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[bookmark: _Toc77244966][bookmark: _Toc77245069]1.1: Background
Social media has emerged as one of the most discussed and researched topics in the modern research framework (Kapoor et al., 2017). The usage of social media has grown at a fast pace in the last few years and it can be determined that the current trends are expected to continue in the near future owing to the vast digitization and growth in the extent of businesses shifting social media-based strategies. Social media marketing has been utilised by business across different industries and realms towards improving the market presence and enhancing market penetration (Voramontri and Klieb, 2019). Currently, social media marketing has been considered to be one of the most powerful tools for promotion and advertisement of products/services due to its ability to influence consumer buying behaviour positively by impacting key motivators of purchase behaviour. As the users of social media increase every day the ability of social media platforms to influence, consumer purchase decisions in a positive manner are also increasing at a fast pace (Gupta et al., 2021).  It is imperative that modern businesses especially those in the retail sector focus on social media marketing strategies as it enhances market exposure, promotes creation of a brand image and ultimately enforces a positive influence on the consumer purchase behaviour. 
[bookmark: _Toc77244967][bookmark: _Toc77245070]1.2: Research Aim
The aim of the research is to understand and interpret the role of social media marketing on the consumer’s purchase behaviour. The research focuses on how UK based retailers have utilised social media marketing to positively influence consumer purchase decisions.
[bookmark: _Toc77244968][bookmark: _Toc77245071]1.3: Research Objectives
1. What is the role of social media marketing in the retail industry?
2. How does the implementation of social media marketing influence consumer purchase decisions in the UK retail industry?
3. What are the future trends of social media marketing and how would UK based retailers adapt to the emerging opportunities?
[bookmark: _Toc77244969][bookmark: _Toc77245072]1.4: Rationale
Social media marketing’s establishment as a widely utilised marketing form has been recently developed. The study is focused to discover further evidence and present adequate information pertaining to how social media marketing influences consumer purchase decisions in the UK retail sector. Research would contribute towards existing social media marketing knowledge by evaluating from a social approach to understand how marketing through social media can influence consumer purchase decision making.
[bookmark: _Toc77244970][bookmark: _Toc77245073]2.0: LITERATURE REVIEW
[bookmark: _Toc77244971][bookmark: _Toc77245074]2.1: Social Media Marketing Revolution
There has been a significant explosion in the usage of social media as a marketing tool in the last decade. In fact, it is believed that social media has revolutionized the marketing sector by providing businesses with a dynamic framework through which marketing objectives can be achieved by businesses. Social media which emerged as a medium for online communication has now been used as a multipurpose tool for businesses (McClure and Seock, 2020). Marketing through social media has extensively transformed the modern marketing framework with businesses adapting towards it through investments at a fast pace. The edge that social media marketing provides facilitates the development of key measures which promotes market penetration and brand exposure (Lăzăroiu et al., 2020). The active users of social media are currently in excess of 3 billion which accounts for almost 50% of the global population. It is a singular platform through which businesses can reach out to audiences globally (Huang and Benyoucef, 2017). The enhanced presence of potential customers on social media platforms has made it the ideal medium through which organisations can market, promote its products while communicating with the customers to establish improved customer relationship management (Barcelos, Dantas and Sénécal, 2018).
[bookmark: _Toc77244972][bookmark: _Toc77245075]2.2: Social Media Marketing Influence on Consumer Purchase Decision
Understanding the factors that impact consumer buyer behaviour is crucial in understanding how social media marketing has had an impact on the purchase decisions of modern customers. Personal, psychological and social aspects are the most important when it comes to purchase behaviour of the consumers (Oumayma, 2020). Maslow’s hierarchy of needs best describes the four stages of needs of a consumer who is determined to satisfy a particular need post which the priority shifts to the satisfaction of the other needs. Relating it to consumer behaviour, it can be determined that the marketing framework that can satisfy the maximum needs of the consumers is likely to have a positive influence on consumer purchase decisions (Loxton et al., 2020). Addressing specifics, social media marketing influences the psychological and self-actualization needs of the consumers. The Maslow’s hierarchical framework indicates that by addressing the aforementioned needs the social media platforms are able to pivot factors that positively encourage consumers to make purchases.
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Figure 1: Maslow’s Hierarchy of Needs
(Source: FitzGerald, 2019).
Statistics have been indicative of the fact that social media marketing programs are more likely to influence consumer purchase decisions positively in comparison to traditional marketing campaigns. The engagement theory is associated to describing how regular activities and tasks influence the behaviour of individuals (Lăzăroiu et al., 2020).. Applying the theory in context of social media marketing indicates that regular exposure to content associated to a brand/product enhances the probability of consumers purchasing it.  The major reasons behind the growing influence of social media marketing and advertising is the fact that it has been growing in relevance with users spending a larger amount of time on these platforms (Jashari and Rrustemi, 2016). The engagement theory explains how social media impacts consumer behaviour positively by creating awareness, providing exposure to the marketed products. Retailers based in the UK are evidently using social media marketing rapidly to influence consumer purchase decisions. The promoting factor to market through social media is the scope for extensive brand exposure and image creation (Scholz et al., 2018).  Social networks such as Facebook, YouTube and Instagram have witnessed unprecedented growth in the number of users and continue to achieve higher number of active users on a daily basis (Bhatti and Scholar, 2018). The current situation depicts that the relevance of social media marketing in the modern business framework is expected to increase continually and it can be stated that it would also have a continued influence consumer purchase decision.
