research. Quantitative research involves numerical data which is measured for objective inferences The quantitative technique of regression analysis will be applied in this research to test the hypothesis. It will ensure the credibility and generalisability of the research findings. 
[bookmark: _Toc191490641]Sampling and Data Collection 
The sample for this study comprises 40 participants from a target population of 500 professionals employed in small businesses in Cardiff. Simple random sampling will be applied to select the sample for this research. It is the most representative sampling technique providing an equal chance for each member of the target population to get selected (Sharma, 2017; Taherdoost, 2016). A manual lottery involving tokens will be used for simple random sampling in this research. Primary data will be collected from the participants through a questionnaire based on the 5-point Likert scale. 
[bookmark: _Toc191490642]Data Analysis 
The findings of the proposed research will be based on regression analysis of quantitative data collected through a questionnaire-based survey. Regression analysis will be applied to identify correlations between the independent and dependent variables. This is also the basis of hypothesis testing in this research
[bookmark: _Toc191490643]Research Ethics 
The ethical foundations of this study are based on the principles of anonymity and informed concern. Accordingly, the identities of the participants will be kept confidential. The respondents will participate in the survey only after they express their willingness. For this purpose, the objectives and implications of the study will be explained to the participants.
[bookmark: _Toc191490644]Time Frame of The Research 
[image: ]
Figure 2: Gantt Chart
Source: Author’s Creation
[bookmark: _Toc191490645]Conclusion 
Social media has gained popularity as one of the most effective tools for marketing in recent years. Social media can be used to enhance brand awareness and consumer engagement in marketing. Small businesses vary in terms of resources and scale compared to large or medium businesses. Hence, they must adopt a different strategy for effective social media marketing This study is set against this backdrop. Further research is required to add clarity to the role of social media in enhancing marketing effectiveness for small businesses. 
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