                                    [image: University of Wales Trinity Saint David - University Transcription Services]

Dissertation
on
Evaluation of the Impact of Social Media Marketing Activities on Customer Purchase Intention: An Empirical Study of SME Retail Businesses in the UK


Programme: Master of Business Administration
Module Code and Name: LCMB7035-Dissertation

Supervisor’s Name: Thomas Adeyemi
Student Name: Aminur islam
Student ID: 2437199
Word Count: 16,240 words
Submission Date: 25 september 2026




Declaration
[image: ]

Master’s Degrees by Examination and Dissertation
Declaration Form.

I, Aminur islam, declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified. 
 
Signature: …………Aminur islam……………………............................
 
Date:         ……25 september 2026…………………………............................



AI Use Acknowledgements
Use of Generative AI in the Assessment
	RESEARCH
	For this assessment, you can use Generative AI to support you in research, including searching for bibliography, using tools to summarise, compare and interrogate materials.
	Yes ☐
No 

	STRUCTURE
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts and headings, etc.
	Yes ☐
No 

	PROOFREADING
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards. 
	Yes 
No ☐

	WRITING
	For this assessment, you can use Generative AI to create text for submission.
	Yes ☐
No 

	CREATIVE
	For this assessment, you can use Generative AI to create creative materials, such as images.
	Yes ☐
No 

	PROGRAMING
	For this assessment, you can use Generative AI to create and check code.
	Yes ☐
No 

	NONE
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support.
	Yes ☐
No 


I acknowledge the use of the Grammarly desktop application (Grammarly) throughout the preparation of this dissertation to check my work for grammar, spelling, readability and syntax. 
I confirm that I have not presented any AI-generated text as my own work. I confirm I
have copies of my drafts, notes, and other resources I used  before and after the use of
AI tools, which I may be asked to provide as evidence.

Acknowledgement
I would like to express my sincere gratitude to my supervisor for the advice, critical comments and academic assistance, which I received during the preparation of this dissertation.
I also owe thanks to the faculty members of the Master of Business Administration course for their knowledge and guidance during my MBA journey. I would like to express my sincere thanks to all those who took the time to complete the questionnaire and were able to provide valuable information for this research.
Last but not least, I would like to express my gratitude to my family and friends for their encouragement, patience and support during the research process. I would like to thank them for the continued motivation that helped me remain focused and complete this dissertation


Abstract
This study assessed the effect of selected social media marketing practices on customer purchase intention in SME retail businesses in the UK. Specifically, the study focused on the relationship between trendiness, customisation and electronic word of mouth (eWOM) and customer purchase intention. A quantitative research approach was adopted using a positivist philosophy and a deductive approach. Primary data were gathered via a cross-sectional online questionnaire from 100 eligible social media users who had seen or interacted with UK SME retail businesses on social media. The data collected were analysed descriptively in SPSS; Cronbach's alpha was used for reliability testing, and Pearson correlation and multiple regression analysis. This revealed that all three social media marketing activities had positive and statistically significant relationships with customer purchase intention. The trendiness (β = .282, p = .002) and the customisation (β = .223, p = .009) had significant positive effects. The strongest effect from the three variables was for eWOM (β = .411, p < .001). The regression model accounted for 61.3% of the variance in customers' purchase intention. All three hypotheses were thus accepted, and all the research questions were answered positively. The results suggest that social media content, customised communication and credible consumer-generated information are factors that influence purchase intentions in the UK SME retailing context. The study suggests that an integrated social media marketing strategy that focuses on the credibility of eWOM as well as trendiness and customisation could be beneficial for SME retailers.
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[bookmark: _Toc237293037][bookmark: _Toc240740001]Chapter One: Introduction
[bookmark: _Toc237293038][bookmark: _Toc240740002]1.1. Background of the Study
Digital technologies have transformed how organisations communicate with customers, how they promote products and how they influence customers' purchasing decisions. Social media is an important marketing environment as it allows organisations to engage with consumers, share information and stimulate interaction, rather than just one-way promotional communication (Papasolomou and Melanthiou, 2012). Social media marketing thus offers opportunities to businesses to develop customer relationships and to share product and brand information in an interactive space. Studies of small and medium-sized enterprises (SMEs) reveal that social media can help with customer communication and with various steps of the sales process (Fraccastoro, Gabrielsson and Pullins, 2020). Studies also reveal that the effectiveness of social media for SMEs differs by industry, platform and business goals (Wardati and Mahendrawathi, 2019).
This is especially relevant because of the crucial role of SMEs in the UK economy. The UK had around 5.7 million SMEs, accounting for 99.85% of the business population in the private sector, at the start of 2025 (GOV.UK, 2025). SMEs also employed around 60% of the private sector workforce and contributed to 51% of the private sector turnover (GOV.UK, 2026). Around 547,000 SMEs were in the wholesale and retail industry, which accounted for around 10% of all UK SMEs (FSB, 2024). These are some of the numbers that highlight the significant economic impact of smaller retail businesses and offer a solid foundation for further analysis of how they can leverage digital marketing activities to impact customers in the UK.
Social media can be especially relevant for SME retail firms as it offers an opportunity to share product information, engage customers, and persuade potential customers to buy products. However, it is not guaranteed that doing marketing on social media platforms will generate the same reactions from every customer (Upadhyay, Paul and Baber, 2022). The quality and characteristics of the marketing activity can significantly influence the likelihood of purchase intention via social media exposure.
Kim and Ko (2012) offer a seminal framework of social media marketing activities (SMMA) in terms of five dimensions: entertainment, interaction, trendiness, customisation and word-of-mouth. They empirically studied luxury fashion consumers to show that these perceived social media marketing activities could be measured and linked to customer outcomes, but in a context of luxury brands, not UK SME retail. The current study addresses three of these aspects: trendiness, customisation and electronic word-of-mouth (eWOM).
Trendiness is the delivery of information that is timely, relevant and up to date via social media. Customisation refers to how much the marketing communication is tailored to the interests and preferences of the customers, and eWOM is the feedback, recommendation, opinion and experience from the consumers shared online (Rosario, Valck and Sotgiu, 2020). The final literature review confirms that these dimensions are relevant both theoretically and empirically to customer purchase intention and reveals the lack of direct application of existing evidence in UK SME retail businesses.
Customer purchase intention is the consumer's willingness to buy a product or service. It is widely used in consumer research as an indicator of prospective purchasing behaviour (Kytö, Virtanen and Mustonen, 2019). In social media, purchase intention can be impacted by the information that is available to consumers, their perceptions of brands and products, as well as the credibility or usefulness of information that they receive from other users (Erkan and Evans, 2016). There is not a constant, straightforward connection with social media exposure, however, because certain aspects of social media marketing can impact consumers in various ways. This is especially important for SME retailers as they may have fewer resources to commit to marketing decisions than larger businesses.
[bookmark: _Toc237293039][bookmark: _Toc240740003]1.2. Research Problem and Literature Gap
There has been a significant amount of research on social media marketing, but there are still significant gaps in how it affects customers' purchase intention in specific business contexts. While the literature review revealed that various aspects of SMMA have been explored in previous studies, there is a lack of research that has investigated the three dimensions of trendiness, customisation and eWOM in UK SME retail businesses. There has been greater focus on the work that has been done empirically in other areas, including luxury fashion, hospitality, tourism and e-commerce, with a significant amount of work coming from outside of the UK (Sharma et al., 2020; Ho, Zakaria and Foo, 2024).
The issue here is not just that SMEs are using social media, but that little evidence exists which explains the context-specific link between the characteristics of social media marketing and customers' intentions to buy from SME retailers in the UK. Previous research has also found variations in the strength and type of links between social media marketing activities and purchase-related outcomes (Pöyry, Parvinen and Malmivaara, 2013). For instance, although the same variables have been tested in one model in some studies, in others, mechanisms related to information quality, trust, engagement and brand-related outcomes were studied. The literature review thus highlights the need for additional empirical research into the three selected SMMA dimensions in the UK SME retail context.
[bookmark: _Toc234190545][bookmark: _Toc237293040][bookmark: _Toc240740004]1.3. Research Aim
This study aims to assess the effect of social media marketing activities on the purchase intention of customers of SME retail businesses in the United Kingdom.
[bookmark: _Toc234190546][bookmark: _Toc237293041][bookmark: _Toc240740005]1.4. Research Objectives
1. [bookmark: _Hlk234187513]To assess the influence of trendiness on the UK’s SME retail customers’ purchase intention.
1. To explore the impact of customisation on the UK’s SME retail customers' purchase intention.
1. To study the impact of eWOM on the UK’s SME retail customers' purchase intention.
[bookmark: _Toc234190547][bookmark: _Toc237293042][bookmark: _Toc240740006]1.5. Research Questions
1. What is the impact of trendiness on the UK’s SME retail customers’ purchase intention?
1. Does customisation have an impact on the UK’s SME retail customers’ purchasing intentions?
1. What is the influence of electronic word-of-mouth on the UK’s SME retail customers?
[bookmark: _Toc237293044][bookmark: _Toc240740007]1.6. Significance of the Study
The study is of both academic and practical significance. As an academic contribution, it adds to the social media marketing literature by investigating three selected dimensions of SMMA in an area that has been comparatively under-researched, UK SME retail businesses. Past studies have tended to focus on single social media functions, on more extensive organisations, or on specific industries like luxury fashion. This study investigates the relationship between trendiness, customisation and eWOM in a single empirical model, thus offering more evidence of the relationship between these factors and customer purchase intention.
The study is also relevant for SME retail businesses. SMEs consist of nearly the entire UK private-sector business population, and wholesale and retail have a significant proportion of SMEs. Therefore, information about the success of specific social media marketing practices can help smaller retailers in deciding on the marketing strategies they need to implement. The study can help to determine if certain dimensions have a stronger relationship with the purchase intention of the customers, as opposed to social media marketing being a homogeneous activity.
[bookmark: _Toc237293045][bookmark: _Toc240740008]1.7. Overview of the Dissertation
This dissertation is comprised of six chapters. The first chapter introduces the research background, problem, aim, objectives, research questions, hypotheses and significance. The literature review in the next chapter critically examines the literature in the field of social media marketing activities, customer purchase intention, and theoretical foundations of the study, as well as formulating the research gap and conceptual framework. third chapter outlines the research methodology for the study, such as research philosophy, approach, design, sampling, data collection, measurement and statistical analysis of the study. The results of the empirical studies and statistical analysis are presented in Chapter four. The results are compared to existing literature and theory, and the implications for practice are explored in Chapter five. The last chapter summarises the study, discusses its limitations and suggests areas for further research.

