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[bookmark: _Toc189578828]ABSTRACT
This research has found out the impact of social media marketing on the consumer behaviour and the purchasing power of the consumers. It has been done to examine the idea of the effectiveness and the results that the social media marketing provides to help the organisation in achieving the sales and the value to the organisation. It has been seen that what the challenges in the implementation of different strategies are involved with the marketing idea in social media and which strategy can be the effective one to encourage the purchasing behaviour of the consumers.  
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[bookmark: _Toc189578829]INTRODUCTION
[bookmark: _Toc189578830]Background 
In recent times, it becomes significant for every business to market its products and services in order to remain competitive in the market place. The main aim of marketing is to help the businesses grow effectively and reach the highest possible sales by promoting the brands, products and facilities. The social media marketing connects the consumers as well as audiences towards the brands, which shares the similar needs, values and preferences. Through the social media networking sites, the organisation could keep in touch with the individual followers. This personal connection could instil the feeling of loyalty into the followers as well as the possible consumers. The social media marketing could help the organisation to build the fierce brand awareness, engage with the consumers and drive the meaningful outcomes (Mason, 2021). In general terms, the social media marketing refers to the use of social media platforms such as Instagram, Facebook, YouTube, twitter, LinkedIn and many more in order to promote the brand and eventually sell the products and services. The social media marketing has changed the way the businesses could influence the behaviour of the consumers; from supporting the content, which drives the engagement in order to extract the personal information and makes the message resonate with the consumers. Utilising these marketing techniques tends to be extremely significant for the businesses in the long run. 
[bookmark: _Toc189578831]Research Aim
· To evaluate the role of social media marketing on the purchasing behaviour of consumers, a case study of Waitrose.  
[bookmark: _Toc189578832]Research Objectives
· To analyse the role of social media marketing on the buying behaviour of consumers. 
· To examine the various challenges faced while implementing the social media marketing in the company. 
· To assess the strategies to effectively implement the social media marketing in the organisation. 
[bookmark: _Toc189578833]Research Objectives
· What is the role of social media marketing on the buying behaviour of consumers?
· What are the various challenges faced while implementing the social media marketing in the company?
· What are the strategies to effectively implement the social media marketing in the organisation?
[bookmark: _Toc189578834]Research Rationale 
The rationale of this research study is to understand the role of social media marketing on the purchasing behaviour of the consumers. The research will be beneficial for the companies in the retail industry in order to understand the significance of the social media marketing in the modern times. The research will provide an in depth study of the various challenges faced by the organisation while implementing the social media marketing and will thus provide the strategies in order to effectively incorporate the social media marketing in the organisation (Palalic, 2021). In current times, when the social media marketing tends to be crucial for the business, this research study will provide a valuable insight to the companies in the retail sector to effectively leverage the use of social media marketing.  
[bookmark: _Toc189578835]Background of the organisation 
Waitrose is the leading supermarket chain in the UK. The organisation was established in the year 1904 as Waite, Rose and Taylor that was later shortened to Waitrose. The headquarters of the company is in Berkshire, England. As of the year 2023, the organisation operates 329 shops around the Great Britain and the Channel Islands involving the 65 ‘little Waitrose’ convenience shops (Ilyankou, 2023). The organisation also exports the products to around 52 countries and have the locations in the Middle East. According to the Daily Telegraph and The Guardian, the organisation has been positioned as the premium supermarket chain. The main priorities of the organisation is to make the shopping more convenient as well as easier for the consumers. 
[bookmark: _Toc189578836]LITERATURE REVIEW 
[bookmark: _Toc189578837]Theme 1 –To evaluate the role of social media marketing in consumer buying behaviours.
According to Evans, (2021) the use of social media has become very evident in the recent years as people have very much transformed themselves with the use of social media. The social media platforms have also become a way for the public to make an immense amount of earning. The social media collaborations make it possible for the people to earn a lot. With an increase in the use of social media there has an emerging type of marketing strategies that are used by various businesses. The marketing strategy is known as the social media marketing. The social media marketing has a very huge role in affecting the behaviour of the customers towards the process of purchasing any of the items. Technology has had a big role in the overall growth and also sometimes the degradation of the businesses. 
As stated by Tuten, (2023) businesses nowadays tend to prefer the various social media platforms for building and expanding the image of their brand. As social media has become a way for the people all around to connect with each other the businesses also use it as an opportunity to expand their business and spread awareness about the products that they sell within the markets. The social media has helped the businesses a lot in increasing their customer base. The proper social media marketing can be done by defining the goals at first, then identifying the appropriate platforms and the target audience, then some ways in which a connection can be built with the target audience is to be found out and then the business adjust with these things and work on achieving the results by regularly following them. Arranging proper collaborations with the influencers is what the business do in order to practice social media marketing and help their products in reaching to a higher number of audience. 
