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[bookmark: _Toc162098400]ABSTRACT
This study sought to analyse the role and importance of social media marketing in the UK beverage sector: A case study of Costa Coffee. A sample of 10 respondents from diverse backgrounds were utilised in the study. The study used the qualitative research design with non-numerical data being used in the study analysis. Both primary and secondary data were utilised in the study with the thematic procedure being used in the data analysis process. The research established that marketing is a significant organisation aspect that enables businesses to adequately position the different products and services in the market. Further, social media marketing has gained popularity among the consumers due to the rise in internet penetration rate and smartphone ownership among the consumers. It was recommended that future studies adopt a large population size to improve the reliability of the study. Further, future studies should adopt the quantitative research method to promote the achievement of objectivity in the discussions. 
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CHAPTER ONE
[bookmark: _Toc162098403]Introduction 
Customers are a significant organisation aspect whose needs and wants determines the products and services a business offers. Technology is a constantly revolving factor that enables organisations to reach the consumer market. Marketing on the other hand makes it possible for an organisation to reach the consumer market. A study by Statista (2024), shows that 93.44% is the rate of internet penetration in the United Kingdom with 98% of the population owning smartphones. This makes social media marketing one of the most suitable ways of reaching the UK consumer market through Costa coffee. The use of social media marketing will offer Costa Coffee the ability to increase sales and ensure the business maximises its profit margins. This study will analyse the role and importance of social media marketing in the UK beverage sector: A case analysis of Costa Coffee
[bookmark: _Toc162098404]Background of the study
Marketing is a significant business aspect that makes it possible for organisation to connect with the consumer market. Through marketing, an organisation gets an understanding of the customer's wants and needs. The customers further get the opportunity to gain insights into the different products and services available in the business (Kotler et al., 2015). Marketing creates a communication channel where the customers can relay feedback to the organisation on the available products and services. Social media marketing has gained popularity as a result of technological evolution. The rise in consumer numbers using social media and technology, in general, has created an opportunity for businesses to adopt social media marketing to reach the consumer market. Costa Coffee is a beverage organisation that offers quality products to the consumer market that enables the business to gain popularity. The organisation has its headquarters in Loudwater, Buckinghamshire, England being a British Coffeehouse chain. Costa Coffee offers unique and over 200 barista-quality drink choices that attract consumers (Costa Coffee, 2024). In 2019, Costa recorded 1.34 British billion pounds 2019 with the business being bought out by a Coca-Cola firm subsidiary from parent company Whitbread (Statista, 2019).
[bookmark: _Toc162098405]Problem Statement 
Marketing is a significant business aspect that enables an organisation to maintain its consumers and attract potential customers. The marketing strategy selected by an organisation is a significant aspect in determining the rate of customers that will interact with the business. With the rise in social media marketing, an organisation needs to formulate the most suitable strategies to capture the attention of the customers and maintain the customer base. For Costa Coffee to continually gain a competitive advantage and maximise its profit margins, the business needs to understand the importance of social media marketing and formulate effective strategies. This study will seek to discuss the role and importance of social media marketing in the UK beverage sector: A case analysis of Costa Coffee. 
[bookmark: _Toc162098406]Aims, Objectives, and Research Questions
Research aim
This study aims to analyse the role and importance of social media marketing in the UK beverage sector: A case analysis of Costa Coffee. 
Research objectives
1. To assess the social media presence of Costa Coffee in the United Kingdom, including an examination of the platforms used, the frequency of posts, and the nature of the material disseminated.
2. [bookmark: _Hlk161856716]To evaluate the efficacy of social media marketing in effectively reaching and engaging the intended target audience of the organisation.
3. [bookmark: _Hlk161856808]To examine the effects of social media marketing strategies on the levels of brand recognition and consumer perception of Costa Coffee.
4. [bookmark: _Hlk161856913]To comprehend the impact of social media on consumer loyalty and its ability to shape purchasing decisions.
5. [bookmark: _Hlk161857085]To analyse Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement.
Research questions
1. What social media channels does Costa Coffee use to interact with its audience in the United Kingdom, and what categories of material are disseminated?
2. What is the influence of social media marketing on the level of brand recognition and consumer perception of Costa Coffee in the United Kingdom?
3. How did Costa Coffee's social media campaigns in the UK successfully reach and engage their target demographic?
4. What is the impact of social media marketing on customer loyalty and purchasing behaviour for Costa Coffee in the United Kingdom?
5. What are the optimal methodologies and prospective domains for enhancement in Costa Coffee's social media marketing strategy inside the United Kingdom?
[bookmark: _Toc162098407] Importance of the Research
Social media marketing has offered organisations the opportunity to effectively reach the consumer market and maximise the profit levels of the business. This study will offer Costa Coffee the opportunity to understand the importance of social media marketing and guide in the formulation of effective strategies for social media marketing. Further, other organisations can also utilise the study findings to review their marketing strategies and improve on the different areas. Other scholars will have the opportunity to utilise the study findings in future discussions and use the concepts in the formulation of recommendations.
[bookmark: _Toc162098408]Methodology 
The interpretivism research philosophy together with the inductive research approach have guided this study. Further, the qualitative research design has been utilised for the analysis of the research objectives with the help of non-numerical data. This study also collected both secondary data from the articles, journals, previous published studies and websites with primary data being collected with the help of the interviews. The study selected 10 respondents who took part in the interviews with the thematic analysis being used in the discussion. 
[bookmark: _Toc162098409]Scope of the Study 
The study utilised the national geographical area by using Costa Coffee outlets in the United Kingdom as the research scope. Among the different aspects that were analysed include social media, marketing and the target population in general. 
[bookmark: _Toc162098410]Structure of the Dissertation
This dissertation is divided into five chapters. Chapter one provides the introduction, study background, aims and objectives, and the study rationale. Chapter two covers the literature review by analysing the different scholarly materials and theoretical frameworks. Chapter three provides an overview of the methodology used in the study. Chapter four provides the findings and discussions with chapter five offering the conclusion and recommendations for future use. 
[bookmark: _Toc162098411]Summary of Chapter 1
Marketing is an essential concept for organisations as it enables the consumer market to gain insights into the different products and services available. Social media marketing has developed and evolved as a result of technological innovation. This study will not only be significant to Costa Coffee but also to other beverage companies in the UK that seek to gain a competitive advantage. The chapter has offered the research aim and objectives that form the basis for the study discussions while presenting the challenge the study seeks to address. 