[bookmark: _Toc240740009]Chapter Two: Literature Review
[bookmark: _Toc240740010]2.1. Introduction
The literature review chapter begins with the definition and significance of the concept of social media marketing activities and their strategic role in modern companies, especially those that are small and medium enterprises (SMEs). It then critically discusses the three independent variables explored in this research, which are trendiness, customisation and electronic word-of-mouth (eWOM) and concludes with a discussion of the dependent variable, customer purchase intention. The chapter then reviews the Theory of Planned Behaviour (TPB), which is used as a theoretical perspective to explain the relationships among the study variables. This is followed by a synthesis of the empirical studies carried out in different geographical and industrial settings and the identification of gaps in the existing literature. The chapter finally presents the conceptual framework, formulates the research hypotheses and concludes with a summary of how the literature reviewed constitutes the basis for the empirical study conducted in the following chapters.
[bookmark: _Toc240740011]2.2. Social Media Marketing Activities
Social media marketing activities (SMMA) have emerged as one of the most important parts of modern-day digital marketing strategy, essentially revolutionising the way organisations interact with customers, construct relationships with their brand, and affect their buying choices (Sharma et al., 2020). Social media provides two-way communication between organisations and consumers, unlike traditional marketing channels, where it is mostly unidirectional (Yurder and Akdöl, 2021). Social media platforms enable organisations to share information, motivate people to participate, personalise their communication and develop long-term relationships with consumers (Kim and Ko, 2012).
The idea of social media marketing has been discussed in many ways, but researchers have provided various definitions to represent the changing face of social media marketing. Constantinides (2014) defined social media marketing as a business strategy focusing on the ability of organisations to establish collaborative relationships with consumers through interactive and online platforms. More recently, Bartoloni and Ancillai (2023) proposed that social media marketing is not limited to communication activities. Rather, it should be considered as a competence of the organisation, which includes a combination of content creation, customer engagement, information sharing and customer relationship management. This change is a reflection of the fact that social media marketing is considered a strategic asset, not just a marketing tool.
Kim and Ko (2012) proposed one of the influential frameworks to understand SMMA, which conceptualised the social media marketing activities from the consumer's perspective as five dimensions, namely entertainment, interaction, trendiness, customisation, and word-of-mouth. They showed that these activities increased customer equity drivers and purchase intention by structural equation modelling using an empirical study with luxury fashion consumers. As a result, they developed one of the first validated measurement frameworks in the field of social media marketing research. The framework has since served as the main conceptual basis in many studies investigating consumer behaviour in digital marketing (Binwani and Ho, 2019; Laksamana, 2018).
The Kim and Ko (2012) framework has been popular, but some studies have noted that the power of each social media marketing activity varies by industry, culture, and organisation (Parsons and Lepkowska-White, 2018). Some dimensions are more important for the decision-making process of consumers, depending on consumer and organisation features, instead of being equally important. For instance, according to Kim and Sullivan (2019), entertainment attributes are more relevant if the brand is in fashion or tourism and they are looking to generate emotional connection. However, in other sectors, where the consumer is actively looking for product information before making a purchase decision, informational attributes like fashion trendiness and electronic word-of-mouth tend to show a stronger relationship with purchase intention.
Social media marketing is especially significant to small and medium-sized businesses (SMEs). SMEs most of the time face financial resource constraints, and social media sites can therefore offer a reasonably cost-effective way. It enables SMEs to make the brand visible, connect with their customers on a personal level, obtain information from the market and get their customers involved (Odoom, Anning-Dorson and Acheampong, 2017). Atanassova and Clark (2015) suggested that SMEs are now using social media to build organisational capabilities, to gain customer knowledge and subsequently adjust marketing strategies. The conceptual model proposed by them indicates that social media can help SMEs overcome resource constraints.
However, the success of social media marketing relies on the organisations' strategic approach to social media more than just their online presence. As noted by Bartoloni and Ancillai (2023), the existing literature is fragmented in that many studies have focused on various sets of SMMA characteristics, mediators, and outcomes, with findings that were inconsistent with respect to the relative importance of the individual SMMA dimensions. 
This research has focused on examining trendiness, customisation and electronic word of mouth (eWOM). These three dimensions were chosen because they consistently feature in recent empirical studies as key informational and relational mechanisms that impact consumer purchase decisions, but also because they are highly relevant for SME retail businesses in competitive online environments (Wang et al., 2019). Trendiness supplies consumers with timely and relevant information about the market, customisation makes marketing communication more relevant in terms of the content that is personalised, and eWOM allows consumers to assess a product through peer-generated experiences and recommendations (Çil, Erkan and Mogaji, 2023). All these dimensions can be seen as complementary ways in which social media marketing can lower consumer uncertainty and increase consumer purchase intention.
[bookmark: _Toc240740012]2.3. Trendiness and Customer Purchase Intention
Trendiness is one of the primary factors of social media marketing activities (SMMA), which is the capability of an organisation to deliver timely, relevant and up-to-date information to consumers through social media. Kim and Ko (2012) describe trendiness as the consumers' perception of a brand that continually provides up-to-date product, promotional, and market information. Kim and Ko (2012) also add that trendiness is a factor that has become significant in the buying behaviour of consumers because, in today's digital world, social media are playing a vital role in discovering products and comparing them with others.
The Theory of Planned Behaviour (TPB) is useful to explain the correlation between trendiness and purchase intention. Ajzen (1991) argues that people's attitudes to a behaviour influence their behavioural intention. Social media content that is timely, relevant and informative can enhance consumers' attitudes toward a brand by raising the perception of innovativeness, credibility, and responsiveness (Hollebeek and Macky, 2019). Thus, consumers who believe that a brand is keeping pace with the trends in the market are likely to form positive purchase intentions.
The general trend in empirical studies is that there is a positive relationship between trendiness and purchase intention. Based on structural equation modelling, Kim and Ko (2012) identified luxury fashion consumers in South Korea, and they showed that the relationship between trendiness and customer equity and purchase intention was statistically significant, becoming one of the most frequently used frameworks in social media marketing research. The study, however, concentrated on luxury fashion brands, and the results obtained were not applicable to SMEs and other retail industries.
The existing studies indicated that research on online retailing and SMEs had revealed that consumers now rely more on social media to get information about new products, promotional campaigns, emerging market trends and make purchase decisions (Rosário and Raimundo, 2021). This indicates a positive relationship between trendiness and purchase decisions. Previous studies also show inconsistencies in terms of the strength of the relationship, even though there is a general consensus. Cheung, Pires and Rosenberger (2020) point out that trendiness is not necessarily directly related to purchase intention, but instead works through brand awareness, customer engagement, and brand trust. In these cases, it is not just the information that is fresh that gets consumers to agree; it is the freshness of the content that enhances consumer perceptions of the brand, which in turn leads to purchasing behaviour. The findings of these studies suggest that trendiness should be seen as a component of the process of customer engagement, not as something that can stand alone and motivate consumers' behaviour.
The results are also often not consistent because of methodological limitations. Most of the previous studies have a cross-sectional survey design with convenience sampling and analyse the relationship using Structural Equation Modelling (SEM) or Partial Least Squares (PLS-SEM) (Bartoloni and Ancillai, 2023). While these approaches can reveal statistical links, they cannot claim to demonstrate cause and effect because consumers' perceptions are measured in one time period (Ebrahimzadeh et al., 2026). Furthermore, the bulk of the research has focused on fashion, cosmetics, hospitality, and luxury brands, where consumers are more likely to be receptive to new trends than in the average retail environment.
The other constraint to be noted is geographical concentration. The majority of evidence is empirical from Asian countries like South Korea, Indonesia, China and Malaysia. These results are not easily extrapolatable to the UK consumer as there are significant variations across consumer culture, digital habits and social media consumption. In addition, there is relatively little research that focuses on the concept of trendiness in UK SME retail companies. As a whole, the literature suggests that trendiness has a positive relationship with the intention to purchase products, in that it enhances information quality, intensifies positive perceptions of the brand and mitigates uncertainty during the purchase. 
[bookmark: _Toc240740013]2.4. Customisation and Customer Purchase Intention
Customisation is the ability of an organisation to provide individual consumers with content, recommendations and marketing communications that are tailored to their preferences, interests and behaviours (Chandra et al., 2022). Customisation is one of the components of the social media marketing activities (SMMA) framework proposed by Kim and Ko (2012), which allows firms to make marketing messages relevant to users' needs and more effective in online interactions.
The Theory of Planned Behaviour (TPB) can also be used to explain the relationship between customisation and customer purchase intention (Tang, Luo and Xiao, 2011). Personalised marketing messages will give consumers information that's closer to the information they're interested in and their needs, which will help to create favourable attitudes toward the brand and its products. In comparison to generic advertising, customised advertising is deemed to be more useful, relevant and valuable, hence elevating consumers' confidence during the purchasing decision-making process (Haq et al., 2025). This leads to an increased likelihood of positive purchase intentions when consumers believe that a firm's social media messages are targeted toward their personal needs.
There is good empirical support for the beneficial effect of customisation on purchase intention. Kim and Ko (2012), in their study, found that customisation is one of the crucial elements of effective social media marketing; personalised social media activities are found to be very important factors in customer equity and behavioural intentions of luxury fashion consumers. While the study continues to be very influential, it only applies to luxury brands and not necessarily to retail SMEs.
This is now reinforced by more recent research. Based on 53 experimental studies, Yeo, Chu and Li (2025) found that personalised advertising always had a positive effect on consumers' attitudes and had a stronger effect on their behavioural intentions than non-personalised advertising. The study concluded that the effectiveness of personalisation is mostly attributed to the consumers' perception of the relevance of the message, not the intrusiveness of the message. This indicated that effective personalised messages increase consumers' purchase intention because they think that marketing messages are more relevant to their personal needs.
However, the studies also find a personalisation paradox (Cloarec, Meyer‐Waarden and Munzel, 2024). Personalisation is great to some consumers, but too much personalisation can raise privacy issues and perceptions of surveillance (Aguirre et al., 2016). According to Aguirre et al. (2015), personalised marketing can be intrusive if consumers feel that firms are gathering or using too much personal data, so that their purchases are not intended, and trust is undermined. The effectiveness of customisation is thus not only determined by the level of personalisation, but also by consumers' perception of transparency, privacy protection, and control over their personal data.
The results are also inconsistent due to methodological differences. The majority of empirical research on customisation has been based on cross-sectional surveys that have been analysed with structural equation modelling (SEM) or partial least squares structural equation modelling (PLS-SEM) (Sharma et al., 2022). These methods show significant relationships but do not allow for causal inferences to be drawn, as consumer perceptions only occur at one point in time. However, there is increasing experimental evidence from recent studies which directly compare personalised ads with non-personalised ads, showing that personalised marketing, in general, can have stronger causal effects under controlled conditions (Kashyap, 2026).
Another constraint relates to the geographic and industrial focus of past research. The empirical studies have been largely limited to e-commerce, luxury brands or large businesses in Asian markets, with relatively limited research in the area of customisation in SME retail businesses in the UK. Therefore, the results of multinational companies or very digitalised sectors cannot be generalised to SMEs in the UK retail sector. In addition, the need for more context-specific empirical evidence is still highlighted in recent systematic reviews, especially from developed economies and small businesses. Hence, additional empirical research is needed to ascertain if customised social media marketing also has a similar effect on customer purchase intention among SME retail businesses in the UK. This is a significant justification for the present study.
[bookmark: _Toc240740014]2.5. Electronic Word-of-Mouth and Customer Purchase Intention
Electronic word-of-mouth (eWOM) is the dissemination of opinions, experiences, recommendations, and evaluations about a product, service, or brand via online social media, review sites, blogs, or online communities (Cheung and Lee, 2012). eWOM differs from traditional word-of-mouth communication that takes place between people in face-to-face situations, as it allows the dissemination of information to a large number of people in a short time (Eisingerich et al., 2015). With the proliferation of online reviews, eWOM has emerged as one of the most significant aspects of social media marketing and has proven to be a significant factor in consumer behaviour.
Based on the Theory of Planned Behaviour (TPB), eWOM has the potential to affect purchase intention by affecting the attitude of consumers and by easing uncertainties in the decision-making process (Jalilvand and Samiei, 2012). Consumers tend to believe information produced by other consumers more than when it is produced by the firm, since it is based on actual buying experiences rather than commercial motives (Hageman et al., 2023). As a result, positive feedback and reviews on the Internet boost consumer confidence in products and brands, which makes them more inclined to buy. 
The persuasiveness of eWOM and its positive impact on purchase intention have been demonstrated through a considerable amount of empirical evidence. Erkan and Evans (2016) determined that the quality, usefulness, credibility and adoption of eWOM had a significant positive influence on consumers' purchase intentions on social networking websites. Their study found that consumers were more inclined to buy products when they believed the information online was relevant and trustworthy. Likewise, a meta-analysis of 69 empirical studies by Ismagilova et al. (2019) found that eWOM consistently has a positive effect on purchase intention, but that the effect differs by the quality of the message, its level of trust, usefulness, and valence of the review. Of these, the quality of argument and trust in online messages were found to be the most important predictors of consumers' intention to buy.
This is also supported by Babić Rosario et al. (2016), who conducted a comprehensive meta-analysis of 1,532 effect sizes from 96 studies. The results were consistent with the notion that eWOM has a positive effect on consumer purchasing behaviour in various industries and across online platforms. The study, however, also found that the impact of eWOM varies based on platform features, product category, and review measures. The results indicate that eWOM does not have consistent effectiveness.
Although there is good empirical evidence, there have been some limitations identified in previous studies. First, not every online review is a legitimate review. A number of factors are likely to influence consumers' perception of the trustworthiness of eWOM, including reviewer expertise, authenticity, quality of the review, and consistency with other information available (Verma and Dewani, 2020). The presence of fake reviews, sponsored endorsements or manipulated ratings can diminish consumers' trust and the impact of eWOM on purchase intention.
Limits in the literature are also apparent. Most studies that investigate eWOM use a cross-sectional survey design and the use of Structural Equation Modelling (SEM) to explore relationships between variables (Khan et al., 2023). These methods prove very strong associations but do not allow causal inferences, as consumers' perceptions are only measured at a single point in time (Iacobucci, 2009). In addition, most of the current studies are on e-commerce sites, tourism, hotel and hospitality services, fashion and technology.
The literature shows that eWOM is one of the most consistent predictors of customer purchase intention because of its ability to increase trust, decrease perceived risk and offer consumers credible information during the purchasing process. However, the effectiveness of eWOM is influenced by the quality of the information, its credibility, the platform's attributes, and the consumer's perception of authenticity. Moreover, there is limited research on the impact of eWOM in SME retail firms in the UK, indicating a need for more empirical research. This is an important contribution of the present study to address this gap.
[bookmark: _Toc240740015]2.6. Customer Purchase Intention
According to Ajzen (1991), customer purchase intention is the conscious intention of a customer to buy a product or service in the future. It is well known as one of the best indicators of actual purchase behaviour and is often employed in marketing research to gauge the success of promotion efforts (Barber et al., 2012). Purchase intention is the readiness of an individual to engage in a specific behaviour influenced by attitudes, subjective norms and perceived behavioural control. 
Purchase intention is considered by marketing scholars to be one of the important outcome variables as it allows researchers to predict future consumer behaviour prior to the purchase (Sun and Morwitz, 2010). While intention does not always lead to purchase, research has repeatedly shown that purchase intention is positively related to actual purchase behaviour (Kytö, Virtanen and Mustonen, 2019). Hence, it is one of the most frequently used dependent measures in research that examines the relationship between digital marketing and consumer behaviour (Dodds, Monroe and Grewal, 1991).
Many factors have been found to affect purchase intention in previous studies, such as product quality, price, brand image, trust, perceived value, customer satisfaction and social media marketing activities (Bushara et al., 2023). Social media marketing has been found to be significantly related to purchase intention based on empirical evidence. Kim and Ko (2012) revealed that social media marketing activities positively affected consumers' purchase intentions through the positive effects on customer equity for luxury fashion consumers. Likewise, Erkan and Evans (2016) showed that the more information adopted, the more likely individuals were to buy the item, and credible and useful eWOM was found to be a significant driver. 
Although a great deal of research has been conducted, there are some restrictions. There is a lot of literature available for large organisations, international brands and specific industries like fashion, hospitality, e-commerce, etc. In contrast, there are far fewer studies on how purchase intention is predicted in UK SME retail businesses. Moreover, numerous studies utilise the cross-sectional survey design, making it hard to draw causal inferences from social media marketing activities to consumer behaviour. This gap forms the basis for the investigation of the impact of trendiness, customisation and eWOM on customer purchase intention in the current study.
[bookmark: _Toc240740016]2.7. Theoretical Framework
[bookmark: _Toc240740017]2.7.1. Theory of Planned Behaviour (TPB)
One of the more commonly used theories to explain and predict human behaviour, especially in marketing and consumer behaviour, is the Theory of Planned Behaviour (TPB) developed by Ajzen (1991). The theory suggests that people's willingness to engage in a behaviour is the closest determinant of behaviour. TPB suggests that there are three main constructs that affect behavioural intention: attitude towards the behaviour, subjective norms, and perceived behavioural control. Therefore, TPB can be considered a proper theory to analyse the impact of social media marketing activities on customers' purchase intention.
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[bookmark: _Toc240740102]Figure 1: The Theory of Planned Behaviour (The Communication Initiative)
Attitude is the positive or negative judgement that a person makes about the performance of a specific behaviour (Albarracin and Johnson, 2018). When it comes to social media marketing, consumers feel good about brands when they're given timely information, personalised content, and credible recommendations from other users. These positive evaluations reinforce the attitudes of consumers towards a brand, which leads to higher purchase intention.
The second construct is subjective norms, which is the perceived social pressure to perform or not to perform a behaviour. The opinions and experiences of family, friends, influencers, and online communities are becoming more important in the buying process (Wang, Yu and Wei, 2012). Thus, positive eWOM and positive customer reviews can positively influence consumers to follow others' advice and hence raise their purchase intention. 
The third construct is perceived behavioural control, which is consumers' perceptions of their ability to engage in a behaviour. Flavián, Gurrea and Orús (2016) state that if consumers have enough information, confidence, and access to the products, they are more likely to be confident that they can successfully complete a purchase. Social media marketing helps customers to gain information about the product, which helps to increase their perceived behavioural control. 
TPB has been extensively applied in consumer behaviour studies due to its explanatory and predictive power. The theory has been successfully used in many empirical studies to explain online purchasing behaviour, social media engagement, mobile commerce adoption and electronic commerce. For instance, Pavlou and Fygenson (2006) found that TPB was a good predictor of consumers' intentions to make online transactions, with attitudes, subjective norms, and perceived behavioural control all being significant influences on consumers' intentions to purchase online. Likewise, Rozenkowska (2023) said that TPB was able to predict consumers' purchasing intentions in retail settings, thus supporting the theory's applicability in marketing research. Personalised content, interactive communication, and customer reviews are all similar to the three determinants suggested by TPB. Therefore, the theory is suitable to explain the effect of social media marketing activities on customers' purchase intention.
Although widely used, TPB has a number of drawbacks. The theory assumes that consumer behaviour is mostly rational and planned, while the consumer's purchase decision is influenced by emotions, habits, impulse buying and situational factors that are not fully represented by the model (Heuckmann, Hammann and Asshoff, 2019). Consumers can decide to buy things spontaneously in social media environments because of appealing offers, endorsements by influencers or viral content. Moreover, TPB does not directly take into account marketing-related factors like trust, brand image and customer engagement, which have been proven to affect online purchasing behaviour (Majeed, Owusu-Ansah and Ashmond, 2021). Such restrictions indicate that the TPB model needs to be combined with other context-specific factors to enhance the understanding of consumers' actions in digital marketing.
However, TPB is still suitable to be used as a theoretical basis for the current study, as it explains that marketing activities affect the behavioural intention by changing the attitudes, social influence and perceptions of control of the consumers. These psychological mechanisms can be associated with the three independent variables that were studied in this research: trendiness, customisation, and electronic word-of-mouth. Together, these mechanisms are responsible for greater customer purchase intention. Thus, TPB is a strong theoretical foundation for studying the impact of social media marketing activities on the purchase intention of the customers of SME retail businesses in the United Kingdom.
[bookmark: _Toc240740018]2.8. Empirical Literature Synthesis
Table 1 shows the summary of the findings of the literature reviewed in this study.

