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Chapter 1: Background
1.0 Introduction
Gymshark is a well-known fitness and health brand that has effectively leveraged social media platforms like Instagram, YouTube, and TikTok to engage with its target audience and build a strong brand identity. The research will tend to explore Gymshark’s social media marketing strategies that will influence the consumer engagement that will include their interaction, participation as well as the overall brand loyalty (Gymshark, 2023).  In recent years, social media has emerged as a pivotal platform for businesses to engage with their target audience. Gymshark, known for its active presence on platforms like Instagram, YouTube, and TikTok, has effectively utilized social media to build a strong brand identity and connect with fitness enthusiasts globally. Understanding the impact of their social media efforts on consumer engagement is crucial for both the company's marketing strategies and the broader understanding of the evolving consumer-brand relationship in the digital age. This research proposition will explore the literature review, the research methods and methodology that will be used to conduct the research will be discussed . 
[bookmark: _Hlk142232819]The purpose of this research is to delve into the strategies and tactics employed by Gymshark’s social media marketing team and analyse their impact on consumer engagement. By studying the ways Gymshark leverages social media, the research seeks to identify best practices, challenges, and potential areas for improvement in the realm of social media marketing for fitness and apparel brands.
1.1 Research Aim
The proposed aim of this research would be to understand the influence of Gymshark’s social media marketing on consumer engagement and loyalty.
1.2 Research Objectives
· Analyse Gymshark’s social media marketing strategies.
· Analysing Gym Sharks content types, frequency of posting and the platforms that are utilized and its effectiveness.
· To assess the level of consumer engagement with Gymshark’s social media content
1.3 Research Questions 
· How does Gymshark utilize different social media platforms for their marketing strategies?
· Level of consumer engagement with Gymshark’s social media content?
· Can consumer engagement on social media translate into brand loyalty for Gymshark?
Chapter 2: Literature Review
2.0 Introduction
The proposed aim of this research would be to understand the influence of Gymshark’s social media marketing on consumer engagement and loyalty. Various research objectives and questions were discussed. Social media is refereeing the collection of various online platforms such as Instagram, Twitter now known as X, Facebook, YouTube basically any online platform that allows the user to connect with people across the internet. These platforms allow users to communicate, collaborate, and engage with a wide range of media, such as text, images, videos, and links. Social media has transformed the way people communicate and interact with each other, and it has also become a crucial component of modern marketing strategies. The origins of social media can be traced back to infancy of the internet as online communities emerged into the start of 1980’s but the aspect of social media started with platforms such as Six Degrees that was launched in 1997. Modern roots of social media or when it truly rose to prominence was with the platforms such as Friendster, MySpace, and Facebook. Facebook, founded by Mark Zuckerberg in 2004, quickly gained traction and revolutionized how people interacted online. In contemporary marketing social media has become an integral aspect of various strategies. As social media helps marketing strategies to have a wide reach; allows for greater engagement and interaction allowing for greater levels of customer interaction and establishing relationship. Social media has been a game changer for brand awareness and allows for greater targeted advertising and data analytics. 
2.1 Impact of Social Media Marketing on Gymshark
The purpose of Literature Review about the Impact of Social Media Marketing on Gymshark relating to an article by Stroud, 2022 on the social media usage of Gymshark they have identified that the popular fitness brand has attributed their growth to their social media marketing strategy. As they have significant follower count in all platforms especially in Instagram. This article showed that the profits of Gymshark has shot up from £1.1m in 2016 to £18.6m in 2019, with 2019 bringing in sales of £176.2m. it goes without saying how social media has changed the brand of Gymshark. According to the research it has been proven by growth that the impact of social media for Gymshark is positive.  According to authors Bryła, Chatterjee and Ciabiada-Bryła, 2022; Social media marketing refers to the use of social media platforms to promote a product or service. A study that was conducted on the consumer engagement in online brand communities on Gymshark’s Facebook page by the authors Apaza and Jahan, 2021 showed that social media marketing is important for Gymshark because it allows the brand of Gymshark to reach a larger audience and engage with customers in a more personal way. Thus, showing how social media is an integral part Gymshark’s marketing strategy as it had a positive impact on growing the brand.
2.2 Challenges of social media marketing
According to the authors Bryła, Chatterjee and Ciabiada-Bryła, 2022 stated that there are various challenges that are associated with social media marketing. One challenge is the constantly changing algorithms of social media platforms, which can make it difficult to reach and engage with audiences. There is also the potential for negative feedback and criticism on social media, which can damage a brand's reputation. According to the author Paquette, 2013 the biggest challenge in social media marketing is measuring the impact of it in revenue. It is difficult to measure the return on investment for social media marketing. In recent research done by the authors Kanth, G. and Prasad, R.S.R., 2023 stated that in their research paper that as social media is a great tool for consumers to voice their opinions about various brands but the brands need to be prepared and must have adequate resources to undertake and deal with the negative feedback and respond in a timely manner to customer queries. 
2.3 Benefits of social media
Author Stroud, 2022 stated in his article how the expansive and creative social media presence of Gymshark helped to become one of the most recognizable brands in online today. Their integrated and cohesive marketing plan that is designed specifically for each platform; for example, they have one type of content for platform such as Instagram and another type of content for twitter. They don’t reuse their approach for all of the platforms rather than having a uniformed approach they have specific approach and content for the different social media channels. This aspect of social media allowed them to interact with their audience more effectively and become a lead brand. Author Paquette stated on his research that social media and its various tools are a vital part of the marketing strategy and social media allows them to reach a wider audience and promote products and services in a cheaper and visually appealing method. In an article by University of South Florida, 2023 stated that one of biggest benefit for social media is that it has a wider reach as billions of people regardless of geo graphical boundary uses social media and it gives the organizations to gain feedback from the consumers; have a discussion with the targeted customer and by doing that increasing the brand awareness. By utilizing the various tools of social media companies can have a greater targeted marketing and segment their audience and target them accordingly with promotional contents. 