In accordance with Rachmad, (2022) social media marketing helps businesses in reaching to a large number of audience and marketing about their products in a very affordable price. This also helps the businesses in knowing about the competitors that are there in their sector and then identify about the changes that they can make in their business in order to stand out within the competition. Social media marketing has changed the buying patterns of the customers a lot as they get to know about all the brands that are currently in trend and also get to know about the brands that can offer them with the best deals that are the deals which provide them with huge number of discounts and lets them know about the sales. It is a tendency of the customers to prefer the best available products in the least amount of price possible. So through engaging into social media marketing the businesses also tend to apply innovations within their businesses in order to attract the customers. The customers also tend to prefer the products that have the best reviews more than the other available products. The influencer reviews also tend to attract the customer preferences a lot. 
[bookmark: _Toc189578838]Theme 2- To evaluate the various challenges faced while executing the social media marketing in the organisation. 
According to Nekmahmud (2022), one of the major challenge the company face while implementing the social media marketing in the company is keeping up with the fluctuating social media trends. The average lifespan of a trend tends to be shrinking rapidly, leaving the room for more new and fresh trends than ever before. It becomes crucial for the organisation is to understand the trend and change their content and social media strategy according to the existing trends. Another key challenge while incorporating the social media marketing strategy is not understanding the target audience. There are numerous brands, which performs outstandingly in store, however fails miserably on the social media platforms. This happens majorly because of not understanding and assessing the target audience of the organisation. Bombarding the consumers with the irrelevant content is not the appropriate strategy in order to enhance the engagement on the social media platforms. It becomes important for the company to understand the target audience and make the content according to their will and demand. 
As per the views of AlShawabkeh (2021), another challenge is not standing out among the competitors. The competition in the sector is what the most brands tend to struggle with and it is not very simple to get intimidated by the follower counts and engagement of the rivals. The companies should initially emphasis on establishing the own identity as well as building the own community. It is important for the businesses to understand a smaller, trustworthy community holds more value than the vanity metrics. Another key challenge is the lack of cross departmental interaction and the understanding of social media platforms. The social media includes the range of skills and tends to be the third most in demand marketing profession in recent times. These added responsibilities means much dependency on the efforts of social media. However, the major challenge for the company is to identify the appropriate talents that will contribute to the development of the social strategy of the brand. The social media marketing is not just about the posting of content as well as communicating with the audience. It includes the collaboration with the other departments like the consumer service support, product development as well as demand generation. 
As observed by Dwivedi (2021), another prominent challenge is running out of the creative ideas. Coming up with the new and fresh content ideas tends to be among the most frustrating social media marketing challenges. Growing the presence on the social media platforms is a never ending job. Being creative is essential for the company in order to appeal the large base of consumers. Another challenge is not responding efficiently as well as managing the negative comments and feedback. The negative comments and responses are the inevitable part of social media. It becomes essential for the company to address the concerns of the consumers in order to build the loyalty and trust of the consumers towards the brand. Another challenge is meeting the expectations of the consumer. Aside from gaining the followers as well as engagements, the social media marketers are also challenged by the existing expectations of the consumers. The consumers wants to recognise with the brand, which represents the same values and beliefs. The brands that speak out on the social media tend to represent themselves as fierce and culturally related. The organisation should make the content that is relevant to the consumers that will help them to feel connected and emotionally available for the brand. It is also important for the brand to understand the needs of the consumers and then make the content accordingly. 
[bookmark: _Toc189578839]Theme 3- To assess the strategies to effectively implement the social media marketing in the company. 
As stated by Evans (2021), one of the most effective strategy is understanding the target audience. Knowing what the target audience needs and working accordingly is essential for the company. once the organisation have the idea of the people that it want to advertise to, then the organisation could emphasis on creating the quality content, which will connect with them and eventually stand the test of the time. In recent times, every individual or consumer wants a customised social media experience, thus understanding the preferences of the target audience will make the audience more likely to engage with the post and content on the social media platforms. Another key strategy is choosing the right social media platforms. There are countless social media platforms and deciding the ones that will best suit the advertising objectives could be challenging. Another strategy is to keep the consumers engaged with the posts and other social media contents. Engaging with the audience on the social media profiles of the company tends to be the secret ingredient for having a successful digital marketing strategy. 
