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[bookmark: _d0oayrids6a][bookmark: _Toc192694150]Introduction
[bookmark: _hh83s3lyhszy][bookmark: _Toc192694151]Background of the research
Social Media has progressed immensely in the establishment of successful consumer engagement both in brand building and sustainable consumption. Social media marketing helps in driving the brand engagement by providing a platform for the establishment of relationships, fostering of a two-way conversation and enhancing the brand visibility (Bryła et al., 2022). This leads to strong customer connections and loyalty by directly interacting with consumers, content creation, storytelling. For example, M&S have launched their digital-first campaign to showcase their products to the audience. They are mainly focusing on digital channels such as VOD, Google Advertising and Instagram to facilitate engagement of customers and drive of sales of the company (corporate.marksandspencer, 2025). 
In the UK, the social media market holds the prime position in the market, and YouTube ranked as the first in terms of being the most well-known social network, followed by Facebook and Instagram (statista, 2025). 
[image: ]
Figure 1: Revenue of social media marketing in the UK market 
(Source: statista, 2025)
Ad spending through the measures of social media marketing in the UK market was forecast to increase by 1.1 billion U.S dollars by 2023 and 2028 (statista, 2025). Therefore, these measures have allowed different brands to facilitate the aspect of social media marketing in driving the brand engagement and ensure success in the market. 
[bookmark: _wp96udll9oer][bookmark: _Toc192694152]Research problem
The rise of digitalisation has allowed brands to rely on the approaches of social media marketing, such as advertising regarding products on social media platforms, and content marketing. The selection of the right platforms for the engagement of customers, the creation of engaging content, and measuring results (Shahbaznezhadet al., 2021). Moreover, social media marketing raises critical data privacy and security issues, which impact on facilitating the engagement of customers. Social media platforms are targets for cyber criminals for stealing the user data. It develops concern among consumers due to the social media phishing scams, which reveal personal information. Therefore, failure in developing appropriate content, an inconsistent posting schedule has drawn negative attributes in driving the brand engagement through social media marketing. 
[bookmark: _ekr46si6d00e][bookmark: _Toc192694153]Research rationale
Brands are investing in the social media marketing approach to enhance the brand visibility, enabling real-time interaction with audiences to lead the way for customer interactions and conversions. Creation of engaging content and distribution of it to Facebook, Instagram and TikTok has helped to build on a strong foundation of consumers for brands. Social media platforms hold a wider base of audience and it is easy to attract the attention of customers to showcase their products (Aydin et al., 2021). Social media platforms facilitate real-time interaction with consumers and help brands to respond to inquiries, address concerns and build a community. Through data analytics, companies easily track the performance of the campaigns facilitated by them and understand the demands of the consumers. Positive customer experience on social media fosters brand loyalty and helps in expanding the brand awareness through word-of-mouth marketing. 
[bookmark: _n5t40xdze8hq][bookmark: _Toc192694154]Significance of research
The research will focus on the effectiveness of social media marketing to drive the brand engagement. This research will highlight the measures of different approaches of social media marketing, such as content marketing, influencer marketing, to acknowledge its impact on consumers. Brands are adopting the measures of social media initiatives like developing an integrated targeted marketing campaign to facilitate the engagement of consumers.
The context of social media usage surge, the customer engagement has been proposed as a concept that allows in developing beneficial relationships between consumers and brands (Vinerean and Opreana, 2021). Additionally, it will highlight the challenges faced by brands to facilitate social media marketing for driving brand engagement. This as a result will help brands to optimise their strategies by addressing the raised concerns. It will lead to an improvement of the brand loyalty and ultimately an increase of sales and business growth by leveraging the power of social media platforms. 
[bookmark: _wt8s79zej8mz][bookmark: _Toc192694155]Aims, objectives, and research questions
[bookmark: _bvbopyyikz7v][bookmark: _Toc192694156]Aim
The main aim of the research is to evaluate the effectiveness of social media marketing to drive the brand engagement. 
[bookmark: _bpo8wk6215d6][bookmark: _Toc192694157]Research Objectives
· To assess the impact of social media marketing strategies on customer engagement
· To examine the role of different social media marketing tactics to enhance brand engagement among customers 
· To analyse the challenges faced by brands while using the social media marketing strategies in driving brand engagement 
· To recommend possible strategies to mitigate the issues regarding social media marketing to drive brand engagement 
[bookmark: _xxett22xkkyw][bookmark: _Toc192694158]Research questions
1. How do different social media marketing tactics facilitated by brands help in enhancing brand engagement among customers?
2. Why do brands invest in the measures of social media marketing to drive the brand engagement?
3. What are the challenges faced by brands to acknowledge social media marketing strategies to drive the brand engagement?
