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[bookmark: _Toc154048227]Introduction
[bookmark: _Toc154048228]Background 
Social media marketing has expanded fast in the last few decades and has even grown sharply globally. Similarly, loyalty programs are even considered marketing tactics to mutually benefit businesses and consumers via proliferated relational capabilities. However, the question arises can (SM) social media marketing and (LP) Loyalty programs improve the firm financial performance? Many authors have determined ample advantages from these tactics in terms of enhancing consumer experience (Wang and Kim, 2017) (Chaudhuri et al., 2019).
 The fundamental nature of these platforms enables consumers to influence one another and make a better relationship with firms. These techniques have produced better response rates and consumer engagement than traditional advertising methods that concentrate only on customer relations. Authors have even identified that these CRM (Customer Relationship Management) practices add value directly to the firms and comprises as more effective in doing so when combined with different firm sources (Wang and Kim, 2017) (Chaudhuri et al., 2019). These changes in consumer capabilities could then generate differential and relational benefits over competitors and optimistic shifts in the firm performance. These aggregated influences of consumer changes could lead to net proliferation in profitability and sales associated with social media marketing and Loyalty programs. 
[bookmark: _Toc154048229]Significance and justification 
The purpose of this study is to examine how social media usage and loyalty schemes interact with consumers and enhance firm sales performance. For that purpose, this study delves into some key insights using the resource-based view theory by arguing that investments in these activities recognised input resources to evolve new advertising-associated capabilities. The results recommend that firm sales and CRM abilities are critical when any firm merges social media and loyalty programs in their marketing to enhance firm performance (Wang and Kim, 2017). This study even identifies that SM and LP layer a key role in firm performance and even contribute to this literature as well as insights into the efficacy of these marketing tools. This study is important as it even contributes to the existing pieces of literature on LP and SM by answering the call to expand the generalisability of the relation between firm CRM and performance with different datasets. 

[bookmark: _Toc154048230]Hypothesis 

H0: Social media and loyalty program marketing activities does not enhance sales of the firm. 
H1: Social media and loyalty program marketing activities does enhance sales of the firm.