In accordance with Dolega (2021), it is essential for the company to not just respond to the queries and comments but it will beneficial for the company to start the conversations with the consumers as well. This will eventually help the company to understand the audience in a better way and thus will make them feel valued. And if there is a concern, then it is significant to address it openly as well as politely. Turning a negative comment into a positive one will show that the company care about making the things right. Engaging with the consumers is not just about connecting in order to gain the consumers but it is also about creating the positive connections. One of the most effective strategy is encouraging the consumer generated content. Creating the unique content constantly for the social media platforms could be exhausting for the marketers. Encouraging the consumers that are already using the products in order to share the reviews and feedback on the social media platforms through stories and posts. This is referred to as the consumer generated content. This will help the consumers to share their feedback, experiences, images and even videos by using the designated hashtags. This will not only engage the consumers, however will also build the loyalty and enhance the trust of the consumers towards the brand. Another efficient strategy is collaborating with the brands. In modern times, most brands are collaborating as a part of their growth and development strategies. The organisation could collaborate with the other brands and could create an engaging as well as interesting content in order to reach and appeal the target audiences. 
As per the observation of Olson (2021), another vital strategy in order to effectively implement the social media strategy is to engage the users with the story telling. The social media is full of impersonal content, spams and frustrating advertisements. Not everything the organisation promotes tends to be promotional. The consumers are done with them and wants something, which they could connect with both emotionally and mentally. The organisation must have a storytelling method in order to drive the sales and engage the consumers with the posts and contents. The company can create the content to convey the message of the brand in order to appeal the consumers. When the organisation emphasises on the storytelling content, it builds a positive image and expresses a meaningful message. Another effective strategy is assessing the social media content as well as engagement of the competitors. It is vital to be unique and creative and allow the valuable content that is different from the rivals in the market. Another strategy is being consistent with the content. Consistency is the key to all the great marketing strategies and the company should lay emphasis on positing constantly to remain in front of the mind of the consumers. 
[bookmark: _Toc189578840]CONCEPTUAL FRAMEWORK 
As per the consumer behaviour theory, it demonstrays that the needs as well as wants of the consumers for the various good and facilities create its demand in the market place and thus, the  need to produce them. In simple terms, it is the study of how the consumer makes the decision while making the purchase, helping the businesses as well as marketers to capitalise on these behaviours (Tanrikulu, 2021). This theory helps the companies to understand the needs, wants as well as desires of the consumers and eventually create the products and services accordingly. This theory analyses the motivations, influences and methods, which assists the choices of the consumers, allowing essential and valuable insights for the companies. 
[bookmark: _Toc189578841]LITERATURE GAP
The existing gap within the research study is that it is not very in depth and only a confined amount of information is being given within the research work. The information provided within the research can be considered to be insufficient. The researcher within the research has used the inductive type of research design and the drawback of this is that it is not able to reach to a clear conclusion as compared to the other types of research designs (Jamil and. et. al., 2022). The researcher also used a probability type of sampling which does not provide with the proper and accurate amount of outcomes for the data that has been researched on. The researcher used the primary type of data collection method and that is expected to have some errors and give a biased outcome or result. The primary data collection methods are also considered to be very time consuming and this is also a drawback. The primary data collection method is also very expensive so it makes the research overall very expensive. 
[bookmark: _Toc189578842]RESEARCH METHODOLOGY
[bookmark: _Toc189578843]Research type
The types in the research is a term that describes the different types of methodologies that are used in the way of finding and conducting any type of research. The research types are namely of three types the quantitative research type, the qualitative research type and the mixed research type. The three types of research differ from each other in many ways. The quantitative type of research is a way of calculating and testing all the numerical data. This type of research is very fruitful for finding out or reaching a very large amount of people in a very short span of the time. This helps in analysing the relationships that are there in between the various variables, making relevant predictions about them and then finding out to the result according to a large number of population (Mishra and Alok, 2022). The qualitative type of research methodology is used in the process of examining any opinions, the behaviours and the several types of experiences that any people have in their lives. It is used in analysing the words and the textual types of data. This can be helpful only when there is only a fewer number of participants and is not applicable for a very large number of people altogether. This type of research is also as compared to the quantitative research very time consuming. This type of research in the research methodology is used in identifying the problems within the research which are not being clearly defined at all. The mixed method type of research methodology is uses both the types of research types that is the quantitative research type and the qualitative research type (Mason, Narcum and Mason, 2021). This type of research enables the researchers to use both the types of research in the same research problem. The researcher will make use of the qualitative type of research. 