[bookmark: _Toc237293055][bookmark: _Toc240740019]2.8.1. Literature Synthesis Summary Table
	Author(s)
	Journal & Pulisher
	What was studied
	Methodology
	Coverage / Country / Industry
	Key findings
	Gaps

	Kim and Ko (2012)
	Journal of Business Research, Elsevier
	Examined perceived social media marketing activities and their relationships with customer equity and purchase intention. The SMMA construct comprised entertainment, interaction, trendiness, customisation and word-of-mouth.
	Quantitative study using survey data and Structural Equation Modelling (SEM).
	Luxury fashion brands; South Korean context.
	The five SMMA dimensions were positively associated with value, relationship and brand equity. Value and relationship equity positively influenced purchase intention, which was also significantly related to customer equity. 
	Focused on luxury fashion rather than SME retail. It also examined SMMA through a broader customer-equity model rather than testing the three selected dimensions independently against purchase intention.

	Wang, Yu and Wei (2012)
	Journal of Interactive Marketing, Elsevier
	Investigated how peer communication through social media affects product attitudes and purchase intentions using a consumer-socialisation framework.
	Survey; n = 292 participants involved in product-related peer communication through social media.
	Social media users; product-related purchasing decisions.
	Peer communication influenced purchasing decisions both directly through conformity with peers and indirectly through increased product involvement. Tie strength and group identification positively influenced peer communication outcomes.
	Focused on peer communication rather than the complete SMMA construct. It predates the current social-media retail environment and does not specifically examine UK SMEs.

	Erkan and Evans (2016)
	Computers in Human Behaviour, Elsevier
	Examined how eWOM information on social media affects consumers' purchase intentions and extended the Information Adoption Model.
	Quantitative survey; model tested using SEM. 
	Consumers using social media for product information and purchase decisions.
	The study identified characteristics of eWOM information that influence consumers' information adoption and subsequently their purchase intention.
	Concentrated specifically on eWOM rather than comparing eWOM with trendiness and customisation. It therefore leaves scope for an integrated model containing the three dimensions used in the present study.

	Gautam and Sharma (2017)
	Journal of Promotion Management, Taylor & Francis
	Examined the mediating role of customer relationship in the relationship between social media marketing and purchase intention.
	Quantitative empirical study examining the proposed relationships and mediation.
	Luxury fashion brands; Indian context.
	The study investigated whether customer relationships explain the relationship between social media marketing and purchase intention, demonstrating the importance of relationship mechanisms in social-media-based marketing.
	Luxury fashion and Indian context limit direct application to UK SME retail. More importantly, the focus on customer relationship as a mediator differs from the present study's direct relationships between the three selected SMMA dimensions and purchase intention.

	Dabbous and Barakat (2020)
	Journal of Retailing and Consumer Services, Elsevier
	Examined the effects of social-network content quality and brand interactivity on brand awareness and purchase intention and tested mediation through hedonic motivation, engagement and brand awareness.
	Quantitative empirical model tested using SEM.
	Millennial consumers; social-network users; offline purchase intention.
	Content quality and brand interactivity increased hedonic motivation, online engagement and brand awareness. Increased engagement and brand awareness subsequently contributed to offline purchase intention.
	Examined content quality and interactivity rather than trendiness, customisation and eWOM. The study also focused on Millennials, limiting generalisation across consumer groups and SME retail contexts.

	Ismagilova et al. (2020)
	Information Systems Frontiers, Springer
	Synthesised evidence concerning which eWOM characteristics influence consumers' intention to buy.
	Meta-analysis of 69 studies, combining weight analysis and effect-size analysis.
	Multiple studies, products and consumer contexts.
	Argument quality, eWOM valence, usefulness and trust in the message were identified among the stronger predictors of intention to buy. eWOM credibility and emotional trust were promising predictors, whereas volume and some source-related measures were less effective.
	This is a meta-analysis rather than a primary survey. It focuses specifically on eWOM and therefore does not establish how eWOM compares with trendiness and customisation within one model or within UK SME retail.

