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[bookmark: _Toc212551137]Abstract 
Social media marketing is the art of using digital platforms to create awareness about brands, interact with consumers and influence their buying patterns. With the changing nature of the retail industry, social networks such as Facebook and Instagram are now viewed as some of the most valuable resources that brands like Tesco can use to develop meaningful relationships with their consumers. This research considers the effectiveness of the social media marketing activities by Tesco on consumer behaviour, engagement, perception and brand loyalty.
The study has a qualitative design that involves secondary sources of data. Tesco's digital interactions have been analysed using thematic analysis in order to determine recurring patterns and insights into Tesco. The results are organised in terms of five main themes. To begin with, emotionally evoking content will draw in attention and consumer interest. Second, there are interactive capabilities like polls and comment prompts, which make participation more robust. Third, the perception of the consumer towards the company becomes positive through personalised and locally relevant content. Fourth, the positive interaction every time will be encouraging customers and gaining their loyalty. Fifth, the social listening and responsiveness used by Tesco strengthen the brand credibility.
The research has achieved its goals: it has determined the key aspects of the content strategy of Tesco, assessed consumer perceptions of relevance and personalisation, and created a relationship between engagement and brand loyalty. The findings are compatible with the prior body of literature and imply some practical implications for Tesco (as well as other retailers intending to optimise their digital marketing efforts). The limitations are the use of secondary qualitative data, using limited platforms and no input from primary consumers. The use of interviews, surveys and quantitative measures is recommended in future studies to have a deeper understanding. Finally, this study can make academic and practical contributions to the knowledge about digital consumer behaviour in the retail industry of the UK.
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[bookmark: _Toc212156758][bookmark: _Toc212370069][bookmark: _Toc212551140]1.1 Background of the Study 
Social media marketing involves the use of social media websites to advertise products, services, or brands. It has turned out to be a critical component of business strategy of today. Companies use such resources as Facebook, Instagram, Twitter, and TikTok to communicate with and market directly to consumers (Stanikzai and Ali, 2024). It is a digital type of marketing in which businesses are able to establish real-time communication with their target audience. It also assists brands to build consumer perception in terms of visual content, participation, and in telling the brand stories. The increase in the use of social media has been high over the past 10 years. Statista indicates that as of 2022, the number of social media users was more than 4.59 billion across the world. In the same year, the number of active users was almost 58 million in the UK alone. Such figures demonstrate the relevance of the effective utilisation of social media by companies such as Tesco. Tesco is a big retailer in the UK and has invested heavily in digital marketing (Samdani, 2020). It is available on websites like Facebook and Twitter, thus reaching out to millions of consumers.
Traditionally, marketing concentrated on the traditional media such as newspapers, radio, and television. These were costly and lacked the range. As the internet emerged, the tendency towards the use of digital platforms by brands began. Social media has turned out to be a cheap means of communicating with customers (Samadzadeh, 2024). This shift brought about a wayward shift in the manner businesses interact with consumers. There is also a change in consumer behaviour. Individuals rely on influencer posts, online reviews, and branded content before purchasing. According to a report by Deloitte, 47 percent of consumers are influenced by social media before making a purchase of a good. This brings out the importance of online interaction in making purchasing decisions.
Tesco employs various tactics of interacting with consumers online (Meng, 2024). These are offers that are personalised, interactive posts, as well as prompt responses to customer inquiries. It is not clear yet how these efforts affect the customer behaviour. This study examines the impact of social media content on consumer interest and loyalty at Tesco.
[bookmark: _Toc212156759][bookmark: _Toc212370070][bookmark: _Toc212551141]1.2 Research Rationale 
Retail companies cannot survive without good customer relationships. Social media has become an important tool in establishing and sustaining those relationships. Tesco has been spending highly in terms of social media advertising. Nonetheless, little scholarly information exists on the effect of these efforts on consumer behaviour (Alexander, 2020). The research problem is the gap in the social media activities and the real effects they have on engaging in the activity, as well as brand loyalty. The majority of businesses are trend followers and do not quantify metrics (Samadzadeh, 2024). It is necessary to investigate the question of whether Tesco is successful in online communication with its customers. The present research is one of the ways of filling that gap. It approximates the character of posts and the form of content that results in increased interactions. It also dwells on the attitude of the customers to the existence of Tesco online.
[bookmark: _Toc212156760][bookmark: _Toc212370071][bookmark: _Toc212551142]1.3 Research Aim
This research aims to explore the factors that drive consumer engagement with Tesco's social media marketing campaigns.
[bookmark: _Toc212156761][bookmark: _Toc212551143]1.4 Research Objectives
1. Identify key elements of Tesco’s social media marketing campaigns that enhance consumer engagement, such as content types and interactive features.
2. Analyse consumer perceptions of Tesco's social media presence, focusing on relevance, personalisation, and how these impact engagement levels.
3. Examine the relationship between consumer engagement and brand loyalty, exploring how social media interactions influence customer retention and brand advocacy.
[bookmark: _Toc212156762][bookmark: _Toc212551144]1.5 Research Question
1. What are the key elements of Tesco’s social media marketing campaigns that enhance consumer engagement, such as content types and interactive features?
2. How do consumer perceptions of Tesco's social media presence, including relevance and personalisation, influence engagement levels?
3. What is the relationship between consumer engagement on social media and brand loyalty, particularly in terms of customer retention and brand advocacy?
[bookmark: _Toc212156763][bookmark: _Toc212370074][bookmark: _Toc212551145]1.6 Significance of the Study 
Social media marketing refers to the process of connecting with consumers through an internet-based platform to promote a brand (Sharma et al., 2022). It is an important element of business communication in the age of digital age. The strategy allows the organisations to reach massive numbers at a lower price than traditional media. According to Data Reported (2024), it is stated that there are about 5.04 billion social media users in the world, representing more than 60 percent of the world's population. This number shows the importance of social media in decision-making in marketing.
Businesses within the retail sector, such as Tesco, have been utilizing social media to improve their interaction, customer attraction as well and customer retention (Jones and Comfort, 2019) The Tesco case of online presence development over the years provides insight into how digital planning can influence consumer behaviour. The company notifies about the offers and responds in real-time via Facebook, Instagram, and Twitter. It provides a reflection on the usefulness of online communication to a retail brand to ensure its competitiveness in a dynamic market.
[bookmark: _Toc212156764][bookmark: _Toc212370075][bookmark: _Toc212551146]1.7 Dissertation Organisation. 
Its organisation in five chapters makes sense, and it is logical as the dissertation argues about the research purpose in terms of secondary data and qualitative analysis with the assistance of the thematic interpretation. This is carried out in Chapter One, which gives the research background, rationale, aim, objectives, and questions that will guide the research. Chapter Two will be a literature review of academic literature on the topic of social media marketing, consumer perception, and brand loyalty to identify the main theories and gaps. Chapter three contains the methodology, which indicates the research design, data collection, data sampling, and the aspect of ethical issues used to collect and analyse secondary data through the use of thematic analysis. Chapter Four summarizes and discusses the findings on the basis of emerging themes that are related to consumer engagement and brand behaviour. Chapter Five finally provides the key findings, feasible recommendations, and limitations of the research, as well as indicating the future research directions. 