[bookmark: _Toc162098412]CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc162098413]Introduction 
According to Oztemel and Gursev (2020), the literature review section provides a detailed analysis of different concepts and topics. The section provides a detailed understanding of a literature piece through a comparison of the analysis of different theoretical concepts. The section analyses the different available literature pieces 
[bookmark: _Toc162098414]Definition of marketing and social media marketing
According to Rust (2020), the act and process of an organisation communicating with consumers about the different available products and services are known as marketing. Baines et al (2017), further defines marketing as the company activities associated with advertising, buying, selling, and distribution of different products and services. This study will however adopt the definition by Kotler et al (2015), which defines marketing as the company's actions in attracting an audience through high-quality messaging to attract more purchases. Social media marketing on the other hand entails the use of different social media platforms such as Facebook, YouTube, Instagram, Twitter, and TikTok to attract consumers. Social media marketing is also referred to as e-marketing as the method utilises social media platforms that users utilise in sharing information and build networks to drive website traffic and increase the sales made (Baines et al., 2017). 
[bookmark: _Toc162098415] Importance of social media marketing
Social media marketing increases brand awareness and visibility through the establishment of a strong presence on social media. Mason et al (2021), assert that through interactions with the followers, regular content posting, and participating in conversations that are significant to the industry an organisation gets to increase brand awareness levels. Further, social media marketing promotes audience reach through the availability of millions of active users providing the opportunity for a business to reach a large audience. Through this, it becomes possible for a business to connect with potential customers globally and reach the set business targets. A report by Statista (2024), notes that an anticipated 2.8% growth rate is set to be witnessed in the UK beverage sector as a result of social media marketing. This marketing method is set to reach a larger target audience and increase the customer awareness of the different beverage products available. 
[image: ]
Image: Performance trend of the food and beverage sector in the UK
Source: (Statista, 2024). 
Further, the use of social media marketing provides an opportunity for effective targeted advertisements enabling businesses to formulate effective strategies that meet the consumer's behaviour and demographics (Ebrahim, 2020). The use of the targeted advertisement method improves customer engagement levels and ensures the target customers receive the needed information on the available products and services. Social media marketing offers organisations the opportunity to receive insights and feedback on customer opinions, behaviour, and preferences (Mason et al., 2021). This is made possible through analysis of metrics such as click rates and engagement rates creating an opportunity for improvement in the strategies. 
Social media marketing promotes the formulation of relationships while increasing customer engagement levels. Businesses have the opportunity to directly engage with the audience through responding to the messages, and comments of the consumers fostering a strong relationship. Further, social media marketing is cost-effective with the social media platforms allowing businesses to start the marketing process with minimal investment (Ebrahim, 2020). This can include the aspect of paid advertisements with flexible budgeting options for the available businesses regardless of size. 
[bookmark: _Toc162098416]Policy framework and future trends
The UK has come up with different regulations to oversee the protection of the customer data and information from access by unauthorised personnel. The UK enforces the CAP code that provides the rules and regulations for advertisement (Donnell et al., 2021). The different brands have to  ensure their social media content is in line with the regulations such as transparency, honest and avoidance of any misleading claims. Further, the policies protect the users with organisations being required to seek consent before the use of customer information such as images. 
Social media marketing is evolving together with technology with new strategies being adopted to increase the business awareness levels. Artificial Intelligence is an example of an evolving concept that is being adopted in social media marketing. Artificial Intelligence offers businesses with the opportunity to maximise on the engagement levels through the use of impressions to attract more customers (Nair and Gupta, 2021). Different social media platforms such as Instagram have the impressions feature which provide the opportunity for the use of visual aspects to attract the attention of the consumers. Further, the AI tools can be used for speech translation purposes creating an opportunity for a wider consumer market to be aware of the company’s service and product portfolio. 
[bookmark: _Toc162098417]Theoretical frameworks
This study will leverage the social learning theory and its concepts in the discussions. The theory was proposed by Albert Bandura which asserts that individuals learn through observation. Further, individuals gain knowledge through the consequences of the showcased behaviours (Akers and Jennings, 2015) In the social media marketing space, brands can use testimonials from other customers and success stories as a way of influencing the behaviours and perceptions of other customers. Referrals from other customers is a way of attracting more customers to make purchases from the business. 
[image: ]
Image: Social learning theory
Source: (Rumjaun and Narod, 2020). 
[bookmark: _Toc162098418]Previous studies and lessons learnt
A study by Evans et al (2021), noted the significance of social media marketing due to the opportunity of organisations being able to reach a vast number of consumers. Tuten (2023), further built on the argument through asserting the significance in the increase of the internet penetration rate and smartphone ownership rate across different parts of the globe. The rapid growth and development of technology has made it possible for social media marketing to be adopted by businesses. Another study by Wibowo et al (2020), notes that social media marketing is a significant aspect in informing the consumer market beyond the set borders on the available products and services. The study further notes that businesses with high revenue collection rates have formulated a strong brand presence that makes it possible for different customers to have access to the available products without having to physically visit the stores. 
However, a study by Dolega et al (2021), notes that regardless of the increase in social media marketing, the consumer information is still at risk of being accessed by unauthorised personnel. As such, it is essential for an organisation to set in place adequate strategies to oversee the business systems and ensure that the customer data is well protected. Hartzog and Richards (2020), notes that most organisations do not have adequate strategies to protect the customer data from access by unauthorised personnel. 
[bookmark: _Toc162098419]Gaps in the reviewed literature
There is a vast pool of information on social media marketing and ways it helps organisations. However, a key gap exists on the most suitable approaches that can be utilised in the beverage sector across different demographics. Thus, this study seeks to address this gap by analysing the role and importance of social media marketing in the UK beverage sector
[bookmark: _Toc162098420]Chapter two summary
Marketing is a significant aspect that makes it possible for customers to gain insights on available products and services. Social media marketing has been made possible as a result of the increase in the internet penetration rate as well as the high number of customers owning smartphones. The UK beverage industry is currently working on increasing the revenue collected by the sector that will be possible with the use of social media marketing. This chapter is followed by the methodology section that will analyse the approaches used in the study.