2.4 Research Gaps
Researching on the impact of social media marketing on consumer engagement, specifically focusing on a case study of Gymshark, can provide valuable insights into the dynamic relationship between digital marketing strategies and consumer behaviour. There are some potential research gaps as does the social media efforts of Gymshark leads to short term spikers in consumer engagement or does it provide a more sustained long term brand awareness.  Another research gap would be the platform effectiveness as platform usage is not uniformed as the users of each platform varies from age to age (Atske, 2021). Ergo analysing the varying impact of different social media platforms can be a potential research gap. Another research gap can be does influencer endorsements amplify consumer engagement.
Chapter 3: Research Methods and Methodology
3.0 Research Philosophy
For this research the research philosophy that was followed was positivism as that is best suited for the quantitative methodology that will be used to conduct this research (Research-Methodology, 2023). The positivism philosophy follows only the factual knowledge on the research. In the context of studying the impact of social media marketing on consumer engagement, positivism will allow us to collect numerical data and establish causal relationships between variables. Positivism is a philosophical stance and approach to understanding the world that emerged in the 19th century. Rooted in the belief that knowledge should be based on empirical observation and scientific reasoning, positivism emphasizes the importance of objective, measurable facts as the foundation of understanding reality. 
3.1 Research Paradigm
The research paradigm for this study is the deductive approach. Which is often associated with quantitative research method is the deductive approach.  As this approach involves formulating hypotheses based on existing theories and then testing these hypotheses through empirical data collection and analysis is a good fit for this research (Research-Methodology b, 2023). The research paradigm is often characterized by the structured and rigorous methodology.  This research paradigm is considered to be a systematic process of hypothesis testing as the researchers can start with a stable theoretical framework or an existing theory and then gather empirical data to confirm or disconfirm the hypotheses derived from that theory. 
3.2 Research Approach
The research approach that is selected based on the prior methods selected is the survey research approach.  In the field of research surveys are considered to be one of most appropriate approach methods in research due to their versatile and simplistic usage. The survey approach is a more common way of research analysis as it allows to be used both digitally and physically. Surveys are structured in way that allows data to be collected in a  quantitative from; as well as taking data from a  large and diverse sample, allowing us to gather insights into consumers' perceptions, behaviours, and engagement levels with Gymshark’s social media content.  It aims to gather data from a sample of individuals or groups to understand their opinions, attitudes, behaviours, or characteristics. 
3.3 Research Methodology
The research will follow the Quantitative research methodology. As most of the research will be conducted in a smaller scale and as the research will be using the survey approach to collect data that is the research methodology that is chosen is quantitative. Because the data will be using numerical in form; it makes it easier to handle and analyse it. This approach is often used to answer research questions that require empirical evidence and statistical analysis (Bhandari, 2020). 
3.4 Research Strategy
The research strategy that is decided to be used and followed for this research is the cross-sectional. This research strategy is the systematic process of collecting data from a wide range group of respondents at a specified single  point in time. This strategy will provide a snapshot of consumer engagement levels with Gymshark’s social media content and allow for meaningful comparisons across different demographic segments. This approach is often used to gain a snapshot view of a specific phenomenon or to examine relationships between variables at a particular moment. Cross-sectional studies are common in various fields, including social sciences, public health, psychology, and market research.
3.5 Sampling Methods
As for the sampling methods a combination of stratified random sampling for the online survey and convenience sampling for the offline survey. Stratified random sampling will ensure representation across various demographics, while convenience sampling will provide ease of data collection in offline settings (Thompson, 2012). 
3.6 Data Collection
In order for collection data a structured questionnaire will be used. This questionnaire will be distributed through social media platforms and email. For the offline survey, paper-based questionnaires will be administered at selected Gymshark events and fitness expos. The questionnaire will include Likert-scale and multiple-choice questions to capture engagement levels, social media preferences, and brand loyalty.
3.7 Data Interpretation
As for interpretation of the quantitative data that will be analysed using statistical techniques such as descriptive statistics, correlation analysis, and regression analysis. Descriptive statistics will help summarize engagement levels and demographic information, while correlation and regression analyses will reveal the relationships between variables and the impact of social media marketing on consumer engagement.
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3.9 Ethical Considerations 
For the ethical considerations for this research would be to that will be based on informed consent as participants will be informed about the purpose of the study, data usage, and confidentiality. Their consent will be sought before participating. Participation in the survey will be completely voluntary, and respondents can withdraw at any point. Data will be collected and analysed accurately to ensure research integrity and validity and without the influence of any bias.
4.0 Conclusion
To conclude this research will be using the research philosophy that was followed was positivism as that is best suited for the quantitative methodology. 
The research paradigm for this study is the deductive approach and the research approach selected is the survey research approach.  Quantitative research methodology will be used, and the research strategy is cross-sectional. As for the sampling methods a combination of stratified random sampling. For data collection a structured questionnaire will be used. Lastly for for interpretation of the quantitative data that will be analysed using statistical techniques such as descriptive statistics, correlation analysis, and regression analysis. 
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