[bookmark: _Toc212370076][bookmark: _Toc212551147]Chapter 2: Literature Review
[bookmark: _Toc212370077][bookmark: _Toc212551148]2.1 Introduction
This chapter gives a literature review of existing literature on social media marketing and consumer behaviour. It elaborates on the role played by social media campaigns in the retailing sector in customer engagement and loyalty. The retail industry engages consumers as well as uses platforms such as Facebook, Instagram, and Twitter to advertise. This message contributes to the attention of the brands and the establishment of long-term relationships. Studies indicate that content type, perceived relevancy, and customisation features are significant in getting consumer attention. The interaction between the consumer and the message would depend on the level of connection. The perception of online presence of a brand influences the characteristics of response to posts, comments made by customers, and advertisements. Such reactions tend to heighten loyalty and repurchase. The chapter examines these concepts by categorizing the review into important themes in accordance with the goals of the research
[bookmark: _Toc212370078][bookmark: _Toc212551149]2.2 Key Elements of Retail Social Media Campaigns that Enhance Consumer Engagement
Marketing in the retail sector of social media is aimed at establishing engagement by providing interactive, appealing, and valuable content. In the UK, retailers are operating platforms such as Facebook, Instagram, and Twitter to connect with audiences in a quick and direct manner. The organisation and the quality of the content determine the success of such campaigns (Dolega et al., 2021). More and more retailers invest in tactics that allow reaching the consumer on a personal level, thereby enhancing the visibility and interaction of the brand. This part discusses two key factors, including the type of content and interactive tools that can help make social media marketing effective in consumer engagement.
[bookmark: _Toc212370079][bookmark: _Toc212551150]2.2.1 Content Types and Visual Strategy
One of the most defining factors of a social media campaign is the type of content. The visual content can be perceived as images, short videos, product highlights, and stories about customers that can possibly capture the interest of consumers and make them more interactive. As it is stated in Dolega et al., (2021), the emergence of the posts has a significant impact on the number of visits to the sites and orders. They showed in their study that the strategically planned media material can directly influence the response of the customers and can result in objective sales increases and clicks.
Also, the act of telling stories through posts on social media establishes a bond between the brand and the consumer. Eid et al., (2020) discovered that steady brand communication and emotional storytelling foster trust and interest, particularly in competitive retailing settings. Such content builds familiarity and keeps the interest alive among the various classes of customers. Retailers tend to use short video reels, product unboxings, and visuals of lifestyle to market brand relatability and personality. Besides, the content should meet the values of consumers and the latest trends. Wang et al., (2019) pointed out that posts on the fashion retail sector devoted to sustainability were more positively engaged by consumers. The retailers that applied content to advertise eco-friendly or social responsibility received higher sums of attention among the socially aware consumers







Figure: 1 Key Elements of Retail Social Media Campaigns (Source: self design)
[bookmark: _Toc212370080][bookmark: _Toc212551151]2.2.2 Interactive Features and Real-Time Engagement
Outside the visual content, more consumer engagement is achieved through interactive items like polls, live video sessions, comment responses, and quizzes based on the story. Communication in both directions is promoted by these tools, and a sense of brand presence is generated. Salam et al., (2021) discovered that UK-based SME retailers enjoyed the advantage of real-time interaction during the COVID-19 period. Such tools as live Q&A sessions and instant messaging enhanced customer faith and online intimacy. Customers who provide feedback in response to consumer-driven reactions tend to create loyalty and satisfaction among retailers. Eid et al., (2020) proposed that the responsiveness on social media strengthens the brand-consumer relationships. This part concentrates on two elements of consumer perception, namely relevance and personalisation, and their impact on retail engagement. Interactive campaigns with giveaways, hashtag contests, or customer polls are also more noticeable to a larger audience. Dolega et al., (2021) also found that regular engagement with brands included online traffic and time spent browsing. 
[bookmark: _Toc212370081][bookmark: _Toc212551152]2.3 Consumer Perceptions of Social Media Presence in the Retail Industry
Consumer perception is also pegged high in the extent to which consumers respond to social media campaigns in the retail setting. The presence on social media suggests the rate, genuineness, and usefulness of communication between a brand and its citizens. These are immediately captured, and the consumers are able to discern this presence as something close to them and able to be trusted. The contemporary business world in the retail market requires businesses to ensure that their social media messages are aligned with the demands of consumers (Chan, 2022). The two fields of consumer perceptions that will be discussed in this section are relevance and personalisation, and their implications on retail involvement.
[bookmark: _Toc212370082][bookmark: _Toc212551153]2.3.1 Perceived Relevance of Social Media Content
Relevance is a theory that is used to determine the degree to which the content on social media addresses the interests, needs, and lifestyles of the target audience. The two aspects of consumer perception that are applicable are the issue of personalisation and its influence on retail engagement; the section is devoted to them. Clarke et al., (2019) state that the most satisfied customers are those who can identify with the content that fits their fashion and existing trends and is in proximity to the local experience. The Instagram and Facebook posts, which were identified to be highly timely and relatable, were more likely to cause more engagement in their research regarding the shoppers of the retail fashion in Rhodes, Greece. Relevance is also time and context-based. Based on Li et al., (2023), the problem of consumer issues in the COVID-19 crisis was studied, and it was also noted that consumers valued information on retail safety and clear communication. The content that dealt with current-time problems was regarded as more credible and helpful. This enhanced the emotional attachment and behavioural response. AlShawabkeh et al., (2021) found that relevancy was a major determinant of consumer purchase intentions in the UK. They found that social media campaigns in accordance with user lifestyle, [image: ]culture, and shopping preferences acted as perception and action influencing factors. 