4. What strategies are suitable to mitigate the challenges regarding social media marketing to enhance brand engagement?
[bookmark: _9z24e1xf4xrb][bookmark: _Toc192694159]Methodology
[bookmark: _n71mtpidlyk0][bookmark: _Toc192694160]Research philosophy
The research will focus on positivism research philosophy to support the effectiveness of social media marketing in driving brand engagement. It will use measurements and reasons to discover real strategies offered by social media marketing. It is based on the idea that knowledge comes from observation and covers a wide range of contexts to enhance the integrity of the research (Maksimovic and Evtimov, 2023). The utilisation of the observable and measurable data, the research will effectively help in understanding the attributes of social media marketing tactics and their impact on consumers. It reflects on the cause and effects of relationships, by highlighting the specific social media content, strategies and platforms to acknowledge the impact on the engagement levels of customers. 
 On the other hand, interpretivism research philosophy will not be an appropriate choice to understand the topic of the research. Interpretivism prioritises the subjective experiences and nuanced interpretations, leading to challenges in generalisability, replicability and objectivity (Junjie and Yingxin, 2022). The focus on the reliable data, in the context of social media, emphasises measuring metrics such as likes, shares, comments featured within the posts developed by brands to quantify the engagement and effectiveness of different social media campaigns.
[bookmark: _npiwkksaesjv][bookmark: _Toc192694161]Research approach
Deductive research approach will help to understand the efficacy of social media marketing in driving the brand engagement. Deductive research approach focuses on verifying pre-existing knowledge and theories to develop a structured approach through research (Casula et al., 2021). It will help in addressing the factors influencing the engagement of customers to incorporate different measures to attract the attention of customers. The identification of causation has allowed for the comparison of the engagement levels associated with different circumstances. This has assisted in an understanding of the interconnection between social media actions and brand engagement. Additionally, it relies on the empirical data to undermine the effectiveness of social media marketing tactics such as content marketing, paying for ads in social media platforms. Therefore, the structured approach will be effective in ensuring a systematic and objective investigation for the research topic (Fife and Gossner, 2024). 
On the other hand, the inductive research approach lacks the precision of the deductive research, leading to enhanced bias for the research objectives. The generalised results focusing on the wide range of the social media content will offer complexities in establishing the causal relationship between the variables. 
[bookmark: _nv5vdsg7bc3h][bookmark: _Toc192694162]Research design
Exploratory research design will be used to recognise the effectiveness of the social media marketing tactics to enhance the engagement of brands. It will help in understanding the challenges incorporated by the attributes of marketing in a thorough manner. It helps in discovery of unexplored issues and variables by addressing the research objectives (Olawale et al., 2023). The flexibility offered through this research design aids in acknowledging the efficacy of social media marketing to engage customers. Exploration of the unclear concepts and discovery of the emerging trends associated in the market will be beneficial to enhance the credibility of the research by incorporating updated information. Therefore, it will help in discovering the hidden opportunities and patterns related to social media engagement to undermine the impact of social media marketing on customers facilitated by the brand. Explanatory research design narrows down the topic of the research and offers hindrance on exploring a broader area, neglecting the updates on the topic. 
[bookmark: _cq6esuqdt2m8][bookmark: _Toc192694163]Data collection
Primary quantitative data collection process will be appropriate to undermine the effectiveness of social media marketing to enhance brand engagement opportunities for brands. The research will have a greater control over the data collection process and helps in ensuring that the objectives of the research (Karunarathna et al., 2024). It will conduct a survey, and the data collected through the survey will help to have a more specific focus on the research objectives to yield more detailed data. It will help to understand the effectiveness of the social media marketing by acknowledging the tangible measuring metrics. It will be helpful in recognising the interrelatedness of the campaign strategies and the development of the content, allowing for data-driven optimisation. 
It is suitable to acknowledge the challenges facilitated through social media marketing approaches to develop appropriate results to bring effectiveness in the operations of brands. On the other hand, qualitative data collection method heavily relies on interpretation that can be subjective and prone to the research bias, offering complications to deliver the outcomes of research. 
[bookmark: _heakr31f32e][bookmark: _Toc192694164]Sampling
The research will conduct a survey to justify the research objectives, and the survey is designed to target different demographics, providing a broader perspective on the research topic. It will use random sampling to enhance precision and validity, and make reliable inferences, generalisation regarding the topic. It will develop a set of 10 closed-ended questions and focus on 52 participants to acknowledge their perspectives regarding social media marketing approaches and their impact on brand engagement.
[bookmark: _2nefooony924][bookmark: _Toc192694165]Data analysis
The research will adhere to the principles of mono quantitative data analysis, relying solely on the numerical data to investigate the relationships between the tactics of social media marketing and their impact on the consumers. The structured approach allows for the precise measurement of variables and relationships, which has allowed in providing a detailed understanding of the research topic. Moreover, this data analysis method will help to understand the way social media efforts are impacting on the brand engagement to ensure success in the market. The applicability of the research can be enhanced through this process, through generalisability for a large population. 
[bookmark: _dpzwhkxafiz5][bookmark: _Toc192694166]Literature Review
Impact of social media marketing approaches on brand engagement 
According to Joshi et al (2023), increasing use and effectiveness of social media influencers in marketing are in demand. This measure has been accounted for by different brands to enhance the engagement of consumers and drive revenue for them. Posts by influencers play an essential role from the marketing perspective to increase the purchase intention of consumers. It is an effective approach to boost the brand engagement by leveraging the followers of influencers. This helps in promoting products and services by fostering the interactions. 