	Yeo, Chu and Li (2025)
	Journal of Advertising Research, Taylor & Francis
	Examined whether personalised advertising is more persuasive than non-personalised advertising and investigated the mechanisms explaining its effectiveness.
	Meta-analysis of 53 experimental studies; meta-analytic structural equation modelling.
	Multiple experimental contexts, including personalised advertising on digital/social platforms.
	Personalised advertising produced significantly more positive overall persuasion, consumer attitudes and behavioural intentions than generic advertising. Perceived relevance, rather than perceived intrusiveness, explained the persuasiveness of personalisation.
	Examines personalised advertising broadly rather than the specific customisation dimension of SMMA. It therefore supports the relevance of customisation but does not directly establish its effect within UK SME retail.

	Bartoloni and Ancillai (2024)
	International Journal of Management Reviews, Wiley
	Reviewed two decades of social media marketing research and developed an integrated framework of SMM inputs, contingencies and outputs.
	Systematic literature review of 169 articles.
	International literature across social media marketing research.
	The review found that SMM literature is highly fragmented, with researchers often examining isolated facets, antecedents and outcomes. It proposes an integrated causal-chain framework and identifies directions for future research.
	It is a systematic review rather than primary empirical research. Its identification of fragmentation supports the need to examine selected SMMA dimensions together, but it does not provide direct evidence for UK SME retail.
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The literature available already clearly shows that social media marketing activities have a positive effect on customer purchase intention, but with varying levels of intensity and types of relationships, depending on the context (Wang, Yu and Wei, 2012). Previous studies indicate that organisations that employ effective practices for social media marketing are more likely to enhance the purchase intention of customers. 
The phenomenon of electronic word-of-mouth is most consistently found to be a predictor of purchase intention across the literature. Erkan and Evans (2016) and Ismagilova et al. (2020) revealed that credible, useful, and trustworthy online reviews significantly influence consumers to buy products online. Likewise, the study of trendiness suggests that the information that is timely and relevant enhances consumers' perception of brand innovativeness and decreases uncertainty during the purchase process (Kim and Ko, 2012). Customisation has also been shown to positively impact consumers' purchase intention by offering consumers personalised and relevant marketing communications. Overall, these results suggest that social media marketing efforts can improve consumer decision-making by providing higher quality information, trust and customer engagement.
There are, however, inconsistencies in the literature as well, even though this is a general consensus. Although some studies show direct positive links between social media marketing activities and purchase intent (Gautam and Sharma, 2017), others indicate the presence of mediating variables like brand awareness, engagement, trust, and perceived value in this relationship (Dabbous, Barakat and Sayegh, 2020). These mixed results suggest that the success of social media marketing could be influenced by other psychological and contextual factors in addition to social media marketing.
Other common problems in the literature are methodological limitations. The majority of studies are quantitative and have a cross-sectional survey design with convenience or purposive sampling, and the data are usually analysed using Structural Equation Modelling (SEM) or Partial Least Squares Structural Equation Modelling (PLS-SEM) (Bartoloni and Ancillai, 2023). These methods can detect statistical relationships, but do not allow the causal relationship to be determined, as data is taken at one time. Current empirical data is very focused on sectors like luxury fashion, hospitality, tourism, cosmetics, and e-commerce. Furthermore, many of the research studies have been done in Asian countries such as South Korea, China, Indonesia and Malaysia. The generalisability of previous findings is restricted to UK SME retail businesses because of the variation in consumer behaviour, the adoption of digital technology and social media across countries and industries.
In general, there is a good amount of evidence that social media marketing activities positively influence the purchase intention of customers; however, some gaps exist. Empirical studies that investigate the effect of trendiness, customisation and eWOM together in SME retail businesses in the UK are limited. Moreover, the differences in the intensity of such relationships and the focus of previous studies on non-UK settings suggest a need to explore such relationships in greater depth through further empirical research.
[bookmark: _Toc240740020]2.9. Literature Gap
While many studies have already proven that social media marketing activities have a positive impact on customers' purchase intention, a number of significant research gaps still exist. Existing literature has examined different dimensions of SMMA; however, very little research has been done on the combined effects of trendiness, eWOM and customisation within the UK SME sector.
Previous empirical research has tended to be conducted on large organisations and multinational brands, and on sectors like luxury fashion, hospitality, tourism, and e-commerce (Kim and Ko, 2012). While social media is being used by a growing number of SME retail businesses as an affordable marketing tool, limited attention has been paid to SME retail businesses. A second significant gap has to do with geographical context. Much of the available evidence has come from Asian countries such as South Korea, China, Indonesia and Malaysia, where consumer behaviours and digital adoption patterns are different to those of developed economies and cultural factors vary. Social media use is common in the United Kingdom, but there is limited research on the effect of using specific social media marketing activities on purchase intention among SME retail businesses in the United Kingdom. This restricts the generalisability of the results of previous studies to the UK business environment.
There are also opportunities for further work due to methodological limitations. Most of the previous studies have used cross-sectional survey designs with convenience sampling methods, which can only be used to provide evidence of association and not causality. Such methods are suitable for consumer perception analysis, but further empirical research in other organisational and geographical settings is required to enhance the external validity of the results obtained. Thus, this research aims to fill these gaps and investigates the relationship between trendiness, customisation and electronic word of mouth and customers' purchase intention in the retail sector in small and medium enterprises in the United Kingdom. The identified gaps are also the basis for the conceptual framework and the hypotheses of the next sections.
[bookmark: _Toc240740021]2.10. Conceptual Framework
The conceptual framework is a visual illustration of how the variables studied in this study are related. It is designed from the literature review and based on the Theory of Planned Behaviour (TPB). The framework suggests that three dimensions of social media marketing activities, such as Trendiness, Customisation and Electronic Word of Mouth, are applied as independent variables that affect customer purchase intention as the dependent variable.
[image: ]
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Figure 2 illustrates the conceptual framework of this research. These variables are based on previous empirical studies that have shown that timely information, personalised marketing content and positive online recommendations lead to positive consumer attitudes and behavioural intentions (Kim and Ko, 2012; Erkan and Evans, 2016; Ismagilova et al., 2020). As in TPB, these SMM activities are supposed to affect consumers' attitudes, social influence and confidence in the buying process, which in turn is supposed to enhance the intention to purchase.
The framework also highlights the research objective to investigate the impact of certain social media marketing activities on the purchase intention of UK SME retail firms. This framework is the basis for empirical testing and the formulation of the hypotheses of this study.
[bookmark: _Toc240740022]2.11. Hypotheses Development
The hypotheses formulated in this study are based on the theoretical basis of the Theory of Planned Behaviour (TPB) and empirical evidence presented in the previous sections. TPB proposes that attitudes, subjective norms and perceived behavioural control (Ajzen, 1991) are determinants of behavioural intention. These hypotheses are developed to examine the relationship between the independent and dependent variables of this study. 
Literature shows that being trendy helps organisations disseminate timely, relevant and up-to-date information via social media platforms, which leads to positive attitudes of consumers towards products and brands. Previous research has shown that when consumers see social media information as up-to-date and informative, they show positive purchase intentions (Kim and Ko, 2012). There is a positive correlation between trendiness and intention to purchase in most industries and countries, although the degree of correlation differs. Based on this, the first hypothesis is formulated:
H1: There is a positive and significant influence of trendiness on customer purchase intention among customers of UK SME retail businesses.
Likewise, previous literature shows that customisation can increase the relevance of marketing messages and make them more relevant to the recipient by personalising the message to their preferences and needs. When social media content is tailored to each user, it makes them feel more useful and engaged, resulting in positive perceptions of brands and higher purchase intent (Kim and Ko, 2012; Yeo, Chu and Li, 2025). While privacy and over-personalisation issues have been raised, the empirical evidence has mainly confirmed that there is a positive association between personalised social media marketing and purchase intention. Hence, the second hypothesis is developed:
H2: Customisation has a positive and significant influence on customer purchase intention among customers of UK SME retail businesses.
Lastly, the literature indicates that electronic word-of-mouth (eWOM) is one of the strongest predictors of purchase intention. In the absence of other information, consumers often use online reviews, recommendations, and shared experiences of others to minimise uncertainty and to assess products prior to purchasing. The results of Erkan and Evans (2016) and Ismagilova et al. (2020) show that trust and information quality are both significantly affected by credible and useful eWOM, which in turn positively impacts consumers' purchase intentions. While the impact of eWOM is influenced by the credibility of the source and the quality of the message, the literature clearly indicates that eWOM has a positive influence on consumer behaviour. Here is the third hypothesis:
H3: Electronic word of mouth (eWOM) positively and significantly affects purchase intention among customers of UK SME retail businesses.
[bookmark: _Toc240740023]2.12. Summary of the Literature Review
The literature review was critically conducted on social media marketing activities and the intention of customers to buy. This chapter began with an overview of the idea and importance of social media marketing activities and then focused on the three dimensions that were selected for the study: trendiness, customisation and electronic word-of-mouth (eWOM). The review highlighted that these dimensions, in general, positively influence the purchase intention of consumers by improving information quality, enhancing customer engagement and consumer trust. However, there were also some inconsistencies in the literature as to the strength of these relationships in the various industries, countries, and research settings.



[bookmark: _Toc237293060][bookmark: _Toc240740024]   Chapter Three: Research Methodology
The chapter describes the methodological decisions made in the research to investigate the relationship between the selected social media marketing activities and customer purchase intention in SME retail businesses in the UK. Based on the research objectives and research hypotheses set out in the previous chapters, the study is designed to be quantitative and a primary research study using survey methods. The method used is a positivist philosophy and deductive approach, using primary data collection methods in the form of a structured online questionnaire, then analysed statistically. These methodological decisions and the use of a questionnaire, convenience sampling, snowball sampling, and SPSS-based statistical analysis are outlined in the proposal.
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In this research, the research philosophy is positivist. Positivism is a philosophical approach that is appropriate when research aims to establish measurable relationships between variables (Saunders, Lewis and Thornhill, 2023). This current study did not analyse the interest in in-depth qualitative accounts of participants' experiences. Rather, it numerically quantifies perceptions of social media marketing activities and customers' purchase intentions and then investigates statistical relationships between these.
Therefore, the positivist philosophy is appropriate for the research objectives and hypotheses. Based on this, the study suggests that there is a relationship between trendiness, customisation and electronic word-of-mouth (eWOM) and customer purchase intention, and they are tested by using primary data obtained from the survey conducted by the research. Structured, Likert-scale questions are used to convert respondents' perceptions into numerical scores, which enable patterns across the sample to be identified and compared (Koo and Yang, 2025). These techniques enable the study to identify the direction, magnitude and statistical significance of relationships between the independent variables and purchase intention of the customers. 