Figure: 2 Perceived Relevance and Personalisation in Retail Engagement (Source: self design)
[bookmark: _Toc212370083][bookmark: _Toc212551154]2.3.2 Perceived Personalisation and Individual Connection
Personalisation is the process of creating content or interaction that is individualised to the consumer's preferences. It reinforces the feeling of importance and on one. According to Chan (2022), campaigns promoted by influencers tend to be successful in the social media sphere because they generate a sense of a personal recommendation and not corporate communication. The use of influencer collaborations to deliver personalised content in the UK had a stronger impact on buyer trust and buyer behaviour than traditional advertisements. Li et al., (2023) recorded that consumers were anticipating a personalised reaction to their issues during times of crisis. The retailers who responded to personal feedback or developed individual messages with the help of customer data were more trusted. 
[bookmark: _Toc212370084][bookmark: _Toc212551155]2.4 Consumer Engagement and Its Influence on Brand Loyalty
The relationship between consumer involvement and brand loyalty is the main subject of identifying the impact of social media marketing within the retail market. The brands have utilised the digital platforms to not only execute the advert, but also build trust and enduring relationships with the consumers. The interested consumers can make repetitive purchases, become loyalty, and recommend the brand to other individuals. This section addresses how the interaction of social media is related to two significant consequences, including customer retention and brand advocacy, in the retail setting of the UK.
[bookmark: _Toc212370085][bookmark: _Toc212551156]2.4.1 Engagement and Customer Retention
Customer retention refers to the ability of a brand to maintain a long-term relationship with its consumers. Constant communication through social media increases customer satisfaction and loyalty. According to Rahman and Ekereuke (2022), brand attachment builds up with repeated interactions that are encouraged by active social media campaigns. They found in their case study on UK retail that consumers could remember their brands more when they answered questions and were often updated. Due to the constant contact, emotional bonds are also established.  Brand loyalty is highly predicted by several aspects, such as trust, fun, and quality of content, as it was described by Almohaimmeed (2019). Whenever consumers believe that they are listened to and valued, they are likely to be attached to a brand. These long-term relationships are established by the use of posts that acknowledge the views of the consumers and reward their loyalty. Another reason why these connections have been improved is through digital transformation. Bresciani et al., (2021) underlined the application of data-driven tools to allow retailers to deliver experiences that align with the preferences of consumers. Interaction makes these forms of personal touch, which makes them loyal with relevance and convenience. 
[bookmark: _Toc212370086][bookmark: _Toc212551157]2.4.2 Engagement and Brand Advocacy
Brand advocacy is the act of brand-loyal customers promoting or encouraging others to use a brand. This may involve sharing posts, posting reviews, or tagging the brand within the user-generated content. These can be facilitated by social media as they render them visible, easy, and instantaneous. Rahman and Ekereuke (2022), noted that consumers who constantly interact with retail brands tend to impact the purchase decisions of others. Almohaimmeed (2019), states that emotional satisfaction and perceived value are the sources of advocacy behaviour. Loyal consumers do not simply buy products; they become marketers. They tend to spread the message about a brand in their circles when they feel that they are part of the message and online personality. Nash (2019), further stated that brand loyalty among fashion consumers in the UK is most likely to be expressed in terms of images and comments on Instagram. 
[bookmark: _Toc212370087][bookmark: _Toc212551158]2.5 Theoretical Framework
The theoretical perspectives support the need to understand the impacts of social media marketing on consumer behaviour. The Source Credibility Theory and the Theory of Reasoned Action are two theories that are relevant and are used to explain the dynamics of consumer engagement and loyalty within the retail industry (Chowdhury et al., 2024). These theories give details on how consumers interpret marketing messages, create intentions and develop loyalty in their process of interaction with the marketer online.
Source Credibility Theory
According to the Source Credibility Theory, credibility of the source gives people credibility in the information and takes action on the information. Credibility can be divided into two important aspects, namely trustworthiness and expertise. Insofar as social media marketing is considered, the veracity of the information on the confirmed brand pages, influencers, or well-known trading companies is viewed as more viable (Alalwan et al., 2020). This understanding can be translated into an increase in consumer activity. Influencers are also regularly utilised in promotional activities of retail brands, making it appear that the recommendations are true and relevant. The message is more convincing when the source is perceived to be knowledgeable or resembles the consumer. This is in relation to the first research objective, which investigates the effectiveness of elements like content types and interactive features in enhancing engagement (Ying et al., 2021). The consumption of the content increases with the perception of the source of the content being genuine, and the consumer tends to engage more with the brand. But there is weak credibility. Sponsored posts that are not transparent are easily identified by consumers. Engagement and loyalty would be lost since there is a breach of trust. The brands should therefore be careful about the message deliverer and take care of the voice, values, and tone to stay consistent.
Theory of Reasoned Action (TRA)
The Theory of Reasoned Action, which is the concept by Fishbein and Ajzen, expounds on the influence of attitudes and social norms on behavioural intentions. This theory can also be used to analyse the effect of social media engagement that results in loyalty or advocacy. It relates to the third research objective that studies the relationship between consumer interaction and brand loyalty. TRA norms state that when a human being is sure that the interaction with a brand is going to result positively, and when the social norms justify this behaviour, they are more likely to perform it (Zephaniah et al., 2020). Social media increases the process because it introduces the consumer to peer reviews, likes, and shared experiences. These interactions both have an impact on attitudes and perceived norms. Customers who are retailers tend to follow the activities of other people, particularly when they see their friends interacting with brands online (Ibrahim and Wang, 2019). Social proof is in the form of likes, comments, and reposts. This spurs retention as well as advocacy, and this strengthens the notion that social engagement influences long-term behaviour.
[bookmark: _Toc212370088][bookmark: _Toc212551159]2.6 Literature Gap 
Despite the numerous research on social media marketing, there are still numerous gaps in the research of the particular influence of social media marketing on consumer behaviour within the retail industry. Previous studies are usually geared towards the overall online interaction, but less is done to prove what type of content and features in particular affect the interaction with the consumer (Chowdhury et al., 2024). There are numerous articles on the topic of marketing performance, but without separating the effect of campaign factors such as polls, videos, or influencer posts. Moreover, there is little research on the perceptions of the consumer in the UK. The majority of studies in the world do not consider the influence of the local culture, preferences, and social trends on the involvement of the UK retail sector (Liu et al., 2021). Consequently, brand post response by the consumers in the UK is not fully explored. There is also another gap between the connectivity of consumer perception and the loyalty results. 
[bookmark: _Toc212370089][bookmark: _Toc212551160]2.7 Chapter Summary 
This chapter has discussed the impact that social media marketing has on consumer engagement and loyalty in the retail business. It has checked the literature on the content strategies, consumer perception, and brand communication. Scholars have examined several aspects, such as visual posts and influencer content, and live interactions that have resulted in higher engagement rates. Relevance and personalisation are also two areas that have been studied to establish their role in the perception of retail brands among consumers. These have played a major role in influencing the positive consumer attitude and digital trust. Another relationship that has been addressed in relation to engagement and brand loyalty is discussed in the chapter. Customer retention and advocacy have been found to be a potent force driven by emotions, regular interactions, and social validation.