[bookmark: _Toc189578844]Research approach 
Research approach is a term used in describing the procedure that the researcher selects in order to collect any type of information, analyse the data and then relevantly interpret it accordingly. The research approaches identified are namely of three types the descriptive type of research approach, the exploratory research approach and the case study research approach. The descriptive research approach is an approach that basically aims at describing any situation or problem in a very accurate and a systematic way (Li, Larimo and Leonidou, 2021). The descriptions given in such type of approaches is explained in very much detail. The exploratory research approach is a research approach that is used in the investigation process of a problem that has not been very clearly defined and has been very poorly understood. The case study research approach is a type of research approach which is the most used type. This is considered to be a very systematic type of research approach (Dubey and Kothari, 2022). Any amount of number of people can be included in the research with the case study approach. The researcher will make use of the descriptive type of research approach as it will describe the problem in very much detail and make it easier for the people to understand. 
[bookmark: _Toc189578845]Research design
A research design is a term used to describe or a term that refers to the strategy that the researcher uses in order to identify and conduct the research using any kind of empirical data. Research design basically means to identify the objectives and analyse the approach of the research clearly. There are three types of research designs used that is the inductive type of research design, the deductive type of research design and the abductive type of research design. The inductive type of research design uses the method in which the researcher begins to collect the data first and then analyse the data. The analysation of the data is done in order to develop various theories and various concepts. This type of research design uses the bottom to up approach in their research methods. The deductive type of research approach is an approach in which the researcher uses a hypothesis or a theory that already exists in order to find out the specific observations that are to be made. This uses a method that is the top to down approach (Zou and Xu, 2023). The abductive design of the research methodology aims at identifying the research in a more appropriate and a defined way in the researches as compared to the other types of research designs. The abductive research design gives the most accurate and appropriate research designs. The researcher will make use of the inductive type of research design as it will provide a clear view of the design of the research. 
[bookmark: _Toc189578846]Data collection 
Data collection is a term that is used to describe the process in which the data is gathered and the information is measured according to the variables that are of the interest. This is the one that is used to identify the questions based on the research, testing of the hypothesis and evaluating the outcomes that are to be calculated. The types of data collection methods are of two types that is the primary data collection methods and the secondary data collection methods. The primary data collection methods include gathering all the kinds of information that is directly taken from the sources. The primary data collection methods include the processes such as the interviews, the different types of observations and different types of experiments. The secondary data collection method is a type of method which uses the type of data that is actually collected from the actual user rather than the other sources where the data is being used. The researcher in this research will use the primary type of data collection method in order to get a data that is more accurate and is also easy to be accessed and understood. 
[bookmark: _Toc189578847]Data analysis
Data analysis is a way of analysing the data by investing it by applying various types of techniques within it and consider all the types of figures and the facts that can be used in making all the kinds of considerations (Habu and Henderson, 2023). There are two types in which the data can be analysed namely the thematic analysis and the SPSS. The thematic analysis is considered to be the most common type of the research analysis which is applicable for the qualitative type of research. It helps in identifying the patterns within the qualitative data. SPSS is a term that describes the statistical package for the social sciences and is basically used by many of the researchers in their research processes. The researcher in this will use the thematic analysis for conducting the research process. 
[bookmark: _Toc189578848]Sampling 
Sampling is a process of selecting the types of groups that will be used in the process of data collection for any types of researches. There are two types of samplings used for carrying on the process of research that are the probability sampling and the non-probability sampling. The probability sampling is a type of sampling in which the researchers use the random guesses in order to do the calculations within their research. This gives a less appropriate outcome as compared to the non-probability in which it uses the already given information which is not at all random (Firdaus, Zulfadilla and Caniago, 2021). The non-probability sampling gives a more appropriate type of information. The researcher in this research will use the probability type of sampling and the sample size that is taken is 100. 
[bookmark: _Toc189578849]Ethical considerations
Ethical considerations are the type of considerations that are to be taken care of by the researchers in order to make sure that their research conducted is very fair and taking care of all the ethical issues that can be arising during the research process. This also means the process in which the ethical issues are being identified, then the issues are being analysed and then they are being addressed to be solved (Dubbelink, Herrando and Constantinides, 2021). The ethical considerations are to be kept in mind during all the types of research conducted by the researchers. 
[bookmark: _Toc189578850]DATA ANALYSIS
	Q1. Is social media marketing effective for the organisation? 
	Response 
	Frequency 