[bookmark: _Toc77244973][bookmark: _Toc77245076]2.3: Research Gap
Modern research has been extensively focused towards social media marketing and its positive influence on businesses. Most studies remain focused towards understanding the benefits of social media marketing and its influence on consumer behaviour through a qualitative approach as the topic is highly social in its nature (Scholz et al., 2018). This particular research aims to quantitively understand the extent of influence of social media marketing on consumer purchase behaviour. By adapting a different path in quantitatively evaluating trends, patterns and behaviours in social media marketing and its influence on consumer behaviour, a clear understanding about the factors impacting this change in consumer behaviour can be addressed. From a theoretical perspective, the findings of the study would be pivotal in contributing towards an extended understanding about social media’s influence on consumer purchase behaviour. The in-depth approach would enable the study to contribute extensively towards the domain of social media marketing research with respect to its impact on consumer purchase decisions. 
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3.0: Research methodology
The research methodology succinctly defines the tools, techniques and methods utilized towards completing the research process. Through the development of a holistic research methodology, the key objectives of the research would be achieved which aims to understand how social media marketing in the retail industry of the UK influences consumer purchase behaviour. The research onion has been utilised to determine the strategies/methods to be utilized for the research completion process. 
[image: ]
Figure 1: Research Onion
[bookmark: _Toc77244975][bookmark: _Toc77245078]3.1: Research Philosophy
The philosophy of the research is a crucial part of the methodology as it provides a clear direction that the researchers have to adapt in the processes of collection, evaluation, interpretation and representation of the data (Sim et al., 2018). There are four major research philosophies which is utilized commonly i.e., interpretivism, realism, positivism and post-positivism. This particular research focuses on understanding the impact of social media marketing on consumer purchase decision is following a positivist philosophy which would enable the researchers to adapt towards a fact-based approach in the evaluation of the collected quantitative data (Park, Konge and Artino, 2020). 
[bookmark: _Toc77244976][bookmark: _Toc77245079]3.2: Research Approach
The selection of the research approach is crucial in context of the research as it ensures the theories that are evaluated, analysed and developed during the course of the research. There are primarily three types of research approach I.e., inductive, deductive and abductive research approach. This particular research would be focusing on the deductive research approach. The adaptation of the deductive approach has been done to ensure that hypothesis development is conducted towards analysing key concepts and theories related to social media marketing and its influence on consumer purchase decisions (Stacey, 2019). 
[bookmark: _Toc77244977][bookmark: _Toc77245080]3.3: Research Design
The explanatory research design has been selected for the particular research is it is effective in papers involving hypotheses development and testing. The particular design would ensure that the researchers able to effectively explain the topic of social media marketing with respect to its influence on consumer purchase decisions (Jain and Tiwari, 2020). The primary and secondary data collected for the research would be evaluated through an explanatory method which would ensure that the researchers are able to gather the relevant data and enable its effective explanation based on the results which would provide a better definition of the research topic and provide depth in terms of knowledge to the field of research. 
[bookmark: _Toc77244978][bookmark: _Toc77245081]3.4: Data Collection and Research Instruments
The particular research focuses on the collection and analysis of both primary and secondary data. The combined approach has ensured that the qualitative and quantitative data is collected and analysed through the specific research methodologies.  Furthermore, the survey data I.e., primary information would be collecting quantitative data which would enable the researchers towards understanding key trends in social media marketing and its influence on consumer purchase decisions. The primary data collected through surveys is conducted through a structured questionnaire which involves a Likert Scale which provides the participants to evaluate their answers based on the grading. For example, it ranges from Strongly Agree to Strongly disagree. Survey method has been selected for primary data collection as it is the most convenient form of quantitative data collected to determine patterns, trends and changes in consumer behaviour. The survey responses would be evaluated through regression analysis to evaluate the statistical differences and trends. It would provide an insight as to how social media is impacting consumer purchase behaviour by providing a review of a consensus among social media users who are retail customers. The secondary data for the research would be collected through a range of journal articles, books, published reports. This would ensure high-quality secondary information is utilized in forming the literature review.
[bookmark: _Toc77244979][bookmark: _Toc77245082]3.5 Data Analysis and Sampling Strategy
Data analysis is critically important aspect of the research methodology which focuses on the proper evaluation and representation of the collected information in a strategic manner enabling a higher probability to achieve research objectives by answering the research questions. The primary data collected through structured questionnaires in a survey would be evaluated through a regression analysis (Bafadal et al., 2018). The particular data analysis method would ensure that the researchers are able to develop key patterns from the observational information towards developing an understanding about how social media influences consumer purchase decision. The secondary qualitative data would be evaluated in the literature review and finally be utilised to validate the observations of primary data analysis. The cross-sectional research design would be adapted which would ensure the collection of research data within a specified time-frame (Aluko et al., 2017).
Sampling strategy is crucial as it enables the selection of the participants of the primary study in an unbiased nature to promote the validity of the research. This particular research focuses on a non-probability convenience sampling methodology (Rivera, 2018). The adaptation of this sampling strategy would enable the collection of relevant information from the 100 participants of the survey. The participants would be customers of retail organisations who regularly browse social media. Selection of the particular category for survey participation is to understand consumer perceptions about influences of social media marketing on consumer purchase behaviour. Through the non-probability convenience sampling strategy, the participants from a larger list are selected through selection processes to ensure that unbiased and accurate data is collected. The particular survey has been conducted online keeping in mind the risks associated to the ongoing COVID-19 pandemic.
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