[bookmark: _Toc212370090][bookmark: _Toc212551161]Chapter 3: Research Methodology
[bookmark: _Toc212370091][bookmark: _Toc212551162]3.1 Introduction 
The chapter describes the research methodology that was employed to understand the role of social media marketing in consumer engagement with Tesco. The selected research design is consistent with the purpose of the research to learn the behavioural patterns using qualitative data. The secondary data methodology was used to interpret the content of Tesco's social media and the corresponding consumer feedback. This enables the research to test real-time dynamics without being involved. The study adheres to a thematic analysis in order to decipher patterns and meanings of user engagement. The qualitative design is necessary to determine the views of the consumers, and the application of the available public data facilitates the practical access to the information in a way that is ethically justifiable.
[bookmark: _Toc212370092][bookmark: _Toc212551163]3.2 Research Philosophy 
The philosophy guiding the research is the interpretivist philosophy. Interpretivism emphasizes how people interpret and give meaning to experiences. Within the social media environment, consumers would interact with the content according to their own choice and brand value (Tracy, 2020). This renders interpretivism appropriate in the analysis of non-numerical data, including comments, likes, and interactions of posts. The method enables the research to cover consumer behaviour within its natural environment. Inasmuch as social engagement entails subjective choices, the interpretivist paradigm assists in revealing how the audience of Tesco emotionally and socially responds to the online marketing activities by Tesco.
[bookmark: _Toc212370093][bookmark: _Toc212551164]3.3 Research Approach 
The given research is inductive. Induction is a process of developing knowledge based on the patterns observed instead of testing predetermined theories. It enables themes to develop out of the data, and not impose predetermined assumptions. The content of social media is examined in this research to extract recurring notions, behaviours, and reactions associated with interaction. The inductive approach promotes exploration and discovery, which is appropriate to the aim of the research (Bell et al., 2019). It assists in the complexity of online behaviour and consumer-brand interaction. Because the study is observational and uses thematic coding, the inductive approach provides a loose and empirical basis of analysis.
[bookmark: _Toc212370094][bookmark: _Toc212551165]3.4 Research Design
This study uses a qualitative research design to address the topic of social media marketing and consumer engagement. The design is oriented towards meaning, experience, and perception, and not on the numbers or statistics. Such an approach facilitates the study of online discussions and images, as well as post responses (Flick, 2020). It aids in investigating the impacts of the content of Tesco on behavioural and emotional reactions. The thematic analysis is suitable for this non-numerical approach. The case study type is also used with Tesco as a particular case. This enables one to gain further insight into how a particular retail brand employs the digital channels to reach its consumers in the UK.
[bookmark: _Toc212370095][bookmark: _Toc212551166]3.5 Research Strategy 
Tesco is chosen to represent a single case in this study because it has a high presence on the internet and dominance in the retail sector in the UK. The company uses official pages on such platforms as Facebook, Instagram, and Twitter, on which it actively posts marketing content (Robson et al., 2015). These channels provide fertile information on consumer engagement. Tesco is a large company with many customers and regular online activity, which is why it is appropriate to analyse online marketing at Tesco (Meng, 2024). Being a significant chain of supermarkets, it represents the general tendencies of retailing, as well as providing specific information about the brand-consumer interaction. This makes Tesco a feasible and viable candidate for in-depth, intensive qualitative research.
[bookmark: _Toc212370096][bookmark: _Toc212551167]3.6 Data Collection Method 
The study is secondary research on consumer interaction with social media marketing by Tesco. The information is gathered on the official Facebook, Instagram, and Twitter accounts of Tesco. These sites include advertisement messages, customer reviews, and advertisement content. Furthermore, the annual marketing reports of Tesco and the accompanying academic articles are also the supporting sources. All the data were chosen according to their relevance to the research questions (Dolega et al., 2021). Recency is ensured by the use of only the content that is not more than three years old. High engagement and publicity posts are given priority. The sources should be genuine and should be found in official or peer-reviewed publications. There is no confidential or hidden information. The approach gives a possibility to observe the brand-consumer interaction directly in the real world (Flick, 2020). Through this analysis, the study would be able to access valuable information without necessarily involving the participants. The chosen data present a good base that may be used to analyse the trends of interaction and the efficiency of the social media strategies adopted by Tesco.
[bookmark: _Toc212370097][bookmark: _Toc212551168]3.7 Data Analysis Process 
The research applies the thematic method to analyse the data gathered. Thematic analysis establishes and describes meaning patterns in qualitative data. There are six significant steps involved in the process. The researcher first gets acquainted with the content by reading it again and again (Saunders et al., 2019). Second, initial codes are created in order to demonstrate interesting facts. Third, the similar codes are collected in possible themes. Fourth, these themes are checked for coherence. Fifth, all of the themes are described and named. Lastly, the results are summarised into a report. The themes identified are also related to the objectives of the research. As an example, repeat content or emotional reactions are associated with the measures of engagement. The technique is appropriate in the analysis of textual and visual data on social media (Li et al., 2023). It assists in determining the nature of messages that result in interaction and loyalty. Thematic analysis is suitable for qualitative and secondary data and allows gaining deep insights without statistical operations.
[bookmark: _Toc212370098][bookmark: _Toc212551169]3.8 Ethical Considerations 
The study deploys publicly available data in keeping with the ethical standards. Open sources are used to access all the Tesco social media posts and user comments. None of the personal information or limited content is provided. Usernames or identifying information are not reported when utilizing user comments. The anonymity and privacy of data are ensured based on the principles of GDPR (Almohaimmeed, 2019). There are no human subjects involved, and no face-to-face interviews are conducted. The reference to all the secondary sources is mentioned correctly, and they are referenced properly. The study is within the ethics standards of the university and does not include any deception, danger, or injury. Integrity in the study process is also maintained.
[bookmark: _Toc212370099][bookmark: _Toc212551170]3.9 Chapter Summary
In this chapter, the methodological approach to achieving the objectives of the research is outlined. The qualitative design is used based on the secondary data provided through the social media content of Tesco. The thematic analysis is a method employed in the research to explain patterns of engagement and consumer reactions. The two alternatives that can be used to justify the inquiry of user behaviour in a real-life scenario are the inductive approach and interpretivism. Ethical concerns are included in the case of using public data, and the privacy concerns are also discussed. It is an appropriate methodology and can be relied on to provide useful analysis as it is well articulated and comprehensible.