	a) Yes
	87
	87%

	b) No
	13
	13%

	c) Total 
	100
	100%



[image: ]


Interpretation
It can be found that social media marketing is believed to be one of the effective way to ensure the changes in the effectiveness and efficiency in the organisational market capturing. Around 87 consumers believe that social media can be effective in the goal orientation of the organisation and it can be seen as the one of the best marketing strategy. 

	Q2. What can be most beneficial tools to attract the consumers? 
	Response
	Frequency

	a) Print Media
	12
	12%

	b) Social Media
	58
	58%

	c) Advertising
	30
	30%

	Total 
	100
	100%
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Interpretation
Around 58 consumers can be seen in the favour of social media that it can influence the consumers more than any other form of marketing. This can attract the consumers faster and can promote the business successfully in the market. Around 12 consumers believe that print media can be effective and 30 consumers believe in the advertising strategies to influence consumers and consumer behaviour of purchasing. 
 
	Q3. Does social media marketing impacts the purchasing behaviour of the consumers? 
	Response
	Frequency

	a) Yes
	80
	80%

	b) No
	20
	20%

	Total 
	100
	100%



[image: ]


Interpretation
Around 80 consumers believe that the social media marketing can be impactful in changing the purchasing behaviour of the consumers because it can create the idea of belongingness to the consumer minds. Around 20 consumers believe that social media cannot be impactful in the purchasing behaviour of the consumers as it can be based on different factors as well with the notion to attract the consumers.  