[bookmark: _Toc162098421][bookmark: _Hlk161882482]CHAPTER 3: METHODOLOGY
[bookmark: _Toc162098422]Introduction
The research methodology section is significant in the research process as it offers the researcher the opportunity to adequately plan and utilise the most suitable strategies for the evaluation, collection, and data presentation process. The Saunders research onion guided the methodology section of this study as it offers a procedural approach for the researcher to formulate the most suitable approach and strategies. A visual representation of the model has been provided below. 
[image: ]
Image: Saunders research onion
Source: (Mardiana, 2020). 
[bookmark: _Toc162098423]Research Philosophy
The interpretivism research philosophy was adopted in this study. The approach offered the researcher the ability to subjectively analyse the study topic in an in-depth manner. The subjective approach created the opportunity for the researcher to analyse the trends and customer perceptions of social media marketing in the beverage sector. 
[bookmark: _Toc162098424]Research paradigm
The patterns, methods, or models utilised during a study are known as research paradigms (Muzari, et al., 2022). The paradigm is made up of beliefs, ideas, and understanding within which practices and theories function. The epistemology research paradigm was utilised in this study with the researcher having the opportunity to analyse the trends and patterns in social media marketing. The approach boosted the researcher's confidence through the use of multiple forms in the acquisition of the data. 
[bookmark: _Toc162098425]Research approach
The two major approaches utilised during a study include the deductive and inductive research approaches. The inductive research approach was utilised in this study which offered an opportunity for the analysis of the different concepts and theories related to the study. Kyngäs (2020), notes that the inductive approach offers a researcher the opportunity to analyse the different models and theories for the formulation of new ideas. 
[bookmark: _Toc162098426]The research methodological stance
The qualitative research methodological stance guided the discussions of the study through the collection and use of non-numerical data. According to Busetto et al (2020), the qualitative research method offers the opportunity for the collection of data from multiple sources promoting subjectivity in the discussions. The approach made it possible for the researcher to analyse the different concepts and theories related to social media marketing in the UK beverage sector. 
[bookmark: _Toc162098427]Research design
The techniques and tools used in the research process are known as the research design. The descriptive research design was utilised in this study that focuses on the conduction of analysis with no variable manipulation. The method offered the researcher the opportunity to conduct a critical analysis of the study subject and offer factual information. 
[bookmark: _Toc162098428]Sample and population
10 respondents were selected for this study with the simple random sampling technique. The ten respondents were individuals with knowledge of social media marketing and its influence in the UK beverage sector. The simple random technique offered the researcher the opportunity to have a population willing to take part in the study. 
[bookmark: _Toc162098429]Data collection and analysis techniques
The study objectives were addressed with the aid of both secondary and primary data. Primary data was collected with the aid of interviews while journals, articles, and website information aided in the collection of secondary data. Google Meet was used in the administration of the interviews with a maximum of 15 minutes for each session. After the sessions, the responses were transcribed by the researcher and analysed into common themes that guided the discussion section. 
[bookmark: _Toc162098430]Ethical considerations
Ethical principles are essential in the improvement of the quality of the research process by making the respondents feel comfortable. The researcher provided consent forms to the respondents as a way of showcasing their willingness to be part of the study. Further, the researcher offered a provision for the participants to exit the discussions whenever they felt uncomfortable. The researcher further used letters and numbers instead of the real names of the participants during the process. The collected information was stored on the researcher's laptop which was protected with a strong password only accessible by the researcher.  
[bookmark: _Toc162098431]Chapter 3 summary
The methodology section offers an overview of the different approaches and strategies utilised during the research process. The study utilised the qualitative design with non-numerical data being used. Further, the descriptive design was used in offering a critical analysis and evaluation during the process. Both primary and secondary data were utilised to improve the efficiency of the study discussions. 











[bookmark: _Toc162098432]CHAPTER 4: DATA PRESENTATION AND ANALYSIS
The section provides a detailed presentation and analysis of the primary data. The collected data is then linked to the secondary data to gauge if the set study objectives have been achieved.
[bookmark: _Toc162098433]Presentation and discussion
Prior information 
the section utilised a combination of letters and numbers as no actual names of the respondents were utilised. A breakdown of the information has been provided below.
	IDENTIFICATION CODE
	RESPONDENT’S BACKGROUND
	GENDER

	2A
	A 35-year-old African
	Male

	2B
	A 20 year old student
	Female

	2C
	A 25-year-old Asian
	Male

	2D
	A 30 year old Canadian.
	Male

	2E
	A 40 year old Briton
	Female

	2F
	A 32-year-old student
	Male

	2G
	A 42-year-old Russian
	Female

	2H
	A 22-year-old African
	Male

	2I
	A 28-year-old Asian
	Female

	2J
	 A 30 year old Briton
	Female


[bookmark: _Toc161101126][bookmark: _Toc161887288]Table 1: Background of the respondents






Objective 1: Social media presence of Costa Coffee in the UK
	Theme 
	The theme
	Evaluation 

	1
	Daily online presence
	Most of the respondents noted that they cannot spend more than one hour without accessing any social media platform. 

	2
	Multi channelled
	Most of the respondents unanimously agreed to having more than one social media platform. 

	3
	Regular posting
	Costa Coffee is involved in the regular posting of the products and services available in the organisation. 