[bookmark: _Toc212551171]Chapter 4: Data Analysis and Findings
[bookmark: _Toc212551172]4.1 Introduction
The chapter encompasses the primary findings of data and interpretation in accordance with the objectives of the research. The discussion is based on the social media marketing activities of Tesco and the impact they have on consumer behaviour. The results are based on the secondary data, gathered on the online platforms of Tesco and official publications. The thematic analysis shows the tendencies that describe the ways in which types of content, personalisation and interaction influence engagement. It further discusses the way in which such involvement influences brand loyalty and customer perception. All the themes are connected to the research purpose and can provide an understanding of the strategies of Tesco. The conversation contrasts results with the literature available and justifies the pragmatic implication of such patterns.
[bookmark: _Toc212551173]4.2 Data Findings
The chapter presents findings of a thematic review of secondary qualitative research. This discussion focuses on the social media marketing of Tesco and the impact it has on consumer activities and responses. The sources of information include the official Tesco Facebook, Twitter, and Instagram accounts, and unofficial commentaries and sources of campaigns (Tantawy and Ismail, 2021). The themes are directly related to the objectives of the research and provide information regarding the effects of the digital strategies at Tesco on consumer interactions and loyalty.
The themes that were found to be significant were five. The former theme underlines the need to promote more interaction through interactive content such as videos and other visuals related to the festivals. The second issue is the interactive capabilities, in this case, the polls and comment boxes, which make the audience participate in the activities. The third theme is on the relevance and personalisation of posts on posts and their effects on the perception of the user and development of emotional attachments (Chan, 2022).  The fourth theme demonstrates that unwavering positive engagement is a contributor to brand loyalty in the long run. Lastly, the fifth theme discloses that Tesco's social listening, including commenting and feedback, allows the company to increase brand responsiveness and trust.
Collectively, these themes show the impact that the social media efforts by Tesco have on consumer interactions. The analysis gives a systematic explanation of the trends that are followed and forms the foundation of the discussion and conclusion chapters that follow.
[bookmark: _Toc212551174]Theme 1: Engaging Content Types Drive Interaction

	Content Type
	Example from Tesco
	Observed Consumer Reaction
	Interpretation

	Short Videos
	Christmas 2023 Ad, “Helping Hands” campaign
	High shares, emotional comments
	Visual storytelling deepens emotional connection

	Seasonal Images
	Easter promotions, summer BBQ posts
	Increased likes and reactions
	Seasonal relevance boosts relatability and attention

	Behind-the-Scenes Posts
	Employee appreciation week photos
	High engagement, user tagging
	Humanising content builds trust and authenticity

	Giveaways and Competitions
	“Win your weekly shop” on Instagram
	Surge in comments, tagged friends
	Incentivised content promotes participation and sharing

	Story Polls and Stickers
	Instagram Story “What’s your favourite snack?”
	Quick taps and feedback
	Interactive features invite instant engagement

	User-Generated Content (UGC)
	Reposted customer recipe using Tesco ingredients
	Positive sentiment, brand tagging
	Community involvement builds social proof


Table: 1 Analysis of Engaging Content Types and Consumer Interaction on Tesco's Social-Media (Source: Bresciani et al., 2021)

The Tesco strategy of using social media to engage with the audience is indicative of a purposeful use of various types of content. The table demonstrates the roles of each type in the motivation of interaction. The short videos, especially with emotional or celebrative stories, are one of the most effective ones. The Tesco 2023 Christmas advert, in its turn, has reached a high number of shares and multiple heartwarming comments (Bresciani et al., 2021). It means that the consumers can not only be entertained with some form of visual storytelling, but they can also identify the brand at a personal level. The meaningful interaction also gets done to seasonal photos, e.g. summer BBQ campaigns or festive banners. They are more likely to cause such responses because they are oriented towards the real-time experiences of the users. Tesco achieves this by ensuring that its content is posted at the appropriate time, and it is seasonal, so that consumers are interested all year round.
The posts behind the scenes, such as employee spotlights or a store celebration, add authenticity. These posts create comments and tagging, which means that human factors create emotional trust. The customers cannot just consider Tesco as a business, but they are able to see a face behind the service. Another influential engagement tool is giveaways and competitions (Bell, 2019). Consumer engagement peaks, particularly in the areas of tagging and sharing, are induced by shopping banners such as Win Your Week shop. These are not interactions to respond to, but they are spending by the consumers on the brand experience. Through this, Tesco renders society active in terms of its presence. The full story with the polls and question stickers as the features of Instagram allows making feedback real-time possible (AlShawabkeh et al., 2021). These guarantee quick and easy responses from the users.
[bookmark: _Toc212551175]Theme 2: Interactive Features Encourage Consumer Participation
	Interactive Feature
	Example from Tesco’s Platforms
	Observed Consumer Response
	Interpretation

	Comment Prompts
	“Comment your favourite Tesco product”
	High comment count and discussion threads
	Promotes active dialogue and builds community interaction

	Polls and Questions
	Instagram Story Poll: “Which meal deal do you prefer?”
	High response rate with instant feedback
	Encourages quick engagement and gives users a voice

	Hashtag Campaigns
	#MyTescoRecipe, #TescoChristmas
	Increased user content sharing and reposting
	Encourages user-generated content and brand visibility

	Reaction Buttons
	Facebook “Like,” “Love,” “Wow” on feel-good posts
	Higher emotional reactions on family-centric posts
	Elicits emotional resonance and builds sentiment-based engagement

	Tagging and Mentions
	“Tag someone who needs this snack”
	Surge in tagged friends and comment volume
	Amplifies reach through peer-sharing and social validation

	Story Quizzes
	“Guess the price of this Tesco meal deal”
	Frequent participation and sharing of screenshots
	Gamifies interaction and adds entertainment value


Table 2: Interactive Features and Consumer Participation on the Social Media of Tesco (Source: Stanikzai and Ali, 2024).
The interactive aspects that Tesco has strategically used in enhancing consumer engagement on social media are important in increasing consumer engagement levels on social media. The table identifies the productive use of particular tools that encourage users to participate, but not to passively view the content, and they include comment prompts, polls, hashtags, and tagging (Tracy, 2020). Among such methods is comment-based prompts, i.e. comment on your favourite Tesco product. These are posts that always receive more comments than non-interactive ones do. Not only do consumers respond, but they also, in most cases, discuss with others. This two-way communication generates an impression of belonging in which Tesco is community-oriented.
Interactive questions and polls (especially via Instagram stories) have become common engaging features. The plain poll that Tesco did was This is the meal deal: Which do you prefer? Allows consumers to make preferences and swipe once. Improved interaction facilitates engagement and enables Tesco to have instant customer preferences, which are utilised in planning what to include in the content (Stanikzai and Ali, 2024). Hashtag campaigns are also used in Tesco, e.g. My Tesco Recipe or Tesco Christmas, to motivate consumers to produce their own content. Such campaigns create user-generated content, which is frequently reposted by Tesco. It creates trust and brand authenticity since consumers are able to view actual usage of products and not just branded product messaging. 
Facebook has reaction buttons that enable users to show emotion as it is happening (Bilińska-Reformat et al., 2019). The reaction to posts that celebrate family, holidays, or local communities tends to get more Love or Wows. Such a reaction speaks of more emotional involvement and connection to the brand. The other good idea is tagging prompts, e.g., Tag this person who is in need of this snack. These draw users to engage their social networks, increasing the distribution of posts by Tesco
[bookmark: _Toc212551176]Theme 3: Relevance and Personalisation Shape User Perception
	Element
	Example from Tesco’s Campaigns
	Consumer Response
	Interpretation