	Q4. How social media impacts the purchasing of the consumers? 
	Response
	Frequency

	a) Visual Impact
	54
	54%

	b) Reachable 
	16
	16%

	c) Experience building
	30
	30%

	Total 
	100
	100%
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Interpretation
The social media can impact the market through different attributes. Around 54 believe it is the visuals that the organisation creates with the content. Around 16 believes it is reachable and easy and convenient and 30 believe it to be experience building through the sense of being consumer friendly and can be felt approachable. Social media can create an ideology of connecting to the consumers with the efficiency of letting the consumers come with the purchasing thoughts and can be influenced in buying the goods and services. 

	Q5. Can an organisation face challenges to implement the social media marketing? 
	Response
	Frequency

	a) Yes
	65
	65%

	b) No
	35
	35%

	Total 
	100
	100%
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Interpretation
It can be seen that implementing the social media marketing can be challenging for the organisations because it has different aspects that needs to be fulfilled with the metrics to engage in the market. Around 65 consumers believe that yes implementing the idea of social media marketing can be challenging while 35 believe that it can be handled with the organisational structure and management.

	Q6. What can be the biggest challenge to implement the social media marketing? 
	Response
	Frequency

	a) Engagement rate
	45
	45%

	b) Competition
	15
	15%

	c) Understanding the target audience
	40
	40%

	Total 
	100
	100%
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Interpretation
The challenge that can be faced in the implementation can have different approaches that have different attributes that can create impact on the implementation. Around 45 believe the engagement rate of the consumers will be the biggest challenge in the implementation as it can be seen that there is no influence. Around 40 believe it can be challenging to understand the target market and 15 believe that the competitive market can be challenging in creating the edge to the market. 

	Q7. How can an organisation utilise the data collected be the social media engagement?
	Response
	Frequency

	a) KPIs
	25
	25%

	b) Improves the ROI
	32
	32%

	c) Understanding consumer preferences
	43
	43%

	Total 
	100
	100%
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Interpretation
Organisation can use the data the get from the insights of the social media and it can be utilised for different aspects of the marketing and organisation can analyse the data to use in the future marketing opportunities. Around 25 consumers believe it can utilise the key performance indicators well. Around 32 believes in the improvement of the return on investment and sales and 43 believe that the data can be utilised to understand the consumer preferences in the market.  

	Q8. What strategies can be the most effective in the social media marketing? 
	Response
	Frequency

	a) Engagement with the target market
	30
	30%

	b) Choosing the right platform 
	36
	36%

	c) Content creation to influence
	34
	34%

	Total 
	100
	100%
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Interpretation
Around 30 consumers think that engaging with the consumer can be most effective strategy of the social media market. Around 36 thinks it can be to choose the right platform first so that it can be influential and 34 believes that to focus on the content so that it can regain the consumers attractions. 

	Q9. How can the social media marketing influence the productivity of the organisation? 
	Response
	Frequency

	a) Highly
	55
	55%

	b) Moderate 
	30
	30%

	c) Slightly
	15
	15%

	Total 
	100
	100%
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Interpretation
Social media marketing can influence the consumers and build relations with the consumers which can generate high productivity and sales to the organisation. Around 55 consumers thinks that it can highly impact the sales and productivity of the organisation. Around 30 believe it can moderately change the consumer behaviour and 15 think it can just bring slight change in the market. 

	Q10. What is your opinion over the changes that can be brought for more effective use of Social media marketing? 
	Response
	Frequency