[bookmark: _Toc237293062][bookmark: _Toc240740026]3.2. Research Approach
A deductive research method is used in this research. Deduction is the process of starting with existing theory and previous empirical evidence, creating a proposition/hypothesis, and then testing the proposition/hypothesis with data that are collected (Creswell and Creswell, 2018).
In the previous chapter, the theoretical background of the research and previous empirical studies about purchase intention and social media marketing activities were established. This formed the foundation of the three hypotheses that were explored in the present study. The research, therefore, does not seek to develop theory based on the respondents' narratives. Rather, it tests the relationships, which are extracted from the current knowledge, within the context of the specific UK SME retail businesses empirically. The deductive approach is a suitable method for this study as the study has well-defined independent variables (trendiness, customisation and eWOM) and a dependent variable (purchase intention) of the study. 
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The study followed a quantitative, cross-sectional research design with a structured survey method. Quantitative research is suitable when the aim is to numerically measure variables and to statistically investigate relationships between variables (Creswell and Creswell, 2018). The design thus directly relates to the three hypotheses that are to be tested empirically.
The use of a cross-sectional design is justified because the data are collected from the respondents at a certain point in time instead of over a long period of time (Saunders, Lewis and Thornhill, 2023). This enables the study to identify customers' perceptions of the social marketing activities already undertaken and what their intentions are towards purchasing in the moment. 
This research is non-experimental because the researcher does not provide any manipulation of social media marketing activities or assign any social media marketing to any treatment condition. Respondents shared their perspectives on social media marketing and purchase intention, and then the relationships between those variables are statistically analysed.
The research method used is an online questionnaire survey. This allows for uniform questions for all respondents and allows for common numeric data to be collected for statistical analysis. Saunders, Lewis and Thornhill (2023) claim that questionnaires are an established technique for gathering primary information in business research when there is a need to obtain standardised information from a sample.
[bookmark: _Toc237293064][bookmark: _Toc240740028]3.4. Data Collection Method
The data collected in this study are primary data which are gathered from a structured online questionnaire. The questionnaire was developed using Google Forms. It was a closed-ended questionnaire with a 5-point Likert scale from 1 = Strongly Disagree to 5 = Strongly Agree.
The questionnaire had three main sections. The first section gathered pertinent demographic data about respondents. The second section measured how respondents feel about the activities they selected for social media marketing: trendiness, customisation and eWOM. The third is measuring customers' intentions to purchase. By using standardised questions, the same constructs are measured consistently among respondents.
Items from the scales developed in the fields of social media marketing and consumer behaviour are adapted. This method is better than developing new measures, since there are existing measures to build upon for the constructs. If necessary, modifications are made to the wording of the questions to ensure they are understood in the context of the SME retail sector in the UK without losing the meaning of the underlying constructs.
The questionnaire should be pilot tested prior to full distribution to determine unclear wording, ambiguous questions, technical difficulties, or time required to complete. If revisions are required, they should be made prior to the main survey being given. The proposal explicitly signals pilot testing of the questionnaires as well as their revision as part of the research process.
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The target population is UK customers of active shops of SMEs, and they are active users of social media. This population is chosen because the research study focuses on customers' perception of various activities implemented in social media marketing and their purchasing intention towards SME retailers.  Three primary conditions were used to determine eligibility, as this allowed respondents to be able to give meaningful answers to the questionnaire. All participants were required to be aged 18 or above, live in the UK and use social media. Additionally, respondents had to have seen or engaged with a UK SME retail business on social media within the past year. This included activities such as viewing social media posts or advertisements, following a retail business, viewing products, reading online reviews or communicating with a business. The population was thus not social media users but only those who had been or recently have been exposed to social media marketing by UK SME retailers.
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The study is conducted with a non-probability sampling technique, which is a combination of convenience sampling and snowball sampling (Bell, Bryman and Harley, 2022). It was not feasible to have a complete sampling frame of all customers of UK SME retail businesses who use social media. Therefore, it was not deemed feasible to use probability sampling in this research. For this reason, a convenience sampling method was used to access eligible respondents who were easily available. The questionnaire was sent via social media, online forums and personal networks. A snowball sampling technique was then employed by asking those who had already responded to the questionnaire to pass on the form to other people who fit the criteria. According to Almusaed, Almssad and Yitmen (2025), convenience sampling makes it easier for eligible respondents who are easily accessible to participate in the survey, and snowball sampling makes it easier for respondents who have participated in the survey to recruit another eligible respondent.
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The sample size consists of 100 valid responses from the questionnaire. Data were included only from those who met the study's eligibility criteria and returned the questionnaires in a complete manner. The sample size was adequate for the descriptive, reliability, correlation and multiple regression analyses conducted in this study (Lund, 2021).
However, the size of the sample should be considered when drawing conclusions from the results. The proposed statistical procedures were possible with 100 responses received, but the sample size is relatively small, and the sampling method was non-probability, thus restricting the generalisability of the results to all customers of UK SME retail businesses. The findings, therefore, must be seen as empirical evidence from those who responded to this survey and not as representative of the UK.
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The study focused on four main constructs: Trendiness, Customisation, Electronic word of mouth (eWOM) and Customer Purchase Intentions. Trendiness, customisation and eWOM were considered as the independent variables, and customer purchase intention was the dependent variable. This operationalisation is directly related to the conceptual framework and three hypotheses developed in the previous chapter. The framework shows that the three chosen SMMA dimensions are predictors of customer purchase intentions.
The questionnaire was designed with closed-ended questions and a five-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). The proposal included the measurement variables, which were to be adopted from existing and validated social media marketing and consumer behaviour measurement scales, and the type of scale used was a five-point Likert scale.
Four items were used to measure each construct, for a total of 16 substantive measurement items. The internal consistency of the measurement scales was evaluated using Cronbach's alpha, as multiple items were used for each construct, instead of using one question. The table below shows the summary of the measurement of the variables:
	Variable Type
	Variables
	Code
	Measurement item
	Scale

	Independent Variables
	Trendiness
	TR1
	UK SME retail businesses provide up-to-date information about their products through social media.
	1–5

	
	
	TR2
	UK SME retail businesses use social media to communicate new products, offers or developments quickly.
	1–5

	
	
	TR3
	Information shared by UK SME retail businesses on social media is relevant to current market developments.
	1–5

	
	
	TR4
	The social media content of UK SME retail businesses reflects current trends relevant to their products.
	1–5

	
	Customisation
	CU1
	UK SME retail businesses provide customised information through their social media.
	1–5

	
	
	CU2
	UK SME retail businesses make it possible to search for product information that matches my interests through social media.
	1–5

	
	
	CU3
	UK SME retail businesses provide personalised information or offers through social media.
	1–5

	
	
	CU4
	UK SME retail businesses use social media to provide product recommendations or offers that are suited to individual customers.
	1–5

	
	Electronic word-of-mouth (eWOM)
	EW1
	I read reviews or opinions from other consumers about UK SME retail businesses on social media.
	1–5

	
	
	EW2
	I pay attention to recommendations about UK SME retail businesses shared by other consumers on social media.
	1–5

	
	
	EW3
	Other consumers' opinions on social media can influence my evaluation of products offered by UK SME retail businesses.  
	1–5

	
	
	EW4
	I share or discuss information about UK SME retail businesses with other people through social media.   
	1–5

	Dependent Variable
	Purchase Intention
	PI1
	I am likely to purchase products from a UK SME retail business after encountering its social media marketing.
	1–5

	
	
	PI2
	Positive reviews or recommendations from other consumers increase my confidence in purchasing from a UK SME retail business. 
	1–5

	
	
	PI3
	I intend to purchase products from UK SME retail businesses whose social media content I find relevant and useful.
	1–5

	
	
	PI4
	I would be willing to purchase from a UK SME retail business that I discover through social media. 
	1–5


[bookmark: _Toc240740094]Table 2: Summary of the Measurement of the Variables (Author)
Here, the scale represents, 
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree
The three independent variables were chosen based on the results of the literature review. Kim and Ko's SMMA framework defines dimensions of social media marketing activities as trendiness, customisation and word-of-mouth, and subsequent research provides evidence on the relationship between the dimensions and the purchase-related outcomes of consumers. For this reason, the present study will only address these three dimensions, as the concept of entertainment and interaction is not part of the final conceptual framework and hypotheses.
Trendiness was defined as the consumers' perception that SME retailers deliver timely, current and relevant information via social media. Customisation was assessed based on their perception of the relevance and personalisation of social media offers. eWOM was operationalised by considering consumers' attention and influence on other consumers' reviews, opinions and recommendations on social media. The measurement of customer purchase intention in this study was done by asking the respondents about their expressed intention or willingness to buy from SME retail businesses after exposure to social media marketing.
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The data collected were analysed using the Statistical Package for the Social Sciences (SPSS). The analysis is done in the following steps: data preparation, descriptive analysis, reliability testing, correlation and multiple regression analysis. These statistical procedures are described in the proposal as the approach to be taken in analysing primary survey data. These procedures have been chosen since the research aims to determine the relationships among three independent variables and one dependent variable, and the three hypotheses generated from the literature.
[bookmark: _Toc237293071][bookmark: _Toc240740035]3.7.1. Data Screening and Preparation
The responses from the survey questionnaire were screened and prepared for analysis prior to the statistical analysis. Responses were screened to see that the person met the criteria for being included and that the questionnaire was completed enough to be included in the dataset. Data were numerically coded and entered into SPSS (see Appendix C). The items were scaled using a 5-point Likert-like scale, with higher numbers indicating greater agreement with each item (see Appendix A). The variables of each measurement item were given a unique variable code: TR1–TR4 for trendiness, CU1–CU4 for customisation, EW1–EW4 for eWOM and PI1–PI4 for purchase intention.
To preprocess the dataset, missing or unsuitable answers were checked before the statistical procedures. Responses that were not found to be eligible or that were missing significant information were omitted from the final analysis sample. The number of valid responses was 100. The four variables were then assembled into composite scores for each for analysis of correlations and regression with the subsequent analyses. This helped to ensure that the constructs, not individual statements on the questionnaire, were measured.
[bookmark: _Toc237293072][bookmark: _Toc240740036]3.7.2. Descriptive Statistics
The characteristics of the sample and the general pattern of response were summarised using descriptive statistics. Data were analysed for categorical variables, such as demographic characteristics and social media usage frequencies and percentages.
Descriptive statistics such as the mean and standard deviation were computed for the main study variables. The mean gave an idea of the overall level of agreement for each variable, and the standard deviation showed how strongly people agreed or disagreed. Descriptive analysis was done prior to any inferential testing in order to gain insight into the characteristics of the sample and the distribution of responses. 
[bookmark: _Toc237293073][bookmark: _Toc240740037]3.7.3. Reliability Analysis
Cronbach's alpha was used to determine the internal consistency of the measurement scales (Vaske, Beaman and Sponarski, 2017). The analysis of the reliability was carried out independently for each of the four variables (trendiness, customisation, eWOM, and customer purchase intention).
Cronbach's alpha measures the consistency of responses given to many items that are supposed to measure the same construct (Vaske, Beaman and Sponarski, 2017). The higher the coefficient, the more coherent the internal consistency. Prior to the use of the composite scores in further correlation and regression analyses, the alpha value for each of the constructs was examined. The study operationalised different items on the questionnaires, and that is why it was crucial to conduct reliability analysis. 
[bookmark: _Toc237293074][bookmark: _Toc240740038]3.7.4. Pearson Correlation Analysis
Pearson correlation was used to analyse the direction and correlation strength of the variables of the study (Bell, Bryman and Harley, 2022). Correlation analysis was conducted to measure the correlation among trendy, customisation, eWOM and customer purchase intention. The correlation coefficient can have a value between -1 and +1. Positive means that the value of one variable will increase as the value of another increases, and negative means that as one variable increases, the value of the other decreases. The size of the coefficient indicates the strength of the association.
As a preliminary evaluation of the proposed relationships in the conceptual framework, correlation analysis was employed. However, correlation does not imply causation and does not measure the unique contribution of each of the independent variables when all of the other independent variables are taken into account (Rohrer, 2018)
[bookmark: _Toc237293075][bookmark: _Toc240740039]3.7.5. Multiple Regression Analysis
The main inferential procedure employed to test the three hypotheses is multiple regression. It is appropriate because there are three independent variables and one dependent variable.
The regression model is:

Here,
PI = Customer Purchase Intentions
TR = Trendiness
CU = Customisation
EW = Electronic Word-of-Mouth
β0 = Constant
β1, β2, β3 = Regression coefficients
ε = Error term
The regression analysis evaluated how well the model as a whole explains the data and the unique contribution of each of the independent variables to the model. The amount of variance in customer purchase intention explained by the three predictors together was indicated by the R2 value. To test individual hypotheses, the regression coefficients and their significance levels were used.
A conventional significance level of 0.05 was used for testing the hypotheses. Therefore, a statistically significant positive coefficient for trendiness would support hypothesis 1, a significant positive coefficient for customisation would support hypothesis 2, and a significant positive coefficient for eWOM would support hypothesis 3.
Multiple regression also allowed for the relative contribution of all three of the social media marketing activities to be compared when they were all taken into account at the same time. This is in line with the purpose of the study, which is not limited to testing the relationship between social media marketing and purchase intention of the products, but also to understand the impact of the three dimensions selected.
[bookmark: _Toc237293076][bookmark: _Toc240740040]3.8. Reliability and Validity
Various efforts are made to enhance the quality of the research tool and data obtained. First, the methodology of the questionnaire has been drawn from a literature search of identified measurement approaches. Secondly, pilot testing is conducted to uncover problems with wording, interpretation and the administration of questionnaires prior to the actual survey.
Statistical reliability is calculated using Cronbach's alpha for every multi-item construct. To support validity, measures are based on existing literature while the items in the questionnaire are linked directly to the conceptual definition of trendiness, customisation, eWOM and purchase intention.
The use of self-reported data from questionnaires, however, makes it important to note that the data reflects the participants' perceptions and stated intentions, and not actual purchasing behaviour. This is noted in the findings when looking at the results.
[bookmark: _Toc237293077][bookmark: _Toc240740041]3.9. Ethical Considerations
Ethical principles also become important for this study since the study involves primary data collection from human participants. The respondents should be given adequate information about the purpose of the study before deciding whether to take part in it or not. The questionnaire is completed with informed consent.
The participant does not have to give personally identifiable information. Responses will be treated as confidential and analysed for academic research purposes. The participants are also told that they can refuse to join the study and that they can stop participating in the study in line with the approved research procedure. Data are secure and only accessed for a valid research purpose. The questionnaire did not ask for irrelevant, personally identifiable information like names, telephone numbers or addresses. Respondents were therefore anonymous and confidential. The data collected were only used for academic research and were kept securely.
[bookmark: _Toc237293078][bookmark: _Toc240740042]3.10. Methodological Limitations
There have been some methodological limitations while conducting this research. First, the convenience and snowball sampling methods employed did not result in a sample being randomly drawn from the overall population of retail customers in the UK (Emerson, 2015). This means that the findings may be influenced by sampling bias and should not be regarded as necessarily being fully representative of all UK SME retail customers.
Secondly, it was a cross-sectional study, which means that the data collected in the study reflected the perceptions of the respondents at one particular time. It is thus not a definitive causal association, but rather only a statistical association that the design has identified. Thirdly, the study was based on self-reported data from questionnaires. Responses from the respondents can be biased by their reaction patterns or perceptions.
Fourth, the sample in this dissertation was only 100 respondents, which is practical for this dissertation. However, this is limited in comparison to the broader population of retail consumers in the United Kingdom. The size of the sample should then be taken into account when evaluating the generalisability of the results. Lastly, the study concentrated on the specific concepts of trendiness, customisation and eWOM. Kim and Ko's more comprehensive SMMA concept also involves other elements, including entertainment and interaction, but these aspects are not included in the present study. 
[bookmark: _Toc237293079][bookmark: _Toc240740043]3.11. Chapter Summary
The methodology adopted for the quantitative primary research has been laid out in this chapter. This study followed a positivist approach, descriptive and deductive methodology, with a cross-sectional design based on UK SME retail customers completing an online survey. The primary data were obtained from a structured questionnaire with a five-point Likert scale and analysed using SPSS with descriptive statistics, reliability analysis, Pearson correlation and multiple regression. The outcome of these empirical data and statistical findings is presented in the next chapter.


[bookmark: _Toc240740044]Chapter Four: Data Analysis
[bookmark: _Toc240740045]4.1. Introduction
The findings from the quantitative survey carried out to assess the effect of the selected social media marketing activities on customer purchase intention in SME retail businesses in the UK are presented in this chapter. Trendiness, customisation and electronic word-of-mouth were analysed as independent variables, while the dependent variable is customer purchase intention. Data screening and the demographic and social media profile of respondents are presented first, followed by descriptive and reliability analysis. The relationship between the study variables and the three research hypotheses is then assessed using Pearson correlation and multiple regression analysis.
[bookmark: _Toc240740046]4.2. Data Screening and Data Preparation
The online questionnaire received 100 responses, which were then screened and analysed statistically. 100 responses met the study's eligibility criteria and were included in the final data set. From the questionnaire, no responses were excluded, and there were also no incomplete responses (see Appendix A)
Data were also screened for missing data. All the respondents answered the questions included in this analysis; no missing data were detected in the responses to the questionnaires. This meant that no imputation or case deletion was needed. The responses were then coded and entered into SPSS for conducting the statistical analysis. To check the reliability of the items, the Likert-scale responses to the four main constructs (trendiness, customisation, eWOM and purchase intention) were kept as individual items and tested for reliability before composite scores were computed.
[bookmark: _Toc240740047]4.3. Respondent Profile
[bookmark: _Toc240740048]4.3.1. Eligibility and Demographic Characteristics
Among the respondents, all of the 100 respondents agreed to participate in the survey. They agreed that they were aged 18 or above. They had used social media platforms and had seen or interacted with a UK SME retail business via social media in the last 12 months. The pie chart showing the results has been attached in the appendices. Hence, the entire sample of 100 respondents was used for analysis (see Appendix B).
[image: Forms response chart. Question title: What is your age?. Number of responses: 100 responses.]
[bookmark: _Toc240740104]Figure 3: Pie Chart of the Age Distribution of Respondents (Author’s Own Survey)
The age distribution from the survey shows that the highest number of respondents were 25-34 years (35%), then the age group 18-24 years (19%) and 45-54 years (17%). The age group of 35-44 years old accounted for 16%, 55-64 accounted for 7% and 65 or above accounted for 6% of the respondents. This means that the sample represented a fairly wide age span of adults, with the largest proportion being aged 25-34, which represents 35 people in this age group among the 100 respondents.
[image: Forms response chart. Question title: What is your gender?. Number of responses: 100 responses.]
[bookmark: _Toc240740105]Figure 4: Pie Chart of the Gender Distribution of Respondents (Author’s Own Survey)
Among the 100 respondents, gender-wise, 49% of them were males, 40% were females, and 11% did not prefer to disclose their gender identity. 
[image: Forms response chart. Question title: Which part of the United Kingdom do you currently live in?  . Number of responses: 100 responses.]
[bookmark: _Toc240740106]Figure 5: Pie Chart of the UK Region of Respondents (Author’s Own Survey)
The survey questionnaire also included a question on which part of the UK the respondents are currently living in. Among the respondents, 33% of them were from England, 16% from Scotland, 20% from Wales, and 13% from Northern Ireland. The remaining 18% of the respondents did not prefer to mention their residential location. 
[image: Forms response chart. Question title: What is your employment status?. Number of responses: 100 responses.]
[bookmark: _Toc240740107]Figure 6: Pie Chart of the Employment Status of Respondents (Author’s Own Survey)
The employment status of the respondents indicated that the highest proportion were employed full-time, which represents 43% of them. Then, 20% of the respondents were employed part-time. The most common category was students (11%), followed by self-employed (9%), unemployed (9%) and retired (8%).
[bookmark: _Toc240740049]4.3.2. Social Media Usage
The results from the survey show that the respondents were active in a variety of social media, thus giving a suitable backdrop to discuss social media marketing activities. 
[image: Forms response chart. Question title: Which social media platform(s) do you use most frequently?  . Number of responses: 100 responses.]
[bookmark: _Toc240740108]Figure 7: Most Frequently Used Social Media Platforms (Author’s Own Survey)
According to the survey, the most popular platform used was Facebook; 87% of the respondents said they use Facebook most frequently. YouTube was the second most used social media platform, which was used by 80% of respondents, and the third most used platform was Instagram (67%). 39% of respondents said they used LinkedIn, 31% said they used X (Twitter), and 30% said they used TikTok. Fewer used Snapchat (14%) and Pinterest (13%). The usage percentages did not add up to 100% as respondents were able to tick more than one platform. The findings show that there were several dominant social media environments that the sample had access to, including Facebook, YouTube and Instagram. 
[image: Forms response chart. Question title: Approximately how much time do you spend on social media on a typical day?    . Number of responses: 100 responses.]
[bookmark: _Toc240740109]Figure 8: Frequency of Social Media Use (Author’s Own Survey)
The findings also provide an indication of the amount of time respondents spend on social media and their exposure to retail-business content. As for daily social media use, 42% of the respondents indicated that they spend 1-2 hours daily on social media, which was the highest percentage. Another 24% spent 30 minutes-1 hour a day, and 22% spent 2–4 hours a day. Approximately 5% used less than 30 minutes a day, while 7% spent more than 4 hours per day. In general, the findings suggest that the majority of respondents were exposed to social media regularly and for a considerable period of time, with 93% using social media for at least 30 minutes a day.
[image: Forms response chart. Question title: How often do you encounter content from retail businesses on social media?  . Number of responses: 100 responses.]
[bookmark: _Toc240740110]Figure 9: Frequency of Encountering Retail-Business Content on Social Media (Author's Own Survey)
Another relatively high percentage of respondents said they were exposed to retail-business content regularly. 47% reported seeing such content on a frequent basis, and 24% reported on an always basis. Another 24% reported sometimes encountering retail-business content and around 5% rarely. None of the respondents chose the answer 'Never'. Therefore, the sample had a high level of exposure to the type of social media marketing examined in this study, with 71% of the respondents having always seen or often seen retail-business content.
[bookmark: _Toc240740050]4.4. Descriptive Statistics
[bookmark: _Toc240740051]4.4.1. Summary of the Questionnaire Responses
Here is the summary of the questionnaire responses, where the measurement questions are represented here by the code which were used in Table 2 in Chapter Three.
	Variables
	Code
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree
	Total

	Trendiness
	TR1
	11 (11%)
	66 (66%)
	21 (21%)
	1 (1%)
	1 (1%)
	100 (100%)

	
	TR2
	18 (18%)
	48 (48%)
	32 (32%)
	1 (1%)
	1 (1%)
	100 (100%)

	
	TR3
	14 (14%)
	46 (46%)
	36 (36%)
	2 (2%)
	2 (2%)
	100 (100%)

	
	TR4
	13 (13%)
	50 (50%)
	32 (32%)
	4 (4%)
	1 (1%)
	100 (100%)

	Customisation
	CU1
	12 (12%)
	44 (44%)
	35 (35%)
	7 (7%)
	2 (2%)
	100 (100%)

	
	CU2
	13 (13%)
	41 (41%)
	39 (39%)
	6 (6%)
	1 (1%)
	100 (100%)

	
	CU3
	8 (8%)
	50 (50%)
	32 (32%)
	7 (7%)
	3 (3%)
	100 (100%)

	
	CU4
	11 (11%)
	52 (52%)
	30 (30%)
	6 (6%)
	1 (1%)
	100 (100%)

	eWOM
	EW1
	26 (26%)
	57 (57%)
	12 (12%)
	4 (4%)
	1 (1%)
	100 (100%)

	
	EW2
	25 (25%)
	49 (48%)
	21 (21%)
	4 (4%)
	1 (1%)
	100 (100%)

	
	EW3
	18 (18%)
	55 (55%)
	20 (20%) 
	7 (7%)
	0
	100 (100%)

	
	EW4
	18 (18%)
	43 (43%)
	20 (20%)
	18 (18%)
	1 (1%)
	100 (100%)

	Customer Purchase Intention
	PI1
	25 (25%)
	50 (50%)
	21 (21%)
	3 (3%)
	1 (1%)
	100 (100%)

	
	PI2
	30 (30%)
	59 (59%)
	9 (9%)
	2 (2%)
	0
	100 (100%)