	Current Events Content
	Posts aligned with holidays like Eid, Christmas, or seasonal sales
	High sharing and emotional responses
	Reflects awareness of cultural and social context

	Local Store Updates
	Store-specific promotions, hours, and offers
	Increased engagement from local communities
	Demonstrates tailored messaging that enhances consumer relevance

	Budget-Friendly Recipe Posts
	“Meals under £5” or “Family dinners on a budget”
	Positive feedback and shares among budget-conscious users
	Shows alignment with consumer financial concerns

	Family-Focused Themes
	Content showing parents shopping with kids or family meal moments
	Emotional responses and tagging of family members
	Reinforces brand identity as family-friendly

	User-Generated Content Sharing
	Tesco reposting customer photos or recipes using Tesco products
	Boost in user trust and more submissions
	Builds community and strengthens personal brand connections


Table: 3 Analysis of Relevance and Personalisation in Tesco’s social media (Source: Li et al., 2023).
The social media strategy undertaken by Tesco places much emphasis on relevance and personalisation that influence the perception and interaction of the brand by the consumer (Atherton, 2023). The above examples indicate how customised content can enable Tesco to have a better rapport with its audience. The posts related to the recent events, like religious holidays or national celebrations, are common on the platforms of Tesco. Tesco has the cultural awareness of catering to Eid, Diwali, Christmas and other holidays. These posts tend to get a lot of shares, reactions and favourable remarks. This type of content appeals to the feelings of the audience and creates a sense of trust and emotional connection.
The other strategy is localisation. Tesco also updates regularly about individual stores, e.g. regional deals or openings on holidays. This is an indication that Tesco appreciates its diverse customer base in the UK regions. Localised content has more users, given that the localisation of content creates engagement among the local users, with the result that personalisation is the source of interaction by making the content relevant in practice (Chaffey et al., 2019). Posts that are money-conscious, like costly recipes, are more appealing in the prevailing economic climate of the UK. Posts such as Feed your family under PS5 are shared with likes and likes as well as comments, especially in young families or students. Such messages demonstrate that Tesco knows what the customers are interested in, and they give the impression that this brand brings real-life value.
Consumer connection is also boosted by Tesco because it concentrates on family-based themes. The relatable moments are played by posts with children's lunchbox inspirations, family trips to Tesco, and basic dinner ideas (Li et al., 2023). Often, users like to tag their family or post this type of personalisation, implying that this form of personalisation creates a cosy, welcoming brand image. Trust is enhanced by the content that the user has formulated. Tesco can expand realness by repackaging its feed with photographs of real clients, e.g. home home-cooked meals prepared using Tesco products. They ensure that the customers feel recognised and appreciated, and the brand's relatability is increased. This creates further interaction and brand consumer relations. 
[bookmark: _Toc212551177]Theme 4: Positive Engagement Builds Brand Loyalty
	Engagement Behaviour
	Observed Example in Tesco Campaigns
	Customer Response
	Interpretation

	Emotional Comments
	Users thanking Tesco for holiday posts or family-friendly content
	Frequent gratitude, emoji use, and repeat interaction
	Shows emotional bonding with brand through relatable content

	Repeat Likes and Shares
	Same users consistently liking/sharing Tesco posts
	Acts as informal advocacy
	Indicates trust and habitual engagement linked to brand loyalty

	Brand Appreciation Statements
	“Tesco always thinks of families” or “love Tesco for deals”
	Reflects customer satisfaction and intention to return
	Direct link between satisfaction and brand preference

	Positive Storytelling
	Users sharing personal experiences (e.g., Tesco helped during COVID-19)
	Inspires other users to respond with similar positive stories
	Builds a community of shared values and customer loyalty

	Quick Tesco Replies
	Tesco responding to queries or thanking users in comment sections
	Encourages further comments and positive user sentiment
	Responsiveness strengthens customer relationship and brand trust


Table: 4 Analysis of Positive Engagement and Its Role in Building Brand Loyalty in Tesco’s Social Media Campaigns (Source: Soltanifar and Smailhodżić, 2021).
The trends of Tesco's social media interactions depict that there is a high correlation between a positive interaction and brand loyalty. This theme dwells on the importance of emotional reactions, recurrent behaviours and responsive dialogue in retaining customers and advocating. As has been pointed out in the table, emotionally coloured remarks tend to be found beneath the festive or family-based postings of Tesco (Tantawy and Ismail, 2021). The users give feedback in the form of appreciation, emojis or personal stories. This emotional display is an indication that there exists a stronger relationship between the consumer and the brand. By having posts that demonstrate customer values or recognition of social moments, loyalty is boosted because customers feel that they are being emotionally heard (Jones and Comfort, 2019). Consistency in likes and sharing behaviour of the same user accounts, especially on Facebook and Instagram, is not only due to mere casual interest, but to an actual one. Such users are casual brand ambassadors who disseminate Tesco content via their networks. They possess behaviours that are typical of long-term devotion towards the brand, which is a clear expression of loyalty.
Satisfaction and trust regarding the comments made by the customers, such as always shopping at Tesco, or at Tesco, also develops the understanding of families. The use of such verbal assurances, which are normally in unprompted form, shows that the users are not only involved but also emotionally attached to Tesco. Details are elaborated by positive storytelling. Customers narrate how Tesco has supported them in their hard times, especially during COVID-19, such as donations of food or giving them discounts (Soltanifar and Smailhodżić, 2021). These stories bring about a sequence of mutual respect and compatibility in society. It also depends on the responsiveness of Tesco. Receptiveness to queries or acknowledgement of comments is sensitive. This physical communication improves consumer trust since customers feel heard. The customers repeat the process as they are responsive and responsive in listening and responding, thus the repetition converts to long-term loyalty.
[bookmark: _Toc212551178]Theme 5: Social Listening Reflects Brand Responsiveness
	Social Listening Practice
	Observed Example in Tesco’s Campaigns
	Consumer Response
	Interpretation

	Monitoring Service Complaints
	Users report product quality or delivery issues in comment sections
	Tesco responds quickly with apologies and support links
	Indicates active monitoring and resolution intent

	Replying to Praise and Positive Feedback
	Tesco replies to compliments with thank-you messages and emojis
	Consumers feel appreciated and continue engaging
	Shows Tesco values appreciation and maintains relationship strength

	Responding to Questions and Queries
	Users ask about store hours, product availability, or offers
	Tesco provides direct answers or links within short timeframes
	Reflects helpfulness and supports information needs

	Engaging with Suggestions
	Some users recommend product ideas or ask for more vegan/gluten-free items
	Tesco acknowledges or reacts with interest emojis
	Demonstrates openness to customer input and adaptive branding

	Platform Consistency
	Responses observed on Facebook, Instagram, and Twitter
	Builds unified customer experience across channels
	Ensures consistent brand voice and experience across social platforms


