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Abstract
Companies utilise social media platforms to connect with customers rather than the traditional approach. These businesses encourage customers to deliver unfiltered reviews to enhance a sense of community. This one-click checkout environment in the social platform reduces the issues of navigating the external website. However, fragmented data has been observed in different social media platforms, like negative reviews, which regulate consumer attitude towards. The context has discussed the significance of the research along with the study background. Aim, objectives and the questions of the study have formulated here. The literary assessment has been developed based on these objectives and has found some literary gaps. Moreover, the research onion model has been outlined here to structure the research completely. 
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[bookmark: _Toc225959971]Identification of a Business Problem 
[bookmark: _ytyn8jfmao0y][bookmark: _Toc225959972]Significance of the research 
Businesses in social media marketing practices follow influencer engagement and targeted context to shape consumer perceptions. These activities effectively regulate buying intent and loyalty through aligning brand narratives with different user trends. Interactive digital strategies particularly reshape consumer loyalty and intent (Schwarz, 2022). The study will deliver a roadmap for aligning corporate ethics with different modern digital engagement. The research will be significant as it will assess the effect of social media marketing of The Body Shop on their consumer purchasing decisions, addressing the issues. 
[bookmark: _kdgjod4rbb2k][bookmark: _Toc225959973]Research Background 
Digital platforms have revolutionised the way beauty companies interact with ethical consumers, and the purchasing trend of customer highly regulated by different social media trends (Ludmir, 2025). There is a connection present between digital engagement and value-driven marketing. People in the current time have become interested in interactive storytelling on different social media platforms rather than traditional advertisements. This research will explore the way these processes regulate the customer behaviours and enhance their long-term loyalty towards The Body Shop.  
[bookmark: _11mnkowtr5l9][bookmark: _Toc225959974]Company background 
The Body Shop was founded in 1976 by Anita Roddick and became a global beauty pioneer (thebodyshop, 2026). This business has headquarters in the UK, and it will focus on ethical consumerism as well as cruelty-free products. The company famously incorporates sustainability and fair trade in its business model. This company is usually involved in purpose-driven storytelling as well as influencer partnerships to turn followers into advocates. However, the company has faced issues in measuring ROI and maintaining brand consistency.  


[bookmark: _6plxufoanonb][bookmark: _Toc225959975]Research Aim, Objectives and Questions 
[bookmark: _4crdrqg11sy3][bookmark: _Toc225959976]Research Aim
To understand the influence of social media marketing processes on regulating consumer buying behaviours at The Body Shop. 
[bookmark: _5g1tg3fsal6a][bookmark: _Toc225959977]Research Objectives 
To recognise the social media marketing practices that The Body Shop follows to manage its consumer buying behaviours within six weeks by assessing company-related articles. 
To assess the barriers that The Body Shop has experienced while integrating social media marketing activities into its operations within seven weeks by assessing industry reports.
To evaluate the strategies that The Body Shop can deploy for addressing social media marketing issues to manage consumer buying attitudes and enhance its competitive advantage by up to 25% within eight weeks, by analysing scholarly articles. 
[bookmark: _4euvdksd7jly][bookmark: _Toc225959978]Research Questions
What are the social media marketing practices that The Body Shop follows to manage its consumer buying behaviours? 
What are the barriers that The Body Shop has experienced while integrating social media marketing activities into its operations?
What are the strategies that The Body Shop can deploy for addressing social media marketing issues to manage consumer buying attitudes and gain a more competitive advantage?


[bookmark: _xd9wqaxmwp24][bookmark: _Toc225959979]Critical Literature Review 
[bookmark: _2z2lixz35b3k][bookmark: _Toc225959980]Recognising the social media marketing practices that beauty companies follow to manage their consumer buying behaviours. 
Authentic engagement and social proof 
According to Concepcion (2025), beauty brands have shifted their focus from polished celebrity ads to user-generated content and micro-influencer partnerships. Companies' following peer-to-peer style marketing activities served as powerful social proof to the customers. As argued by Hund (2023), when people observe that one relatable create start using a product to overcome the psychological complexities to purchase the same drops. Following this practice, the beauty companies successfully manage behaviour through changing a commercial transaction into a structured recommendation. 
Frictionless social commerce 
As stated by Martinez-Lopez et al. (2022), beauty companies for capturing impulsive buying behaviours integrate live stream shopping along with shoppable tags directly in social media platforms like Instagram and TikTok. Conversely, as stated by Lungwitz and Sjostrand (2022), following these approaches, the beauty brands capture their consumers at the peak of their interest. Companies through leveraging exclusive social-only discounts and leverage real-time scarcity to make the transition from discovery to immediate purchase. 