	4
	High following 
	Costa Coffee has a high number of followers across different social media platforms. 


[bookmark: _Toc161887289]Table 2 Summary responses of the first objective
Below are some of the responses to the information provided
“Very often. I do not think I can stay more than two hours before going to any social media platform”. (Respondent 2A). 
“I have two social media platforms: Facebook and WhatsApp”. (Respondent 2G)


Objective 2: The efficacy of social media marketing in effectively reaching and engaging the intended target audience of the organisation
	Theme 
	The theme
	Evaluation 

	5
	Targeted posts
	Most of the respondents agreed to find the content posted relatable to their needs and wants. 

	6
	Attractive content 
	Most of the respondents agreed to be drawn to the content posted by Costa Coffee at first glance when the posts are detailed and well-crafted. 


[bookmark: _Toc161887290]Table 3: responses from the second objective
Below are a few responses on the above themes by the respondents
“Yes, I do find the posted content relatable and detailed enough”. (Respondent 2F). 
“I interact with new content from Costa Coffee weekly”. (Respondent 2I). 
Objective 3: The effects of social media marketing strategies on the levels of brand recognition and consumer perception of Costa Coffee
	Theme 
	The theme
	Evaluation 

	7
	Easy recognition
	The respondents have an easier time in recognition of the posts by Costa Coffee against the other competitors. 

	8
	Uniqueness
	Creativity in the posts results in a unique way of presenting the available products and services to the consumer market. 

	9
	Attraction 
	Adequate time taken in the creation of the organisation posts makes the consumers feel valued and easily engage with the product and service portfolio of the business. 


[bookmark: _Toc161887291]Table 4: Effects of social media marketing strategies on consumer perception and brand recognition. 
"I view Costa Coffee as a well-routed business that has its foundation built on social media marketing". (Respondent 2E). 
“I view Costa Coffee as a consistent organisation that uses its creativity and innovation to adequately meet the customer wants and preferences”. (Respondent 2H). 
Objective 4: The impact of social media on consumer loyalty and its ability to shape purchasing decisions
	Theme 
	The theme
	Evaluation 

	10
	Easy engagement
	Consistent marketing makes it possible to engage with the content posted on different platforms due to relatability. 

	11
	Increased loyalty
	Consistency in creating products that meet the consumer's wants and preferences increases the loyalty levels to the brand. 

	12
	Increased purchases
	Positive feedback and responses from other customers increase the purchase levels and interactions with the business. 


[bookmark: _Toc161887292]Table 5: the impact of social media on consumer loyalty and its ability to shape purchasing decisions.
"The clear customer care from Costa Coffee increased my loyalty levels in using the products offered by the business". (Respondent 2B). 
“Based on positive feedback from clients, Costa Coffee has boosted my loyalty to their products". (Respondent 2C)
Objective 5: Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
	Theme 
	The theme
	Evaluation 

	13
	Appealing messages
	The attractive messages make the customers easily relate to the content posted on the organisation's platforms. 

	14
	Technology 
	Technology is constantly evolving with the adoption of the latest technology in marketing beneficial for Costa Coffee. 

	15
	Adopt influencer marketing
	Influencer marketers have a high following on different social media platforms making it possible for a business to benefit from the wide target audience. 


[bookmark: _Toc161887293]Table 6: Costa’s marketing strategy and areas of improvement 
“Costa Coffee needs to utilize the latest marketing technology” (Respondent 2J). 
“Costa Coffee invests more in branding and animation as a way of getting her prospects" (Respondent 2D). 
“Costa Coffee needs to utilise the current marketing trends such as the use of influencer marketing as a way of attracting more customers”. (Respondent 2F). 
[bookmark: _Toc162098434]Findings discussion
The first research objective sought to analyse the social media presence of Costa Coffee in the United Kingdom, including an examination of the platforms used, the frequency of posts, and the nature of the material disseminated. Baines et al (2017), asserts that social media has emerged and developed over the years due to the increase in smartphone ownership levels and high rates of internet penetration. From the findings, it is evident that the respondents cannot spend the whole day without accessing any social media platforms. The platforms have created a base for consumers to easily interact with the different products and services offered by a business. However, it was established that the nature of the materials posted and the language used formed a basis for the interaction and loyalty levels of the customers and the organisation in general. Dolega et al (2021), note that customers have different needs and want with the advertisement levels of the organisations forming a basis of the nature of interactions with the business. Further, frequent postings make it possible for consumers to be aware of the different products and services. The postings are responsible for keeping the customers engaged and aware of any discounts offered by the business and new products introduced.
The second objective sought to analyse the efficacy of social media marketing in effectively reaching and engaging the intended target audience of the organisation. Donnell et al (2021), note that social media marketing is a significant tool in enabling a business to reach a wider consumer market. Consumers get to gain insights into the available products and services offered by organisations in the comfort of their homes without having to make physical visits. Ebrahim (2020), asserts that innovation and creativity are essential in the formulation of unique experiences for the consumers. Unique posts tend to easily attract customers and make them constantly updated on the service and product portfolio. 
The researcher then proceeded to meet the third study objective by analysing the effects of social media marketing strategies on the levels of brand recognition and consumer perception of Costa Coffee. Due to the high number of social media users, it becomes possible for a business to adequately reach the target audience and create a positive perception. The positive reviews by the customers can increase the customer engagement levels through the positive perception formed among the customers (Evans et al., 2021). As such, consistency in the quality of the products offered and regular engagements with the customers create a positive brand image with the consumers. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions was the fourth study objective the researcher sought to fulfil. Kotler et al (2015), note that the uniqueness of the posts made by an organisation can increase customer loyalty levels. Attractive posts tend to please the consumers even better with the study noting that most respondents make purchases depending on the attraction levels of the posts made by the business. 
The researcher then sought to fulfil the fifth study objective by evaluating Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement. Mason et al (2021), note that the marketing strategy selected by an organisation is essential in attracting customers. The social media marketing strategy should be formulated appealingly with the right visuals to attract more customers. However, the study established that Costa Coffee should adopt influencer marketing as a way of increasing the social media presence of the business. further, the organisation should incorporate emerging technology such as AI to adequately reach the target audience. 
[bookmark: _Toc162098435]Chapter conclusion 
10 respondents were selected across diverse backgrounds to take place in the research process. It was established that technology is constantly evolving with social media marketing being among the most suitable ways of informing consumers on the available products and services. The study established that creativity and uniqueness adequately attract customers to try out the different products. Further, the positive reviews and feedback make the customers gain confidence in the business offerings thus increasing the chances for the purchase decisions. 












