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[bookmark: _Toc235145039]1. Introduction and Forward Planning:
There are several ways today to include social media marketing into the organisations' marketing strategies; through interactive marketing, social media marketing campaigns, social media influencers and UGC. Digital interaction has proven to be a strategic benefit for companies and is a key element in the process of discovery, evaluation and purchase of a product by consumers. It can create effective campaigns that can be converted to high levels of brand awareness via conversations and/or eWOM to trust and then intent to buy (Kotler, Keller and Chernev, 2022). The presence of social media has brought some new data on how this impacts people's behaviour in general, and youth behaviour in particular (Ashraf, Hameed and Saeed, 2023; Vrontis et al., 2021).
Research Aim:
To fully know social media marketing's contribution in consumer decision making.
Research Objectives:
The research will evaluate the relationship between SMM and advertising as well as IMC and Consumer Trust, role of EWOM in purchase decision and makes valuable suggestions for the organisations as well as measure purchase-intention of the consumers using social media.
Research Questions:
What are the effective and efficient implications strategies of social media marketing/social media advertising/influencers/trust/online reviews on the consumer purchase intention, and consumer behaviour in general?
Problem Statement:
Studies reveal that there is a positive relationship between engagement – trust – intention (Sokolova and Kefi, 2020) as well as the mixed relationship has been found in each platform, audience and promotional approach (Ashraf, Hameed and Saeed, 2023).
Significance of the Study:
The actual results will be integrated in research and learning by other organisations and become a tool for organisations to design their own social media communication strategy so that more effective communication can be achieved in a sustainable manner via trusted influencers, authentic communication and customer reviews.
Outline of the Study:
The proposal should be well structured and organized, and include the following sections: introduction, literature, methodology, timetable and references.
[bookmark: _Toc235145040]2. Literature Review:
Social Media Marketing is used to reach out to the customers, communicate a product and engage the customers as brand partners via social media as a marketing. The consumers could be involved in the proceedings through social media as it offers a more interactive way of communication with them. The overall quality of the ad, brand image, perceived value and trust, and social influence, are extra factors that influence consumer purchasing decision. In line with Stimulus–Organism–Response (S-O-R) Theory consumer behaviour might be related to stimulus that stimulate their attitudes and feeling thus their buying behaviour. However, according to the Theory of Planned Behaviour (TPB) these factors can influence the purchase intention of the consumers: attitude, subjective norm and perceived behavioural control. From there the studies carried out found that between the influence of the social media marketing and the consumer engagement, there is a positive influence towards the purchase intention of the consumer. By employing social media, it can help increase engagement with the customer, thus, creating a strong relationship between the firm and the customer according to the findings of Vrontis et al., (2021). Likewise, Ashraf, Hameed and Saeed (2023) found parasocial relationships between influencers and followers to significantly contribute towards the increase in the purchase decision via trust and emotional attachment. One of these strategies is the marketing technique dubbed “influencer marketing” that is enjoying tremendous growth as one of the fastest-growing web marketing techniques. When it comes to being trusted by consumers, the postings of influencers is more credible than ads. This identification inspired Kumar et al., (2023) to make an attempt to conduct a study based on this, which resulted in the Credibility of influencers as an important factor towards Customer Engagement and Customer Purchase intention. Similarly, A. Kanwar et. al., (2022) mentioned that during the recognition of the influencers it has a positive effect on them with regard to their purchase intents, brand image and brand value. In addition, eWOM (electronic word of mouth) factor is also crucial in the purchase decision making process. Consider the volume of people that use internet reviews, comments and ratings to help them make decisions. Good feedback increases consumer confidence in the website, and bad feedback, decreases consumers' confidence in the website and vice versa. Hence for enterprises, encouraging rapport with their clients as well as maintaining a clear and credible communication online has come to be crucial.
[bookmark: _Toc235145041]3. Research Methods and Methodology:
Research Philosophy:
The research philosophy used in this study is Positivist, since this research employs numerical data as a medium in measuring the objectivity and statistical testing in the social media marketing and consumers purchasing decision based on the research of Saunders, Lewis and Thornhill (2023).
Research Approach:
This research is a deductive type of research, in which theories that will be applied in the research are TPB and SOR theory and the hypothesis of the research is derived from literature. This is accomplished qualitatively as well as with the assistance of a quantitative analysis (Saunders, Lewis and Thornhill, 2023).
Research Design:
Descriptive research using systematic way can be used to understand the attitude, behaviors and perceptions of the consumers about the social media marketing and their purchasing decision.
Research Strategy:
In order to collect quantitative responses from all the participants whose responses are similar to each other, structured questionnaires are used which contains five points in Likert scale, the survey approach is used for this purpose (Bell, Bryman and Harley, 2022).
Population and Sample:
The criteria for the target group are over 18 years old, and their users of social media. The respondents will be about 30 respondents and sampling method of the respondents will be convenience sampling so that the number of data can be analyzed statistically.
Data Collection:
Data collection will be done with the help of online questionnaire (Google Form) and social media. The questions are taken from the following domains: demographics, consumer trust and buying behavior and consumer exposure to ads and application of the influencer marketing and e-WOM.
Data Analysis:
Collected data will be tabulated and analysis will be done descriptively, correlation and multiple regression in the Microsoft Excel to observe relationship of the independent variables and consumers purchasing decision.
Ethical Considerations:
However, it will continue to be a voluntary and informed process, prior to the collection of data. The responses to the respondents will be anonymous and the information will be confidential. Research integrity will be preserved, respondents will be able to refuse to participate in the research without any resulting consequences and continue to use the information in their academic research.
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