[bookmark: _z1zp2tan2rlc][bookmark: _Toc225959981]Assessing the barriers that beauty firms have experienced while integrating social media marketing activities into their operations.
Reputation and authenticity risks 
According to Shin and Jint (2025), the major barrier to social media marketing for beauty brands is the loss of message control. When a beauty brand gets a negative viral review or experiences an influencer scandal, it has impacted their market reputation. As argued by Jenner et al. (2022), due to this, businesses need to balance professional brand standards with the unfiltered aesthetic consumer. Alongside this, the rise of dis-influencing trends directs companies to defend their product efficacy over highly informed and sceptical digital communities. 
Technical and data silos
As opined by Pauwels and Aksehirli (2025), different beauty companies have experienced integration gaps between their internal systems and social platforms due to their legacy issues. Due to this, such beauty companies face data silos, and they cannot accurately track a single customer’s journey. Conversely, as stated by Charllo (2022), absence of unified analytics affects the budget allocation along with ROI measurement of beauty companies, which prevent thier operational scaling. 
[bookmark: _xdgp2ncin83u][bookmark: _Toc225959982]Evaluating the strategies that beauty corporations can deploy for addressing social media marketing issues to manage consumer buying attitudes and gain a more competitive advantage. 
Data-driven personalisation 
According to Boustani and Boustany (2025), corporations may follow AI-powered social listening to bridge the gap between product development and digital trends. As argued by Lopes and De Keyzer (2026), beauty firms, through assessing ingredient mentions and real-time sentiment, may pivot their messaging to address consumer anxieties as well as desires. This type of proactive alignment assures that marketing content acts as a personalised solution. 
Ethical transparency and advocacy 
As discussed by Nguyen et al. (2025), companies need to integrate radical transparency for countering the complexities of dis-influencing in their operations. These processes include sharing behind-the-scenes laboratory content along with clear sustainability certifications. Conversely, as stated by Peinado Pelliciari and Andriollo (2025), beauty companies, by following narrative corporate ethics and product efficacy, create a resilient customer trust. This strategy changes typical beauty companies into brand advocates, which secures long-term competitive advantage in the ever-changing market.  
[bookmark: _yxu95pd3mnmq][bookmark: _Toc225959983]Theoretical framework 
Theory of Planned Behaviour 
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Figure: Theory of Planned Behaviour
Source: (Goncalves et al., 2022)
According to Goncalves et al. (2022), the theory of Planned Behaviour highlights that social pressure, attitudes and perceived ease of actions collectively determine the person’s intent. Conversely, as stated by Boustani and Boustany (2025), beauty companies, through shaping positive attitudes, simplifying the purchase process and leveraging social norms, use this theory to change digital engagement into an effective competitive advantage. 
Social Cognitive Theory 
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Figure: Social Cognitive Theory
Source: (Martinez-Lopez et al., 2022)
As opined by Martinez-Lopez et al. (2022), social cognitive theory has suggested that people learn behaviour through observing others within a social context, which influences imitation and reinforcement. As argued by Concepcion (2025), beauty companies leverage the principle of this theory and utilise influencers to promote their product. This type of learning creates trust and shifts consumer attitudes to secure a competitive advantage. 
[bookmark: _3b1ppcjlj897][bookmark: _Toc225959984]Literature gaps
The literature review has discussed the influence of social media marketing on managing consumer purchasing behaviour. Necessary data related to the study has been collected from secondary sources and have also been assessed for outdated and irrelevant information. Alongside this, throughout the literary assessment, no company specific data has been mentioned, which has created literature gaps that affect the study outcome. The study needs to perform secondary research to bridge the research gaps. 
[bookmark: _Toc225959985]
Research Methodology and Design 
[bookmark: _Toc225959986]Research Onion 
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Figure: Research Onion
Source: (Lisinski et al., 2026)
Mark Saunders proposed a systematic and structured process for the researcher to perform the research, which is considered a research onion. This model consists of many layers, including philosophy, strategy, approach, method and time horizon. Collection and assessment of study-specific data are included in this framework (Lisinski et al., 2026).   
[bookmark: _Toc225959987]Research philosophy
The researcher follows a set of views and assumptions to conduct the whole research, which is termed the research philosophy (research-methodology.net, 2026). The researcher will follow pragmatism research philosophy rather than positivism, interpretivism and realism. Following pragmatism type philosophy, the researcher will focus on practical results and problem-solving in social media marketing.  