[bookmark: _Toc162098436]CHAPTER 5: CONCLUSION, LIMITATIONS, AND RECOMMENDATIONS
[bookmark: _Toc162098437]Introduction
This chapter offers a general conclusion of the objectives discussed in the previous chapter, the findings and outcomes summary, research problem conclusion, the original contribution of the study, research limitations, and recommendations for areas of further studies. 
[bookmark: _Toc162098438]Objective conclusion 
In analysing the first objective, the researcher established that most respondents have a high engagement level with social media platforms through multiple channels. As such, organisations need to adequately plan their content to meet customer needs. It was established that attractiveness and targeted posts provided efficacy in social media marketing as analysed by the second study objective. In the evaluation of the third study objective, it was established that unique posts made it easier for consumers to easily recognise the products and services offered by a brand. In the investigation of the fourth study objective, it was established that positive reviews from other customers are a necessary appealing factor for the consumers increasing the business interaction levels. In the analysis of the fifth study objective, it was established that influencer marketing and the use of current technology will greatly benefit the operations at Costa Coffee.  
[bookmark: _Toc162098439]Research problem conclusion
Marketing is an essential aspect for businesses to adequately promote the available products and services. Social media marketing has gradually increased as a result of a high number of consumers owning smartphones. Further, the need for convenience drives consumers to make reviews in the comfort of their homes. However, a business needs to adequately formulate the most suitable social media marketing strategy to reach potential clients. This includes the incorporation of unique features to reach a wider target audience. 
[bookmark: _Toc162098440]Summary of research outcomes and findings
Consumers have different needs and wants with organisations have the opportunity to attract customers through adequate marketing. Social media marketing can reach a wider target audience through personalised posts to meet consumer needs. Further, constant engagement with the customers on the available platforms offers an opportunity to recognise the trends and create ease in the formulation of the needed products. organisations should consider using technology and market trends such as influencer marketing to reach a wider target audience. 
[bookmark: _Toc162098441]The research contribution
Organisations have the opportunity of utilising the study's recommendations to improve their social media marketing strategies to adequately reach the target audience. Other scholars have the opportunity to use the discussions as reference points and offer better recommendations for future activities. The study will offer different organisations with insights on ways to improve social media marketing means and increase profit margins. 
[bookmark: _Toc162098442]Research limitations
The qualitative research design was utilised in the study that offered a subjective analysis minimising the opportunity for objectivity. Further, only 10 respondents were used in the study which is a small population sample to adequately attain different views of the respondents. The reliability of the study is questionable due to the small sample population used. 
[bookmark: _Toc162098443]Future studies recommendations
Future studies should consider using a large sample population to adequately gain different views on the study topic. Further, a large sample population will increase the reliability of the study discussions improving the general quality of the research. Future studies should also consider using the quantitative research design to increase the objectivity of the study discussions. The quantitative design will create room for the use of quantifiable data in building the study discussions. 
[bookmark: _Toc162098444]Chapter 5 summary
Marketing is an essential aspect that offers organisations the ability to adequately inform the consumer market of the available products and services. Social media marketing enables organisations to utilise different social media platforms to inform consumers about the available products and services. The quantitative research design creates room for the use of quantifiable data and objectivity in the discussions. 
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[bookmark: _Hlk161857142]Preliminary information
1. How often do you use social media?
2. How many hours do you spend online?
3. How many social media platforms do you have?
4. Which is your most preferred social media platform?
Social media presence of costa coffee in the UK
1. Have you ever interacted with Costa Coffees’ content in any social media platform?
2. If yes, which one?
Post frequency and nature of disseminated material
1. How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
2. What kind of content do you interact with on Costa coffee platforms?
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
1. Are you always drawn to the content posted on social media at first glance?
2. Do you find the content relatable?
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
1. Are you able to distinctively recognise a post by Costa Coffee at first glance?
2. How do you perceive the brand based on the social media content and information?
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
1. Have you ever the decision to engage with Costa coffee based on their social media marketing?
2. Can you comment on your loyalty based on the social media information?
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
1. What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
2. What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
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Preliminary information
How often do you use social media?
Answer: Not very often, I only use when I have completed all my daily chores.
How many hours do you spend online?
Answer: I spend less than 5 hours daily online
How many social media platforms do you have?
[bookmark: _Hlk161876884]Answer: I have two social media platforms: Facebook and WhatsApp
Which is your most preferred social media platform?
Answer: WhatsApp is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Instagram which showcased the available discounts. 
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa Coffee on a monthly basis
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with content about the best cafe centres 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: No, I am not always drawn to content posted at first glance
Do you find the content relatable?
[bookmark: _Hlk161877328]Answer: Yes, I do find the posted content relatable and detailed enough
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: No, I cannot.
How do you perceive the brand based on the social media content and information?
Answer: I view costa coffee as a I view costa Coffee as a consistent organisation that uses its creativity and innovation to adequately meet the customer wants and preferences. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: The clear customer care from Costa coffee increased my loyalty levels in using the products offered by the business.  
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee invests more on branding and animation as a way of getting of her prospects.  
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to respond to needs of clients on time. 
[bookmark: _Toc162098451]Transcript two
Preliminary information
How often do you use social media?
Answer: Not often
How many hours do you spend online?
Answer: I spend around 3 hours’ daily
How many social media platforms do you have?
Answer: I have two social media platforms; LinkedIn and tiktok
Which is your most preferred social media platform?
Answer: Tiktok
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on tik-tok about food options and advertise sandwiches
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I get Costa coffee content after every five hours.
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing the sweet food, and other snacks that pair well with coffee. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: Yes, I am drawn to the content.
Do you find the content relatable?
Answer: Yes, I find the content matching 
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
[bookmark: _Hlk161877632]Answer: I view costa Coffee as a well routed business that has its foundation built on social media marketing.
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
[bookmark: _Hlk161878439]Answer: Based on positive feedback from clients, costa coffee has boosted my loyalty in their products. 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: I think Costa Coffee is using the best social media marketers.
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
[bookmark: _Hlk161878480]Answer: Costa Coffee needs to utilize the latest marketing technology. 
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Preliminary information
How often do you use social media?
Answer: Not often, only once a day.
How many hours do you spend online?
Answer: Maximum of 3 hours per day.
How many social media platforms do you have?
Answer: I have only one social media platform which is Tiktok
Which is your most preferred social media platform?
Answer: Tik-tok is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Tiktok which showed client’s satisfaction.
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa Coffee on daily basis.
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing the sweetest coffee brands
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: Yes, I am attracted to posts at first sight
Do you find the content relatable?
Answer: Yes, I do find the content relatable and solving the right problems. 
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa Coffee as a growing platform that uses their social media influence to sell coffee. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: Based on how Costa coffee values their online clients, I am fully loyal to their products 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee engages their clients fully
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to improve the security of its products while delivering to clients.
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Preliminary information
How often do you use social media?
Answer: Not very often. Less than 6 hours daily.
How many hours do you spend online?
Answer: I spend averagely 5 hours online in a day
How many social media platforms do you have?
Answer: I have two social media platforms: Facebook, Instagram.
Which is your most preferred social media platform?
Answer: Instagram is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Tiktok showcasing the available products. 
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa Coffee on yearly basis
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing available coffee brands and better branding strategies. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: No, I am not attracted at first glance
Do you find the content relatable?
Answer: Yes, I do find the posted content relatable.
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa Coffee as a lifestyle organisation, that provides information on the best coffee brands to buy. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: As their previous client, I as treated well, hence boosting my loyalty.
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee invest on more on client satisfaction attracting more clients.
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to design clearer visuals and invest on sound system
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Preliminary information
How often do you use social media?
Answer: Very often, after every thirty minutes
How many hours do you spend online?
Answer: I spend almost 18 hours per day online.
How many social media platforms do you have?
Answer: I have five social media platforms: Facebook, Instagram, Snapchat, Twitter.
Which is your most preferred social media platform?
Answer: Twitter is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Twitter where he was walking of quality coffee.
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa Coffee on weekly basis
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing available coffee brands and better branding strategies. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: Yes, I am attracted at first glance. 
Do you find the content relatable?
Answer: Yes, I do find the posted content similar to what we are going through. 
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I believe costa Coffee provide quality and tasteful coffee to loyal clients. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: Based on positive reviews from friends and previous employees, I chose to be loyal to the costa coffee.
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee invest more on advertising equipment’s.
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee need to improve on how they deliver their messages. They need to be more articulate and bolder.
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Preliminary information
How often do you use social media?
Answer: I do not use social media at all
How many hours do you spend online?
Answer: I do not spend my time online
How many social media platforms do you have?
Answer: I have only one social media page WhatsApp
Which is your most preferred social media platform?
Answer: WhatsApp is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on WhatsApp status about how to make quality coffee
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from costa Coffee on daily basis.
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing different snacks that pair well with their coffee. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: No, I am not drawn to content posted on social media at first glance. 
Do you find the content relatable?
Answer: Yes, I do find the posted content familiar and relatable
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I believe costa Coffee prioritises the needs of their clients and ensure clear communication is maintained. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: Based on how I was handled on my first encounter, I pledge loyalty to Costa coffee
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa coffee is doing perfectly in employing the best customer care individuals to handle with their clients.
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee need to improve on the design and general visualisation. 
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Preliminary information
How often do you use social media?
Answer: I spend a lot of time on social media because I need it to earn a living.
How many hours do you spend online?
Answer: Over 16 hours per day. 
How many social media platforms do you have?
Answer: I have three social media platforms, WhatsApp, twitter and Facebook.
Which is your most preferred social media platform?
Answer: I prefer twitter
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Instagram about the best coffee types of a date night. 
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from costa Coffee on hourly basis. 
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the practical content about how I can use the costa coffee products.
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: Yes, I am attracted to posts at first sight
Do you find the content relatable?
Answer: Yes, I do find the posted content relatable and exciting
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognize a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa Coffee as a coffee selling brand that is keen to offer quality product’s to the clients.
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: The positive feedback from other customers who utilise Costa Coffee products have increased my loyalty levels in using the products offered by the business. 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee utilises on great pictures and descriptive videos for advertisement. 
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to improve how they interact with their clients.