[bookmark: _Toc154048231]Methodology
The methodology chapter is based on the Saunders onion model comprised of 6 layers providing a step-by-step structure view of the research methods integrated into this study. 
[bookmark: _Toc154048232]Research Philosophy 
This study will follow positivism, as this relies on the hypothetic-deductive tactic to test the prior hypotheses that are frequently stated quantitatively (Olugboyega et al., 2023). This study is aligned with positivism as it generally concentrates on determining explanatory relations via quantitative approaches where empirically grounded results from a greater sample size are favoured.
[bookmark: _Toc154048233]Approach 
The deductive approach is suitable for this study as it will enable a researcher to collect data and test them through the framed hypothesis in such a way as to examine the credibility of the information (Casula et al., 2021). Hence, this is reliable for measuring numerical information and generalising the results to some sure extent. 
[bookmark: _Toc154048234]Strategy 
Survey strategy will be opted for acquiring numerical insights about the financial performance and its relationship with SM and LP activities. This can assist in gathering real-time information from the chosen participants and getting the perspective of larger participants in a single time using Google forms. 
[bookmark: _Toc154048235]Choice
Mono-method will be opted for gathering only quantitative results using close-ended questions so that the author will have access of getting only numerical information. Mardiana (2020) suggested that mono-method generally means whether the author will collect numerical data or non-numerical data for the study. 
[bookmark: _Toc154048236]Time horizon 
A cross-sectional study will be selected as this study will gather data at specific points of time through the survey. This stated that people will fill their responses from anywhere and at specific times to draw meaningful conclusions. 
[bookmark: _Toc154048237]Technique and procedure 
Primary data collection will be the method that will be opted for this study as it is stated as first-hand information gathered through research participants (Cerar et al., 2021). This study is based on gathering responses from a survey which defines the reason why this study is based on primary data and gaining real-time results. Hence, this data can be analysed using SPSS software as it can examine a large amount of data in a simple form by directly importing the Excel sheet into the SPSS software. The data can come out in the form of descriptive, frequency, Correlation, and Regression tables. 
For this study, 50 Tesco Employees will be chosen from simple random sampling so as to gain real-time information in regards to the topic. The reason behind recruiting employees is to get real-time and credible information as they have knowledge and experience about the firm current and previous financial position. The entire collected data will examine and address the question of how social media marketing and loyalty schemes impact the sales of the firm. The reason behind choosing the primary details is that it can collect accurate and reliable information directly from sources. 
[bookmark: _Toc154048238]Aims and objectives
Aim 
The study aims to investigate how organisations like Tesco can shape the use of social media marketing and loyalty schemes to pace up their sales. 
Objectives 
· To examine the impact of social media marketing on sales acceleration for organizations like Tesco.
· To explore the role of loyalty schemes in driving the sales growth for Tesco.
· To explore the potential challenges that Tesco must be aware of while integrating these marketing techniques.
· To determine the best practices and tactics for integrating social media marketing and loyalty schemes to address these challenges.
Questions 
1. What are the impacts of social media marketing on sales acceleration for organizations like Tesco?
2. How do loyalty schemes play a key role in driving the sales growth for Tesco?
3. What possible challenges Tesco might face while integrating these marketing techniques?
4. How does Tesco deal with the challenges by integrating best practices and tactics for integrating social media marketing and loyalty schemes?
[bookmark: _Toc154048239]Literature review
[bookmark: _Toc154048240]Influence of social media marketing on sales growth 
The work of Tajvidi and Karami, (2021), showcased that there is a positive influence of using social media on the financial performance of businesses especially when it is used for marketing techniques. Hence this can be used as a mediator in facilitating the growth of the firm and results in better consumer retention throughout the firm. It has been analysed from the findings of the study that social media provides value for businesses involving business sales as well. 
[bookmark: _Toc154048241]Role of loyalty schemes in driving firm sales 
Previous studies conducted by Ramanathan et al., (2017), stated that in such a way to attract many consumers, organizations provide many loyalty schemes as these techniques have been rising to an extent level. This sales promotion technique played a key role in influencing consumer behaviour and generating their trust in an effective manner which enable them for repetitive purchases. For instance, the author outlined that Tesco with its Clubcard Schemes achieved greater sales as compared to previous years. 
[bookmark: _Toc154048242]Issues during the integration of loyalty schemes and social media marketing 
Issues that occur during loyalty programs are technical in nature, difficulties in integrating the loyalty program with existing systems, and seamless data synchronisation between distinct platforms (Utz, 2023). Also, managing consumer engagement with loyalty programs is another issue. Sometimes customers lose interest and find it challenging to understand the benefits of programs and ways to participate. It is crucial to design the program in a way that provides valuable rewards to keep consumers engaged and motivated. 
Issues integrated with social media marketing are generating effective content, and engaging content that resonates with the targeted audience (Shawky et al., 2019). Another issue is to measure the ROI of Social media advertising. To track and quantify the influence of social media activities akin to proliferated sales or loyalty of consumers is difficult to track. 
[bookmark: _Toc154048243]Ways to deal with these challenges 
In dealing with technical issues, it is epochal to consider IT professionals who grant seamless integrations between the programs and existing systems. Utz (2023), stated that work on resolving capability issues and generating a strong data synchronisation process allows to deal with the issues. 
To manage consumer engagement, concentration on lucid communication about the rewards and benefits of the program is vital as the consumers are unaware about loyalty programs which might lead the consumers to lose interest. Generating an intuitive user interface offers easy-to-understand instructions for participation and regularly communicating with consumers via personalised emails, and push notifications about exclusive offers.
As per Moran et al., (2020), businesses can generate content calendars to organise social media posts in advance and use engaging visuals, interactive content, and articles to keep the audience satisfied. 
Setting specific KPIs and goals such as social media analysis to track the metrics akin to engagement, conversion, and traffic.  
[bookmark: _Toc154048244]Limitations
There might be a word count issue, as there are ample of issues in integrating loyalty programs and social media marketing, and will not have a chance to address them in these word limits. 
Examining numerical results will be problematic for the author to interpret results and compare them with the existing findings. 
A lack of studies accessible regarding the specific industry and topic of the area will limit the generation of drawing a meaningful conclusions. 
There might be the possibility of time constraints when employees will take more time to fill out the survey and delay the results. 
[bookmark: _Toc154048245]Ethical considerations
This study provides an opportunity to the participants in the form of voluntary participation and all are vulnerable to opt in and out of the study at any time. 
The records of the study will be kept private in the encrypted folders so as to prevent the information of the participants as well. 
Before collecting data from participants, each participant will receive the consent form outlining with topic, relevance, and what type of information will be received from them. 
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[bookmark: _Toc154048247]Conclusion
I have chosen to determine the relation between social media marketing, loyalty schemes and firm sales as I do believe that proving them as an optimistic relation would provide better and valuable results to the many organisations. Hence, further quantitative results provide numerical understanding as well as the responses of distinct participants. After examining the drawbacks of conducted studies, I have worked on generating better and systematic methods to avoid these pitfalls and augur that the study will portray a robust relation between these variables. 
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