[bookmark: _Toc225959988]Research Approach 
Necessary planning and processes that the researcher maintains, aligning with the study assumption to reach a positive outcome, are considered a research approach (research-methodology.net, 2026). An abductive type of research approach will follow here, disregarding deductive and inductive ones. Following this choice, the investigator will recognise the best possible explanation for incomplete information. Performing the research using this approach, the researcher will assess emerging trends that regulate emerging trends. 
[bookmark: _Toc225959989]Research Strategy 
A clear blueprint of the research, including the overall process the researcher completes the study, which is termed the research strategy (Lavarda and Bellucci, 2022). A case study and survey strategy will be followed by the researcher, following the primary and secondary research processes.  Survey strategy will assist the researcher to gather broad consumer data for tracking trends, while the case study strategy will provide in-depth insights to the researcher. 
[bookmark: _Toc225959990]Research Method
Following a systematic process, the researcher collects study-specific information and assesses it to get meaningful outcomes, which is considered a research method (research-methodology.net, 2026). A mixed method will be followed in this research over multi and mono-type methods. Following a mixed method, the researcher will combine quantitative data with qualitative information. The validated and complete picture of consumer attitudes will be understood by the investigator through these data.  
[bookmark: _Toc225959991]Data Collection and Analysis 
Collecting study-specific data through appropriate tools and methods is considered data collection (Dale et al., 2025). There are different types of data collection tools available, including surveys, interviews, graphs and themes. The researcher to perform the study on social media marketing will follow survey tools for conducting primary research and generate themes for performing the secondary study. Alongside this, the investigator will assess collected data, maintaining qualitative and quantitative data analysis. Survey will be used to gather primary and quantitative data, and themes will be assessed using qualitative data analysis process.   
[bookmark: _Toc225959992]Sampling strategy 
The researcher to perform the study segregates a group of individuals from a larger population is considered a sampling strategy (Costa, 2024). A simple random sampling technique will be followed here rather than stratified, cluster and purposive. Following this choice of sampling process, the investigator will randomly select different workers from the workforce of The Body Shop. The researcher will select 50 consumers from The Body Shop and perform a survey on them with 10 questions. 
[bookmark: _Toc225959993]Data reliability and validity 
The researcher will maintain the reliability of the collected data along with maintain the validity (Watkins, 2022). Research reliability refers to the reproducibility and consistency of results over time, and validity assures the study accurately assesses what it intends to deliver. Reliability will ensure that repeating the research information will provide the researcher with some consistent results. Whereas validity will confirm that these results are truthful and accurate and will assist the researcher. 
[bookmark: _Toc225959994]Time horizon 
The time frame that the researcher follows to conduct the whole study is considered the time horizon (Klingelhoefer et al., 2026). The investigator divides the whole study into smaller tasks and includes a time limit for each task. Following the cross-sectional time horizon, the researcher will perform the research and disregard the longitudinal one. The investigator will collect data at a single point in time and assess it to recognise the patterns of the research.    
[bookmark: _Toc225959995]Ethical consideration 
A set of ethical norms and regulations follows the researcher to perform the study systematically is considered ethical considerations. Following these principles, the investigator conducts the study soundly and reduces the scope of legal consequences. The researcher has followed the Copyright Protection Act and GDPR norms while performing the research on social media marketing. All authors will get the necessary acknowledgement as data will be gathered from such articles and books. The collected data will be stored in Google Forms following the principles of the Data Protection Act (GOV.UK, 2026). Participants will withdraw their name from the survey whenever they want. 



[bookmark: _Toc225959996]Business Relevance and Practical Implications 
[bookmark: _Toc225959997]Research implications
The research will assist The Body Shop to align data-driven engagement and social activism and reduce the complexities of greenwashing. The company, through recognising different digital touchpoints, enhances intent consumer purchasing and enhances resource allocation. This process will manage omni-channel data silos along with a secure competitive advantage for the said corporation. 
[bookmark: _Toc225959998]Potential recommendations
The Body Shop need to leverage AI-driven social listening aligning with activism with real-time trends (Sampo Parkkinen, 2023). They also need to integrate blockchain-backed transparency in their product promotional posts. The company may gain high intent engagement for sustainable and seamless purchases through enhancing interactive, ethical storytelling and shoppable social content. 
[bookmark: _Toc225959999]Research contributions
While developing the research proposal, I will learn how applied business research connects the theoretical framework with real-world marketing challenges. Performing this research, I will understand mixed-type research choices along with the abductive approach. This way, I will collect the necessary information that may assist in fragmenting social media-related data into competitive and actionable data, which helps to regulate customer buying attitudes. 
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