	
	PI3
	25 (25%)
	52 (52%)
	20 (20%)
	3 (3%)
	0
	100 (100%)

	
	PI4
	24 (24%)
	42 (42%)
	28 (28%)
	6 (6%)
	0
	100 (100%)


[bookmark: _Toc240740095]Table 3: Summary of the Questionnaire Responses (Author)
The survey questionnaire responses show generally positive perceptions on all four study variables. The graphical representation of this survey questionaries has been attached on appendix B of this dissertation. Agreement was high on the four items for Trendiness, where Agree responses range from 46% to 66%. The responses for customisation were also largely positive, with 41% to 52% marking the Agree option. eWOM had significant agreement with 73%–83% of all respondents across its four items, particularly strong agreement. Overall, Customer Purchase Intention had the highest positive response with 66-89% for the four items. There were also neutral responses, which were usually below 39% on all items. There were relatively low levels of disagreement throughout the questionnaire, which suggested a general positive attitude towards social media marketing activities and purchase intention of the 100 respondents.
[bookmark: _Toc240740052]4.4.2. Descriptive Statistics Analysis
The distribution of the four study variables was explored using descriptive statistics. The table below shows the descriptive analysis summary of this dissertation. 
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Trendiness
	100
	1.00
	5.00
	3.7600
	.61126

	Customisation
	100
	1.75
	5.00
	3.5875
	.65364

	eWOM
	100
	2.00
	5.00
	3.8475
	.67316

	Purchase_Intention
	100
	2.00
	5.00
	3.9875
	.63303

	Valid N (listwise)
	100
	
	
	
	


[bookmark: _Toc240740096]Table 4: Summary of the Descriptive Statistics (Author)
All variables were measured on a 5-point Likert scale (1=Strongly Disagree, 2=Disagree, 3=Neither Agree nor Disagree, 4=Agree, 5=Strongly Agree) as seen in Table 3. The mean score for trendiness was 3.76, and the standard deviation (SD) was 0.61126, which was generally positive, reflecting the perceptions of the timeliness and relevance of the content of social media marketing. The mean for customisation was 3.59, and the SD was 0.65. It was above the scale midpoint of 3, but was comparatively low. This indicates that the majority of respondents felt that UK SME retail organisations were using some form of personalised social media marketing.
The mean score for eWOM was 3.85, and the SD was 0.67, which means that the engagement with perceptions was relatively positive. Respondents were generally positive about their intention to buy from UK SME retail businesses in the context explored, with the highest mean for Purchase Intention being 3.99, where SD = 0.63.
The minimum and maximum values also indicated that Trendiness covered the entire range of the scale from 1 to 5, whereas Customisation ranged from 1.75 to 5.00. eWOM and Purchase Intention were equally between 2.00 and 5.00. Overall, the means for all 4 constructs were above the neutral score, which seemed to indicate generally positive perceptions for the respondents.
[bookmark: _Toc240740053]4.5. Reliability Analysis
Cronbach's alpha (α) was used to measure the internal consistency of the measurement scales. Cronbach's alpha is an indicator that compares the consistency of the items in a scale and tests how well they measure the same construct. A value of 0.70 or higher is generally considered acceptable, with values around 0.80-0.90 being very good for internal consistency (Özer, Turan and Teke, 2022). If values are greater than .90, it may indicate some redundancy or similarity among items, although this is not necessarily the case.
	Reliability Statistics

	
	Cronbach's Alpha
	N of Items

	Trendiness
	.818
	4

	Customisation
	.786
	4

	eWOM
	.778
	4

	Purchase Intention
	.826
	4


[bookmark: _Toc240740097]Table 5: Reliability Statistics (Author)
Table 4 indicates that all four constructs were above the recommended value of 0.70. The internal consistency of Trendiness was very good, with an alpha of 0.818. The customisation and eWOM scores were 0.786 and 0.778, respectively, which are within the generally acceptable range of 0.70-0.80. Purchase Intention had an alpha value of 0.826, which is the highest reliability coefficient among the four items. Thus, reliability is satisfactory for all four scales and 16 items were selected for further analysis.
[bookmark: _Toc240740054]4.6. Correlation Analysis
The relationships among the study variables were analyzed by Pearson correlation. The table below shows the correlation analysis of this research. Correlation analysis is used to determine the presence of a positive or negative association between variables and to give initial information on the associations between the variables before a regression analysis (Mardia et al., 2024). SPSS was used to perform the analysis at the 5% significance level, and it was a two-tailed test.
	Correlations

	
	Trendiness
	Customisation
	eWOM
	Purchase_Intention

	Trendiness
	Pearson Correlation
	1
	.614**
	.599**
	.664**

	Customisation
	Pearson Correlation
	.614**
	1
	.544**
	.619**

	eWOM
	Pearson Correlation
	.599**
	.544**
	1
	.701**

	Purchase_Intention
	Pearson Correlation
	.664**
	.619**
	.701**
	1

	


[bookmark: _Toc240740098]Table 6: Correlation Analysis (Author)
Here, the double asterisk sign (**) implies a significant correlation among the variables. The results reveal that there is a moderately strong positive correlation between Trendiness and Purchase Intention (r = 0.664), suggesting that the stronger the perception of trendiness in social media marketing, the higher the customer's purchase intention. Purchase Intention also showed a moderately high positive correlation with customisation (r = 0.619). The most significant correlation with Purchase Intention was found for eWOM (r = 0.701), meaning that those who had a higher level of engagement with electronic word-of-mouth also had a higher level of purchase intention.
The independent variables were also positively related to each other. The correlation between Trendiness and Customisation was r = 0.614, and that between Trendiness and eWOM was r = 0.599. There was a relatively low positive correlation between Customisation and eWOM (r = 0.544). Overall, the correlation results show that all three social media marketing activities are positively related to customer purchase intention, which supports the further consideration of the predictive relationships of the three social media marketing activities in multiple regression.
[bookmark: _Toc240740055]4.7. Multiple Regression Analysis
Multiple linear regression was used to analyse the effect of Trendiness, Customisation and eWOM on Customer Purchase Intention among the respondents. Purchase Intention was used as the dependent variable, and the three social media marketing activities were used as the independent variables simultaneously.
[bookmark: _Toc240740056]4.7.1. Overall Regression Model
The regression analysis was done using SPSS. The significance level was 5% (α = 0.05), and the corresponding 95% confidence level was adopted for the regression analysis.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.783a
	.613
	.601
	.40005
	1.832


[bookmark: _Toc240740099]Table 7: Model Summary of the Regression Analysis (Author)
The overall association of the three predictors and Purchase Intention was found to be strong, with the regression model giving an R value of 0.783. The model yielded an R² of 0.613, indicating that the independent variables could collectively explain 61.3% of the variance in the dependent variable, Customer Purchase Intention. The adjusted R2 was 0.601, suggesting that about 60.1% of the variance was explained after adjusting for the number of predictors in the model.
	ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	24.308
	3
	8.103
	50.630
	.000b

	
	Residual
	15.364
	96
	.160
	
	

	
	Total
	39.672
	99
	
	
	


[bookmark: _Toc240740100]Table 8: ANOVA Table (Author)
The results of the ANOVA test revealed that the regression model was statistically significant with F= 50.630, p < .001. As it is below the significance level of 5%, the regression model is statistically significant.  The combination of the three social media marketing variables is thus statistically significant in predicting customers' purchase intention.
[bookmark: _Toc240740057]4.7.2. Regression Coefficients
All three predictors had positive and statistically significant effects on Purchase Intention as revealed by the individual regression coefficients.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Tolerance
	VIF

	
	B
	Std. Error
	Beta
	
	
	
	

	1
	(Constant)
	.631
	.277
	
	2.276
	.025
	
	

	
	Trendiness
	.292
	.091
	.282
	3.207
	.002
	0.523
	1.911

	
	Customisation
	.216
	.081
	.223
	2.656
	.009
	0.574
	1.741

	
	eWOM
	.386
	.078
	.411
	4.974
	.000
	0.591
	1.692


[bookmark: _Toc240740101]Table 9: Regression Coefficients and Multicollinearity Test Table (Author)
The perceptions of trendiness had a positive coefficient (β = 0.282), and the p-value is 0.002 < 0.05, which indicates there is a strong statistical relationship, as the p-value is below the significance level of 5%. The results imply that trendiness has a positive and significant impact on customers’ purchase intention.
Purchase Intention was also found to be positively and statistically significantly related to Customisation, as the coefficient is β = 0.223, and the p-value is 0.009<0.05. This result indicates that customisation has a positive and significant impact on customer purchase intention; however, the standardised coefficient is slightly lower than the other two variables.
The highest standardised coefficient was for eWOM (β = 0.411), and the p-value was 0.001<0.05 in the regression model. This indicates that eWOM has the most significant impact on customer purchase intention. Overall, the results show that all three hypotheses have statistical support, with eWOM being the most powerful predictor, followed by Trendiness and Customisation.
[bookmark: _Toc240740058]4.7.3. Multicollinearity Test
The collinearity statistics indicate that there was no serious multicollinearity problem among the predictors. The VIF values ranged between 1.692 and 1.911, and the tolerance values ranged between 0.523 and 0.591. These values of these indicate that the predictors were not sufficiently correlated with each other to be combined in the regression model.
The Durbin-Watson value of 1.832 also suggested good independence between the residuals. The maximum condition index was 19.971, which is not considered very high using typical diagnostic limits for multicollinearity (Precious, Abdullahi and Siyan, 2024). In general, the regression diagnostics suggest that there are no serious correlations or independence issues, and the regression coefficients can be interpreted accordingly.
[bookmark: _Toc240740059]4.8. Hypothesis Testing
The multiple regression analysis outcomes were used to check the hypotheses with Purchase Intention as the dependent variable and Trendiness, Customisation and eWOM as the independent variables. To determine if each hypothesis was supported, a significance level of 5% (p < .05) was applied. The following hypothesis testing provides answers to the research questions which were in Chapter 1:
RQ1: What is the impact of trendiness on the UK’s SME retail customers’ purchase intention? This research question has been addressed by hypothesis 1:
H1: There is a positive and significant influence of trendiness on customer purchase intention among customers of UK SME retail businesses. 
The regression results indicate that Trendiness positively and significantly affects Purchase Intention (β = 0.282, t = 3.207, p = .002). As the p-value is less than 0.05 and the coefficient is positive, H1 is accepted. This means that the more positive the perception of trendy and current social media marketing, the higher the respondents' intention to purchase. Hence, the results support the hypothesis and indicate that increased perceptions of timely, current and trendy social media marketing are correlated with increased purchase intention among the respondents. Therefore, the answer to RQ1 is positive, which implies that Trendiness has a significant positive influence on customer purchase intention.
RQ2: Does customisation have an impact on the UK’s SME retail customers’ purchasing intentions? This research question has been addressed by hypothesis 2:
H2: Customisation has a positive and significant influence on customer purchase intention among customers of UK SME retail businesses.
A positive and statistically significant regression coefficient (β = 0.223, t = 2.656, p = .009) was also found for customisation. The p-value is less than 0.05, and the coefficient is positive, which means that H2 is accepted. This finding indicates that there is a relationship between a more positive perception of customised social media marketing and a higher intention towards customer purchase. As a result, the answer to RQ2 is positive, where the hypothesis testing proves that Customisation has a positive impact on Purchase Intention.
RQ3: What is the influence of electronic word-of-mouth on the UK’s SME retail customers? This research question has been addressed by hypothesis 3:
H3: Electronic word of mouth (eWOM) positively and significantly affects purchase intention among customers of UK SME retail businesses. 
The results from the regression are the strongest support for this hypothesis. eWOM had a positive and statistically significant coefficient (β = 0.411, t = 4.974, p < .001). Thus, H3 is accepted. The standardised beta coefficient for eWOM was the highest, indicating that eWOM uniquely contributed the most to the regression model in explaining purchase intention, among the three predictors. Therefore, RQ3 is answered positively, and eWOM has a significant positive impact on customer purchase intention.
[bookmark: _Toc240740060]4.9. Chapter Summary
This chapter highlighted the results of 100 valid questionnaires that were received for this study. The descriptive results showed generally positive perceptions in terms of Trendiness, Customisation, eWOM, and Purchase Intention. The reliability analysis showed acceptable to good internal consistency for all four constructs, with Cronbach's alphas between 0.778 and 0.826.
The results of Pearson correlation analysis showed that all three types of social media marketing were positively related to Purchase Intention. From the Multiple regression analysis, it was revealed that the overall model was statistically significant and accounted for 61.3% of the variance in Purchase Intention. Trendiness, Customisation and eWOM were all positive predictors and supported H1, H2 and H3. eWOM showed the most significant unique predictor of Purchase Intention among the predictors. This analysis and discussion of the findings in the next chapter rely on the empirical evidence gathered.
 