On the contrary, Al-Azzam and Al-Mizeed (2021) have stated that online advertising is considered as a form of promoting the products or services of brands. It helps in providing information to consumers at ease and helps in influencing the decision of consumers. The targeted campaigns, paying social media platforms to promote products, allow in reaching a large audience base to drive engagement and conversions for brands. 
The influence of content type used by social media platforms on consumer engagement
As opined by Eslami et al. (2022), Social media platforms enable users to build their virtual communities by sharing ideas. The creation of effective content relating to a product and posting it on effective platforms helps in engaging the consumers. The majority of populations are quite friendly with the use of the social media platforms, which have allowed brands to take it as an opportunity to drive engagement of the brand. The measures of paying for ads on social media platforms have allowed us to reach the targeted audience. 
On the other hand, Mtjilibe et al. (2024), stated that the rapid proliferation of social media has transformed the way organisations operate their functionalities to ensure engagement of consumers. Moreover, social media platforms continuously change their algorithms that affect the content and hence brands, need to continuously update themselves regarding the trends and preferences of consumers to boost consumer engagement. 
Challenges faced by brands to incorporate social media marketing to drive brand engagement 
Jeswani (2023) has stated that Facebook, Twitter and Instagram are dynamic spaces for brand engagement and effective social marketing strategies of the brand can enhance the brand engagement. Approach of staying consistent regarding posting, delivering original content and balancing multiple platforms has been acknowledged as a challenge. The failure in assessing all these measures, brands face complications to drive brand engagement. 
On the contrary, Bakri (2023), the awareness of data privacy raises concerns among consumers, which as a result impacts their willingness to engage with brands. It is the responsibility of brands to respect the user consent and must adhere to the authentic data measures to protect the privacy of personal information of users. 
[bookmark: _opfzuy5luljf][bookmark: _Toc192694167]Theoretical framework
Technology Acceptance Model (TAM)
[image: ]
Figure 2: Technology Acceptance Model (TAM)
(Source: Goh and Wen, 2021)
TAM model reflects on the way individuals accept and use the new technologies, focusing on perceived usefulness and ease of use of technology (Al-Rahmi et al., 2021). 
This theory will help to understand the effectiveness of social media marketing in driving brand engagement by acknowledging the perceived usefulness and perceived use of the social media tools by influencing users’ behavioural intentions and actual usage. Brands can apply the principles of the TAM model to optimise the social media strategies, development of effective content and maintaining consistency to ensure brand engagement positively. 
Social Exchange theory
[image: ]
Figure 3:Social Exchange theory
(Source: Jayakumar et al., 2024)
This theory reflects those social interactions and relationships are shaped by individuals by acknowledging the rewards and aims in maximising the cost (Ahmad et al., 2023). This theory helps in understanding the effectiveness of social media marketing to boost brand engagement by highlighting that brand can incentivise discounts, benefits through loyalty programs, to ensure engagement of customers. Therefore, facilitating engaging content and advertisements of the discount programs helps in ensuring brand engagement. 
[bookmark: _4k4fro5ddg7][bookmark: _Toc192694168]Research gap
The articles taken for the research focus on the roles of different social media marketing approaches and their impact on consumer sentiment. However, the article fails in recognising the different factors taken by brands to facilitate social media marketing approaches to ensure success for brands. 
[bookmark: _1jixkbhwqrbe][bookmark: _Toc192694169]Limitations
The research focuses on the measures of effectiveness of social media marketing to acknowledge the impact of brand engagement through customers. The research covers a broader aspect of the approaches of social media marketing, and limited time offers a bit of complication in reflecting on the research topic. The research can detail and elaborate on important factors to the initiative of social media marketing and its potential to drive brand engagement by providing more time. 
[bookmark: _gc7s42x6fkc8][bookmark: _Toc192694170]Ethical considerations
The research will use the survey to ensure the effectiveness of the tactics of social media marketing to drive brand engagement. Hence, it will focus on obtaining informed consent, ensuring confidentiality and anonymity while securing the data. It will follow on the rules and regulations facilitated by the Data Protection Act 2018 to ensure fair and transparent processing of personal data of participants taking part in a survey (legislation.gov.uk, 2025). 
[bookmark: _jbs7p887v08l][bookmark: _Toc192694171]Timeframe
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Table 1: Gantt Chart 
(Source: Self-developed)
[bookmark: _p0utbdmk9kef][bookmark: _Toc192694172]Conclusion
The research focuses on the social media functionalities to enhance the brand engagements for brands. It highlights the key components of the research and developed research objectives to portray a clear understanding of the research topic. I have addressed limitations on identifying the factors of the social media marketing approaches while exploring different studies relating to research. Using primary quantitative data collection through a focus on a survey to evaluate the efficacy of social media marketing to enhance the brand engagement will be helpful for my research work. It emphasises on methods such as primary quantitative data collection methods and identifies theories to justify the objectives of the research. 
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