Table: 5 Analysis of Tesco’s Social Listening and Brand Responsiveness (Source: Ghadiridehkordi et al., 2025).
The strategic application of social listening shows that Tesco is highly responsive to its customers. In this theme, the brand is depicted as proactive in terms of consumer response on social media like Facebook, Twitter, and Instagram and then responds and adjusts according to the consumer reviews. The listening behaviour of Tesco has several dimensions, which are identified in the table. Another very interesting one is the way Tesco tracks the complaints that are service-related. Whenever customers complain about the lack of delivery, quality of product, or store-related complaints under the public comments, Tesco usually responds with apologies and links to support services (Ghadiridehkordi et al., 2025). This strategy indicates that Tesco is not a company that turns a blind eye to criticism, but rather it utilises it to portray accountability. Consequently, it minimises the cases of frustration by the population and conserves brand reputation. Tesco even responds to the good customer commentaries. The brand responds to praises about its services or products by sending emojis or thank-you notes when the user compliments Tesco. These are interactions that are not complex, but they are significant in enhancing emotional bonds. They tell the customer that his voice is heard and it is valued.
The other major area is in responding to queries posed by the user. The customers usually require details regarding the offers, store times or stock replenishment. The rapid reactions of Tesco ensure that customers make informed choices, which is indicative of the brand in supporting customers (Ponzoa and Erdmann, 2021). The responses also minimise misinformation and increase clarity. Social listening can also be noted in the manner in which Tesco communicates suggestions. Other users promote products or demand modifications, e.g. more diet-focused products. The responses by Tesco, be it in the form of a direct comment or emojis, demonstrate a responsive brand. This is openness to feedback that makes the consumers feel that they are part of the brand development.
[bookmark: _Toc212551179]4.3 Discussion
[bookmark: _Toc212551180]4.3.1 Summary of Key Findings 
Five topical themes that clarify the way social media marketing influences consumer behaviour were identified in the analysis of the social media activities of Tesco. The first observation is that the most effective content formats are videos, pictures, and celebratory images, which have more reactions, shares, and comments. The second conclusion shows that interactive aspects such as polls, hashtags, and comment prompts enhance user engagement and enable two-way communication (Coyle and Gamberi, 2024). The third result mentions relevancy and personalisation. The posts which capture local events, family virtues or financial consciousness are better appreciated. The fourth discovery reveals that positive interaction, including repeat comments and emotional reactions to them, is the element of intensified brand dedication and reference. Lastly, the fifth result demonstrates that the active social listening of Tesco (responding to the user feedback and handling issues) makes the brand more responsive and credible. All these findings demonstrate that Tesco's social media sites can be used as a means of promoting the company as well as community-building platforms. 
[bookmark: _Toc212551181]4.3.2 Interpretation of Results 
The results show that Tesco has implemented an effective use of a social media marketing strategy that incorporates emotional, interactive, and relational facets of marketing. The initial two themes fall within Objective 1, and they demonstrate that various types of content and interactivity tools motivate direct consumer involvement. This indicates that the participation is higher when the users feel that they are invited to comment and participate in the brand story. The third theme is related to Objective 2, because it involves the importance of personalisation and relevance in creating positive perceptions (Zaghmout et al., 2024). The content that replicates life issues and common experiences enhances credibility and familiarity. The fourth and fifth themes respond to Objective 3, demonstrating that engagement results in loyalty when the communication is steady, open, and receptive. The emotional attachment and customer voice recognition are the pillars in strengthening brand loyalty. These trends coincide with consumer behaviour theories, which associate emotional satisfaction and interactive experiences with repeat purchase and word of mouth. 
[bookmark: _Toc212551182]4.3.3 Comparison of the Previous Research / Literature Review 
The thematic conclusions of this study correspond to numerous findings made in the literature review. A number of publications have demonstrated that visual and emotional contents on social media have a great impact on consumer engagement. To illustrate the case, (Meng, 2024) propose the idea that multimedia posts and storytelling make retail brands more emotional. This contributes to Theme 1 of the use of festive images and emotional narratives in Tesco. Likewise, the past studies of (Bresciani et al., 2021) verify that the effect of interactive tools such as polls, hashtags, and comment boxes is a participatory environment. This is directly comparable to Theme 2, which notes that interactive posts attract more users to Tesco and result in a two-way communication pattern.
Theme 3 echoes the previous results of Ashley and Atherton (2023), who point out that customised and relatable content is the most influential in terms of user trust and emotional engagement. This assertion is supported by the fact that Tesco emphasises low-end and community-based posts. It is not only entertaining but also corresponds to values held by users, a point that previous research has made on personalisation. Themes 4 and 5 align with the literature, indicating that brand engagement leads to loyalty when done repeatedly. A study conducted by (Ponzoa and Erdmann, 2021) revealed that the brands that customised timely response and open interaction gained greater consumer trust and re-interaction. The active social listening and open responses by Tesco confirm this trend and demonstrate that the online interaction may be converted to physical loyalty.
Conversely, some older research studies argued that social media influence is minimal in the absence of direct stimuli (e.g. coupons or discounts). Nevertheless, the current analysis concludes that non-promotional materials, e.g. emotional storytelling or community messages, are also a crucial factor. This implies that consumer needs have changed and emotional value has become the driver of behaviour in addition to functional benefits. 
[bookmark: _Toc212551183]4.3.4 Discuss Implications
The conclusions are applicable in real life and theory. To the retail marketers, the findings demonstrate the importance of emotional and interactive content in developing a good consumer-brand relationship. The strategies of Tesco demonstrate that loyalty and advocacy can be enhanced with the help of consistent engagement, without any significant promotional offers (Nash, 2019). This motivates retail brands to create content that can inform, entertain, and express common values. Theoretically, the study is in line with the consumer engagement models that connect emotional resonance, participation, and trust with behavioural consequences. It also contributes to the body of literature by demonstrating how secondary qualitative data can reveal rich information on the digital platforms by the masses. The results inform the research of future research to delve into the emotional aspect of digital marketing beyond the basic clicks.
[bookmark: _Toc212551184]4.3.5 Acknowledge Limitations
This research is limited in a number of ways. To begin with, it relies solely on secondary data regarding the social media platforms of Tesco that are openly accessible, and this might not accurately reflect the views and offline behaviour of the individual consumer. The analysis is based on visible user interactions and does not discuss passive ones, that is, views or impressions. Secondly, the data is about Tesco in the UK environment, which may not be applicable in other regions or industries. The thematic analysis is based on subjective interpretation, and it is possible that some of the nuances may be missed even though the patterns were similar (Zhao and Li, 2022). In addition, posts and comments have been selected on the basis of relevance and recency, which could have caused selection bias. 
[bookmark: _Toc212551185]4.4 Chapter Summary 
The five main themes considered in this chapter have expounded the strategies of the social media engagement of Tesco. The information has indicated that content type, relevance, interactivity and responsiveness are all important factors in determining consumer behaviour. It has been demonstrated that emotional, personalised, and community-based content has a more positive reaction from consumers. These findings have also proved that positive engagement enhances trust and brand loyalty. This chapter has substantiated most of the extant theories in digital marketing by comparing its findings with the findings of previous research. It has given practical as well as theoretical information on how social media develops long-term customer relationships. Both themes have covered the research objectives and contributed to the achievement of the aim of this study.