[bookmark: _Toc162098457]Transcript eight
Preliminary information
How often do you use social media?
Answer: I do no use social media more often.
How many hours do you spend online?
Answer: I spend less than 2 hours averagely online
How many social media platforms do you have?
Answer: I have three social media platforms: Facebook, Instagram and Twitter.
Which is your most preferred social media platform?
Answer: Twitter is my most preferred social media 
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Twitter selling coffee brands and snacks that can match with them.  
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content everyday
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with content about cooking and how to tutorials explaining how to use the product. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: No, I am not attracted to content posted at first glance
Do you find the content relatable?
Answer: Yes, I do find the posted content relatable
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa coffee as a content creation brand that advertises about quality of coffee and snacks that pair well with their coffee. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: Based on how they handled my case where I did not get my ordered package, I am loyal to them every day. 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee utilises first generation technology on editing their videos and designing their adverts.
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to utilise the safest methods of transporting the products to their clients without being damaged.
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Preliminary information
How often do you use social media?
Answer: Not very often, I can’t stay too long on social media
How many hours do you spend online?
Answer: I spend less than 6 hours on social media
How many social media platforms do you have?
Answer: I have three social media platforms; twitter, WhatsApp, LinkedIn
Which is your most preferred social media platform?
Answer:  LinkedIn is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Instagram about the atmosphere of their coffee.
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa coffee on weekly basis
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing the environment of their cafes and the idea of taking a break with a cup of coffee.
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: No, I am not drawn to content posted at a glance
Do you find the content relatable?
Answer: Yes, I do find the posted content relatable
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa Coffee as a social media company that uses its popular viewers to advertise its atmosphere’s cafe. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer:  I became loyal to costa coffee after getting a discount for being their consistent customers. 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee has a large audience, that understands their niche 
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to provide faster delivery to carter for clients who need projects quicker.
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Preliminary information
How often do you use social media?
Answer: Very often. I do not think I can stay more than two hours before going to any social media platform
How many hours do you spend online?
Answer: I spend averagely 6 hours online in a day
How many social media platforms do you have?
Answer: I have four social media platforms: Facebook, Instagram, Twitter and TikTok
Which is your most preferred social media platform?
Answer: Instagram is my most preferred social media platform
Social media presence of costa coffee in the UK
Have you ever interacted with Costa Coffees’ content in any social media platform?
Answer: yes
If yes, which one?
Answer: I have interacted with Costa Coffee’s content on Instagram which showcased the available discounts. 
Post frequency and nature of disseminated material
How often do you engage with new content from costa Coffee on the social media platforms? (hourly, daily, weekly, monthly)
Answer: I interact with new content from Costa Coffee on a weekly basis
What kind of content do you interact with on Costa coffee platforms?
Answer:  I interact with the content showcasing the sweet treats available and new coffee flavours introduced by Costa Coffee. 
Efficacy of social media marketing in effectively reaching and engaging the intended target audience
Are you always drawn to the content posted on social media at first glance?
Answer: Yes, I am attracted to posts at first sight
Do you find the content relatable?
Answer: Yes, I do find the posted content relatable as I prefer sweet baked products. 
Effects of social media marketing strategies on the levels of brand recognition and consumer perception
Are you able to distinctively recognise a post by Costa Coffee at first glance?
Answer: Yes, I am
How do you perceive the brand based on the social media content and information?
Answer: I view costa Coffee as a consistent organisation that uses its creativity and innovation to adequately meet the customer wants and preferences. 
The impact of social media on consumer loyalty and its ability to shape purchasing decisions
Have you ever the decision to engage with Costa coffee based on their social media marketing?
Answer: Yes, I have
Can you comment on your loyalty based on the social media information?
Answer: The positive feedback from other customers who utilise Costa Coffee products have increased my loyalty levels in using the products offered by the business. 
Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement
What do you think Costa Coffee is doing perfectly when it comes to social media marketing?
Answer: Costa Coffee utilises attractive pictures and appealing messages which greatly attracts the attention of the consumers. 
What areas do you think costa Coffee needs to improve on when it comes to social media marketing? 
Answer: Costa Coffee needs to utilise the current marketing trends such as the use of influencer marketing as a way of attracting more customers. 
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		☐