	a) Strategic approach
	40
	40%

	b) Platform specific
	27
	27%

	c) Compliance marketing
	33
	33%

	Total 
	100
	100%



[image: ]
Interpretation
According to 40 consumers the strategic approach towards the marketing on social media can be the most effective in the upcoming time while 33 believes that specifying the platform first can generate conceptual focus on the organisation to sustain at one and 27 thinks to work in the compliance market can be the best option to encourage the marketing. 
[bookmark: _Toc189578851]RECOMMENDATIONS
In this era of digital globalisation understanding the market and the consumers is very important as the dynamics and the metrics of the businesses depends on the beloved norms and culture of the aspects. Increasing the idea of consumer interaction and getting to know the consumers better can be the best approach to attain the business successes and influence the market economics for the organisation (Evans, Bratton and McKee, 2021). In the online approaches of the current market it is vital to understand the organisation strategies and structure of the organisation so that it can develop the social media ideas effectively and generate more influential contents to attract the consumers. The social media marketing can influence the behaviour of the consumers through different aspects that can create the sense of purchasing for the individuals. The organisation should hold them to the user generated content as it can help in encouraging the customers to interact about their experience and reviews around the goods and services on the social media. The organisation can create the dedicated hashtags to market the products that can be helpful in engaging with the potential buyers and it can also take the help of user generated content to be handled with the organisation’s social structure so that the sense of brand loyalty and trust among the people can be build (Majeed, 2021). The organisation can be open and transparent about the organisational operations and functions on the social media unless not leaking the confidential information for sure. The social media transparency creates the sense of believe and trust on the organisation and consumers also thinks to the prospects points and notice structure. Sharing the content that acknowledges the consumers and showcase the organisational behind the scenes can be forming the humanized stories to bring up the model. Highlight the organisation mission and vision so that people can relate to the business level of aspiration and can connect to the goods and services clearly. Also address the consumer problems and issues with the different aspects at the social media that can create a sense of belief that the organisation will not be associated with any problem solving issues in the market (Tuten, 2023). The organisation should be intimidating towards the idea of investing time in the social media marketing as it is the future of the market. Creating strategies according to the trends and generating the believable norms and influential tools that can create the market consumers attraction towards the organisation can be sustaining and profitable for the sales of the organisation through its goods and services. The challenges of the social media marketing can be seen as the opportunity to work in the futuristic market and create a gap between the consumers and other competitors to be seen in the eyes of the consumers. Analysing the gaps and generating ideas that can create the organisation clear to meet the needs of the people can be crucial and for attaining the purpose the organisation can create a specific team to analyse and operate in the digital market to influence the consumers and create an influential approach towards the return and purchasing power of the consumers (Naeem, 2021). The organisation must engage with the consumers and certainly can host different events and activities online that can connect with the people and creates an environment of being self-developing that will be bringing more numbers to the community that will share the same goals and objectives of the organisation through purchasing behaviour of the consumers that creates sales and returns for the organisation. 





[bookmark: _Toc189578852]CONCLUSION        
Social media marketing has been creating major impacts in the organisational growths and development in the metrics of different aspects. It has become a necessity for the organisations to upskill the social media marketing to sustain and attract the consumers towards the purchasing of the company goods and services. Business presence on the social media and creating the levels of believing that can certainly enhance the ideal opportunities of the market gaps can be helpful in generating the better values and add up the better approaches to the analysis of the market. The social media influence the consumers can creates the organisation to sustain the ability to create trust in the people and build a loyal community for the organisation that will be gathering more people to the community and creates authentic and valuable business environment. It also tells about the motivations and needs of the organisation and what exactly arte the organisational objectives and goals that are being brought up by the transparencies of the content that publishes on social media. It also helps in the product development of the goods and services according to the consumer preferences and buying behaviours and improves the sales of the goods and services as well. The marketing tool can be the support to achieve the high value norms of the company and interacts with the market dynamics and algorithms that structures the potential purchasing power of different people. This research deals with the idea of evaluating the role of the social media marketing on the purchasing behaviour of the consumers. This report carry out the different objectives that can be seen in the market in accordance with the market influences. It analysed about the impact that social media marketing creates on the consumer behaviour on their buying process. It also examined the detailed insight of various challenges that the organisation faces at the time of implementations of the social media marketing and how that challenges can be overcome with the different approaches of the marketing ideas. This research also assessed the different strategies that can be implemented effectively and efficient to encourage the social media marketing on the organisation and what can be the best approaches to sustain with the norms and ideas of the market capturing with the marketing structures. This research includes the research me3thodologies and the literature review to understand the concepts and data analysis that can help in achieving the market consumer’s mind-set towards the concept. 
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