[bookmark: _Toc212551186]Chapter 5: Recommendations, Conclusion and limitations of the research
[bookmark: _Toc212551187]5.1 Introduction 
The chapter introduces the final aspects of the research and dwells on the summary of findings, valuable recommendations, and identified limitations. The chapter is a reflection of the impact of social media marketing on consumer behaviour with regard to Tesco within the UK. It provides comments on the basis of the preceding thematic analysis and how each finding is related to the research goals. This chapter is organised into different sections that start with an overview of the main themes identified during the data analysis. It follows with a range of practical and focused suggestions to Tesco and other retail brands that are willing to enhance their online experience. They are connected with such core aspects as content design, interactivity, and responsiveness. The chapter ends by accepting the limitations of the research and giving recommendations on how to conduct future research. 
[bookmark: _Toc212551188]5.2 Summary of Key Findings
The results indicate that the nature of content in social media, interactive tools, personalisation, brand responsiveness, and emotional narratives shape the Tesco social media activities. This is due to short videos, festive campaigns, as well as user-generated posts, which receive high attendance (Flick, 2020). Two-way communication is reinforced with the help of the interactive features, like comment prompts and polls. Local updates and budget-related content make the customer connect with the product better, as they are relevant to real-life experiences.
The thematic analysis is an appreciative approach to backing up the three research objectives. The former can be achieved by means of using themes that involve content and interactivity. The second goal is achieved through personalisation and relevance findings. The third goal is justified with the evidence of brand loyalty through positive engagement (Eid et al., 2020). The final results are always indicative of the impact of the digital strategies of Tesco on consumer behaviour and online interaction. In general, the discussion proves that impactful social media habits increase not only immediate interest but also loyalty in the retail industry.

[bookmark: _Toc212551189]5.3 Practical Recommendations 
This section provides narrow-targeted recommendations to Tesco and other retailers that need to optimise their use of digital interactions. These suggestions rely on the fundamental results of this study.
Enhancing Content Strategy
Tesco ought to proceed with making diverse and emotive content. Video clips of short length, background shots, and holiday promotions are very popular. Emotional narratives create more relationships with audiences (Nash, 2019). Relatability is also enhanced by family-friendly, low-cost images. Real-life situations are a good step towards authenticity, which forces interest and retention.
Increasing Interactivity
Engaging content has increased engagement. Tesco needs additional polls, surveys, and comment boxes. The ability to leave posts requesting the user to share his/her opinion or preference encourages the conversation (Meng, 2024). Participation can be rewarded with giveaways and incentives. Users' comments or pictures assist in creating a communal feeling. Constant communication using branded hashtags can also make visibility and connection stronger.
Relevance and Personalisation.
Tesco needs to target content depending on the customer scenario. Relevance is enhanced by localised updates, cultural holidays and regional campaigns. Shopping information and preferences of users can be used to provide personalised content (Salam et al., 2021). The value is personal in sharing posts of users or labelling certain areas.
Enhancing Brand Loyalty by Responsiveness.
Tesco needs to retain quick and responsive replies towards customer feedback. Trust is achieved by rewarding loyal users with likes or replies. Transparency in the brands can be promoted by publicly having issues resolved. Tesco is also able to analyse trends in the feedback to improve the campaign. Listening and responding lead to long-term loyalty and advocacy.
[bookmark: _Toc212551190]5.4 Limitations of the Research 
The research paper is limited in a number of ways which affect the extent of its results. It uses secondary and qualitative data only, and this does not allow the capture of the personal consumer experiences. The discussion revolves around official social media platforms of Tesco, mostly Facebook and Instagram, which could bring about bias of platforms and omissions of interactions at other platforms (Ponzoa and Erdmann, 2021). It also limits data to recent years, and therefore, there is no reference to engage trends that are not recent. Since no specific data, like interviews or surveys, were to be gathered, the personal experience of the customers is not presented. The thematic analysis approach is subjective in interpretation, and as such, it can impact dispassionately even after cross-checking (Nash, 2019). These constraints do not undermine the general results but emphasise the necessity to have more balanced and diverse data for future researchers. The increased availability of data, as well as the integration of qualitative knowledge with quantifiable results, can enhance knowledge of consumer behaviour.
[bookmark: _Toc212551191]5.5 Future Research Recommendations. 
In the future, both the primary and secondary data should be combined to gain a more profound understanding of the perceptions about the consumers. First-hand data regarding consumer motivations and emotional attachments can be obtained through interviews, surveys and focus groups. Comparative analysis of various UK retailers can determine whether there are any differences in the results of similar engagement strategies (Ghadiridehkordi et al., 2025). Longitudinal studies would assist in investigating the long-term impacts of social media usage on brand loyalty and retention. The studies on future researchers should also include quantitative methods, such as the comparison of the engagement statistics, conversion rates, and sales statistics, to compare the qualitative results. Moreover, new platforms such as TikTok and Snapchat are gaining in popularity, and one should research them to understand how retail brands are addressed by younger generations (Bresciani et al., 2021). A combination of these approaches would provide a more comprehensive and dynamic perspective of the effect of social media marketing on consumer behaviour.
[bookmark: _Toc212551192]5.6 Conclusion 
This study has discussed the role of social media marketing in consumer behaviour, taking Tesco in the UK as a case study. The primary objective was to show what causes consumers to become engaged in Tesco's digital campaigns. The study has revealed that content design, interactivity, personalisation, and responsiveness are important factors that determine engagement and loyalty through thematic analysis of secondary qualitative data. All the research objectives have been met. The first one found the way creative material and interactive tools help to increase audience engagement. The second goal tested the relevance and personalisation to enhance the brand perception. The third objective showed that active engagement and brand responsiveness grow trust and long-term loyalty. On the whole, the results prove that the social media strategy of Tesco enhances emotional and behavioural correspondence to consumers. 
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In Week 1, the research includes the description of the background and the rationale, and in Week 2, the formulation of the aim, objectives, and questions. The third and fourth weeks will be spent carrying out a literature review and constructing the theoretical framework. Week 5 is concerned with the research methodology. Week 6 Week 6: The thematic analysis of the secondary qualitative data. Weeks 7 and 8 are taken to interpret the results and come up with the discussion. The final conclusion and recommendations are made, and the final week (week 9) is completed. The last week (week 10) will be used in proofreading, formatting and submitting the entire dissertation.
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