		

		Undergraduate Student

		☒		Taught Postgraduate Student

		☐		Postgraduate Research Student

		☐





		3

		Institute/Academic Discipline/Centre:

		University of Wales Trinity Saint David London Campus







		4

		Campus:

		University of Wales Trinity Saint David London Campus





		5

		E-mail address:

		mkovacheva@yahoo.co.uk





		6

		Contact Telephone Number:

		07515367767





		

		For students:



		7

		Student Number:

		2028275



		8

		Programme of Study:

		Bachelor of Arts: Business Management



		9

		Director of Studies/Supervisor:

		Riaz Bhatti












SECTION B: Approval for Research Activity

		1

		Has the research activity received approval in principle?

(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)

		YES

		☒		NO

		☐

		

		

		Date



		2

		If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval

		Research Degrees Committee

		☒		



		

		

		Institute Research Committee

		☒		



		

		

		Other (write in)



		☐		







SECTION C:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		[List any other relevant documents here]

		☐







SECTION D: External Collaborative Research Activity

If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.

		1

		Institution

		





		2

		Contact person name

		





		3

		Contact person e-mail address



		



		4

		Is your research externally funded?

		YES

		☐

		NO

		☒



		5

		Are you in receipt of a KESS scholarship?

		YES

		☐

		NO

		☒



		6

		Are you specifically employed to undertake this research in either a paid or voluntary capacity?

		Voluntary

		YES

		☐

		NO

		☒



		7

		

		Employed

		YES

		☐

		NO

		☒



		8

		Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?

		If YES then the permission question below does not need to be answered.

		YES

		☐

		NO

		☒



		9

		Has permission to undertake the research has been provided by the partner organisation?

		(If YES attach copy)

If NO the application cannot continue

		YES

		☐

		NO

		☒









Where research activity is carried out in collaboration with an external organisation

		10

		Does this organisation have its own ethics approval system?

		YES

		☐

		NO

		☒



		

		

If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).









SECTION E: Details of Research Activity

		1

		Indicative title:

		



		2

		Proposed start date:

		

		Proposed end date:

		



		

		Introduction to the Research (maximum 300 words per section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity



This study will seek to analyse the role and importance of social media marketing in the UK beverage sector: A case analysis of Costa Coffee. A sample of 10 respondents will be used with the qualitative research design. The thematic procedure will be used in the analysis of the study content. 





		4

		Research Question

1. What social media channels does Costa Coffee use to interact with its audience in the United Kingdom, and what categories of material are disseminated?

2. What is the influence of social media marketing on the level of brand recognition and consumer perception of Costa Coffee in the United Kingdom?

3. How did Costa Coffee's social media campaigns in the UK successfully reach and engage their target demographic?

4. What is the impact of social media marketing on customer loyalty and purchasing behavior for Costa Coffee in the United Kingdom?

5. What are the optimal methodologies and prospective domains for enhancement in Costa Coffee's social media marketing strategy inside the United Kingdom?



		5

		Aims of Research Activity



This study aims to analyse the role and importance of social media marketing in the UK beverage sector: A case analysis of Costa Coffee. 



		6

		Objectives of Research Activity



1. To assess the social media presence of Costa Coffee in the United Kingdom, including an examination of the platforms used, the frequency of posts, and the nature of the material disseminated.

2. [bookmark: _Hlk161856716]To evaluate the efficacy of social media marketing in effectively reaching and engaging the intended target audience of the organisation.

3. [bookmark: _Hlk161856808]To examine the effects of social media marketing strategies on the levels of brand recognition and consumer perception of Costa Coffee.

4. [bookmark: _Hlk161856913]To comprehend the impact of social media on consumer loyalty and its ability to shape purchasing decisions.

5. [bookmark: _Hlk161857085]To analyse Costa Coffee's social media marketing strategy to find optimal practices and areas that may benefit from enhancement.



		

		Proposed methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		The interpretivism philosophy will be utilised to promote subjectivity of the study. The inductive research approach will be utilised in the study with the researcher having the ability to analyse the different concepts and theories before applying to the general population.

The epistemology research paradigm will be used in the study to guide in the identification of the trends in social media marketing. The qualitative research method will be used with non-numerical data being utilised to form the study discussions. The simple random probability method will be used in the study with 10 respondents taking part in the discussions. 

The study will utilise both primary and secondary data with interviews being the collection form for the primary data. Peer reviewed articles, journals and website information will aid in the collection of secondary data. 

Google Meet will be used in the administration of the interviews with a maximum of 15 minutes for each session. After the sessions, the responses will be transcribed by the researcher and analysed into common themes that guided the discussion section. 

The researcher will provide consent forms to the respondents as a way of showcasing their willingness to be part of the study. Further, the researcher will offer a provision for the participants to exit the discussions whenever they felt uncomfortable. The researcher will further use letters and numbers instead of the real names of the participants during the process. The collected information will be  stored on the researcher's laptop which was protected with a strong password only accessible by the researcher.  





		


		Location of research activity

Identify all locations where research activity will take place.



		8

		



(this box should expand as you type)



		

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.



		9

		

None 



(this box should expand as you type)







		10

		Use of documentation not in the public domain: Are any documents NOT publicly available? 



		NO

		☒



		

		

		YES

		☐



		11

		If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.







(this box should expand as you type)







		

		Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?

		

YES

		

NO



		12

		A prosperous Wales

		☒

		☐



		13

		A resilient Wales

		☒

		☐



		14

		A healthier Wales

		☒

		☐



		15

		A more equal Wales

		☒

		☐



		16

		A Wales of cohesive communities

		☒

		☐



		17

		A Wales of vibrant culture and thriving Welsh language

		☒

		☐



		18

		A globally responsible Wales

		☒

		☐



		19

		If YES to any of the above, please give details:



		

		





(this box should expand as you type)







SECTION F: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☐

		☒



		2

		Use of interviews?

		☒

		☐



		3

		Use of focus groups?

		☒

		☐



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☒

		☐



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:







(this box should expand as you type)

		

		





If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.



		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:







(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		

10 participants 







		11

		Who will the participants be?



		

Individuals from diverse backgrounds





		12

		How will you identify the participants?

		Simple random probability method















		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		14

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		15

		Will you obtain written consent for participation?

		☒

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☒

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☐

		☐

		☒



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☒

		☒

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		

N/A







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☒

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		28

		If YES to any question, please provide full details 



		

		

n/a 











SECTION H: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		1

		Full risk assessment completed and appended? 

		Yes 

		☐



		

		

		No

		☐



		2

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information



		

		Risk to participants:



N/A

(this box should expand as you type)

		How you will mitigate the risk to participants:







(this box should expand as you type)



		3

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		

N/A



(this box should expand as you type)



		4

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

N/A





(this box should expand as you type)

		How you will mitigate the risk to the investigator:







(this box should expand as you type)



		5

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:



N/A



(this box should expand as you type)

		How you will mitigate the risk to the University:







(this box should expand as you type)



		6

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:





N/A

(this box should expand as you type)

		How you will mitigate the risk to environment:







(this box should expand as you type)







		

		Disclosure and Barring Service



		

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		7

		Does your research require you to hold a current DBS Certificate?

		☐

		☐

		☐



		8

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.

		







SECTION I: Feedback, Consent and Confidentiality



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		

The respondents will have details of the study purpose which is majorly for academic use. The respondents will have the opportunity to leave whenever they feel uncomfortable. 



(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		

Written consent forms



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		

Special letters will be used for identification 



(this box should expand as you type)







SECTION J: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☐

		☐*



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		





(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		☐

		☐*



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		





(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☐

		☒



		7

		Private company computers?

		☒

		☐



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☐

		☒



		10

		“Cloud” storage or websites?

		☐

		☒



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		



(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☐

		☒



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		Use of data management system?

		☐

		☒



		20

		Data archiving?

		☐

		☐



		21

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):



		

		





(this box should expand as you type)



		22

		List all who will have access to the data generated by the research activity:



		

		

The supervisor and researcher alone



(this box should expand as you type)



		23

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		

The researcher 



(this box should expand as you type)



		24

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  



		

		



Data will be held during the duration of the

(this box should expand as you type)



		25

		Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 



		

		

Yes it will offer reference for future scholars



(this box should expand as you type)



		26

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		YES

		☒



		27

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		YES

		☒










SECTION K: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Mariya Georgieva Malamova

		Date: 27/04/2024









For STUDENT Submissions:

		2

		Director of Studies/Supervisor:

		

		Date:



		3

		Signature:

		



		







For STAFF Submissions:

		4

		Academic Director/ Assistant Dean:

		

		Date:



		5

		Signature:

		



		







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		☐

		I have read the guidance notes supplied before completing the form.



		☐

		I have completed ALL RELEVANT sections of the form in full.



		☐

		I confirm that the research activity has received approval in principle



		☐

		I have attached a copy of final/interim approval from external organisation (where appropriate)



		☐

		I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT



		☐

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.



		☐

		I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.







		RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



		STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.







This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/

July 2021	1	PG2 Ethical Approval Form
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