[bookmark: _Toc240740061]Chapter Five: Discussion
[bookmark: _Toc240740062]5.1. Introduction
The results of the previous chapter are discussed and interpreted in relation to the research questions, hypotheses, theoretical framework and existing empirical literature in this chapter. The study explored the relationships between three social media marketing activities, which included trendiness, customisation and electronic word-of-mouth and customer purchase intention for UK SME retail businesses. The empirical results revealed that all three activities were positive and statistically significant predictors of purchase intention and that eWOM had the strongest unique predictive power. The results are discussed with respect to the previous studies that have investigated consumer behavioural responses and social media marketing activities in various contexts. For instance, prior empirical studies have found social media marketing elements like customisation, trendiness and eWOM to be significant marketing dimensions impacting consumer reactions and purchase-related outcomes (Nawi et al., 2022; Yadav and Rahman, 2018).
[bookmark: _Toc240740063]5.2. Discussion of the Main Findings
[bookmark: _Toc240740064]5.2.1. Trendiness and Customer Purchase Intention
The findings revealed that trends were positively and significantly related to customer purchase intention (β = .282, p = 0.002). This suggests that, after adjusting for the influence of customisation and eWOM, viewing contemporary and relevant social media information was related to greater intentions to buy from UK SME retail businesses.
This is in line with previous studies that reveal that trendy social media posts can lead to positive consumer reactions. For instance, Nawi et al. (2022) demonstrated that trendiness had a significant impact on brand-related outcomes which, in turn, explained the purchase intention. But evidence does not always align in different contexts. In the fast-food industry, recent research on social media marketing concluded that trendiness had an indirect significant effect on purchase intention through customer engagement (Mubiru and Goyal, 2026).
Thus, based on the present finding, it is suggested that trendiness may be especially relevant in SME retail as the businesses often promote new products, offers and changing consumer trends via social media. Since the study is cross-sectional, however, the result is more of a predictive relationship than causation.
[bookmark: _Toc240740065]5.2.2. Customisation and Customer Purchase Intention
Results indicated that customisation was positively related to customer purchase intention (β = .223, p = 0.009) and this relationship was statistically significant. This suggests that personalised and relevant social media content was linked to greater purchase intentions for UK SME retail businesses, but to a lesser extent than trendiness and eWOM.
This finding is supported by recent empirical research. According to Deepika and Massand (2025), there is a significant impact of customisation on the purchase intention of Generation Z customers through social media. Likewise, a 2025 study on social media marketing in the fashion industry revealed that customisation had a strong link with purchase intentions, while the trust garnered by the consumers also played a role in this relationship (Zed and Sellina, 2025).
The results of this study indicate that consumers could be receptive to content from SME retailers if it seems to resonate with their tastes and interests. Personalised recommendations, offers and product information are thus a possible way for smaller retailers to make social media communication more meaningful. The cross-sectional design, however, does not allow for the conclusion that the finding is necessarily a cause-and-effect relationship.
[bookmark: _Toc240740066]5.2.3. Electronic Word-of-Mouth and Customer Purchase Intention
The results revealed that eWOM was positively related to customer purchase intention and statistically significant (β = .411, p < 0.001), the strongest among the three social media marketing activities investigated. This suggests that consumers' reviews, suggestions and recommendations about the product and other opinions generated by users on social media, were significantly correlated with purchase intention.
The result is in line with Erkan and Evans (2016), who showed that the quality, credibility, and usefulness of eWOM information positively affect consumers' purchase intention by influencing consumers' information adoption. Recent research also backs the significance of credible eWOM. Based on the findings of Ngo et al. (2024), which surveyed 337 social media users, information credibility and adoption were found to be important factors affecting online purchase intention.
Consumers' generated information, as in the present research, could be even more influential for UK SME retail customers since reviews and recommendations can offer extra information and reassurance prior to buying. So, soliciting authentic and credible customer feedback could be especially beneficial for SME retailers. The cross-sectional design, however, does not demonstrate causation.
[bookmark: _Toc240740067]5.3. Discussion in Relation to the Theory of Planned Behaviour
The Theory of Planned Behaviour (TPB) suggests that attitude, subjective norm and perceived behavioural control (PBC) have an impact on behavioural intention (Ajzen, 1991). This current research provided partial theoretical support to TPB, as purchase intention was significantly related to all three social media marketing activities studied.
eWOM can be linked to subjective norms, for reviews, recommendations and opinions from other customers can be a source of social information that affects purchasing decisions. Consumers' positive assessments of products or brands can also be explained in terms of the attitudinal factor of TPB, as trendiness and customisation can also help in their positive evaluations. These interpretations are in line with the theory's perspective that beliefs and social influences influence behavioural intentions.
The study, however, did not directly measure attitude, subjective norms and perceived behavioural control. The results should not be viewed as a direct statistical test or validation of the full TPB model. In contrast, TPB offers a theoretical framework to explore the relationships between social media marketing behaviours and consumers' purchase intentions. This distinction strengthens the interpretation by acknowledging the constraints of the study's measurement system.
[bookmark: _Toc240740068]5.4. Discussion in Relation to Research Objectives and Questions
Objective 1: To assess the influence of trendiness on the UK’s SME retail customers’ purchase intention.
The results of the study directly answered the research objectives and research questions. RQ1 was used to assess the effect of trendiness on customers' purchase intention, which was the first goal of Objective 1. The result of the regression confirmed the positive and significant effect of trendiness (β = .282, p = .002), which supported hypothesis 1 and gave a positive answer to RQ1.
Objective 2: To explore the impact of customisation on the UK’s SME retail customers' purchase intention.
Investigating the effect of customisation on purchase intention was the focus of the second objective of the research, which corresponds to RQ2. Customisation was also found to be positively and significantly related to H2 (β = .223, p = .009). Therefore, RQ2 was answered, as customised social media content was significantly positively related to increased purchase intentions.
Objective 3: To study the impact of eWOM on the UK’s SME retail customers' purchase intention.
Purchase intention was the focus of the impact of eWOM, which was examined in RQ3, for the third objective. eWOM had the largest positive effect (β = .411, p < .001), which supported hypothesis 3 and provided a positive answer to RQ3. Overall, all three objectives were achieved, and all research questions were answered positively. The results also show that eWOM was the most powerful predictor, followed by trendiness and customisation. The findings offer empirical support that the identified social media marketing activities were significant predictors of customers' purchase intention in the UK SME retail environment.
[bookmark: _Toc240740069]5.5. Theoretical Implications
The study contributed to the literature by offering empirical evidence relating selected social media marketing activities to customer purchase intention in the UK SME retail context. The significant impact of trendiness, customisation and eWOM confirms previous studies that social media marketing can impact consumer behavioural intentions (Sharma et al., 2020).
The findings also contribute to the understanding by assessing all three dimensions at once. As revealed in the results, eWOM was the most significant predictor of purchase intention, followed by trendiness and customisation. This is an example of how consumer-generated information is important and different from firm-created social media content.
The results offer theoretical relevance in relation to the Theory of Planned Behaviour, but are not a direct test of the entire model. As the study did not directly measure attitude, subjective norms or perceived behavioural control, it is not possible to conclude the specific mechanisms outlined by the TPB. However, the results suggest that social media marketing activities are linked to consumers' purchase intentions, which will serve as a foundation for future research to include the entire TPB framework and to further investigate these underlying processes.
[bookmark: _Toc240740070]5.6. Practical Implications for UK SME Retail Businesses
The results have several implications for the practice of UK SME retailers. First, the impact of trendy content means that SMEs should keep their social media content up to date and relevant, especially when it comes to new products, offers, and evolving trends among consumers. Further evidence indicates that trendiness can positively impact purchase-related outcomes for MSMEs. Second, customisation was a key determinant of purchase intention. SMEs can thus make their social media communication more relevant by customising the information, recommendations and promotional content to consumers' interests.
Most importantly, eWOM had the greatest effect, as the beta coefficient was β = .411. SMEs should thus promote genuine customer reviews, recommendations and user-generated content, as meaningful consumer information can strengthen purchase consideration. Recent SME research also suggests that eWOM is a key determinant of the effectiveness of digital marketing (Medina and Lodeiros-Zubiria, 2025).
In general, the results indicate that SMEs should not depend on one social media activity. A mix of existing content and relevant communication in addition to credible consumer-generated information, could be a more viable way to boost purchase intention, especially when marketing resources are constrained.
[bookmark: _Toc240740071]5.7. Chapter Summary
The results of this study were discussed based on previous literature, theoretical framework and research objectives and questions of this study. The findings revealed that all the variables of trendiness, customisation and eWOM were positively and significantly related to customer purchase intention. Of the three variables, eWOM had the most significant predictive effect, followed by trendiness and customisation.
The findings provided a positive answer to all three research questions and supported all three hypotheses. The discussion also indicated that the results were largely similar to previous studies, but also highlighted the importance of the UK context for SME retail firms. TPB was used to provide a theoretical framework for interpreting the results and to identify key constructs that were not measured directly in this study. In general, the results indicate that contemporary social media content, relevant communication and consumer-generated information have the potential to enhance purchase intention among UK SME retailers. 


[bookmark: _Toc240740072]Chapter Six: Conclusion and Recommendations
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This chapter summarises the main findings and shows how the research objectives and questions were met. The study investigated the relationship between selected social media marketing activities and customers' purchase intention in SME retail businesses in the United Kingdom, which involves trendiness, customisation and eWOM (Electronic Word of Mouth). The conclusion is derived from the findings and discussion of the previous chapters.
[bookmark: _Toc240740074]6.2. Summary of the Key Findings
This study aimed at assessing the relationship between selected social media marketing activities and the intention to purchase products among customers in SME retail businesses in the United Kingdom. The results showed that all three variables (trendiness, customisation, eWOM) had positive and significant relationships with purchase intention. eWOM and trendiness had greater effects than customisation.
The regression model accounted for 61.3% of the variance in purchase intention, which meant that the social media marketing activities selected in the study had a good explanatory value in the context of the study. The results indicate that consumer purchase intention is related not only to the content of social media that is current and relevant, but also to personalised communication and information from other consumers.
In general, the study was successful in meeting its objective, and the answers to all three research questions were positive. The results thus emphasise the significance of the social media marketing activities for UK SME retailers, especially eWOM in the context of purchase intention. This section is similar to the recommended conclusion chapters; it summarises the key findings of the study without adding new empirical evidence.
[bookmark: _Toc240740075]6.3. Evaluation of the Research Objectives
The study successfully met all three research aims, which included the relationships between selected social media marketing activities and customer purchase intention in the UK SME retail context. The results offer empirical evidence that trendiness, customisation and eWOM are significantly related to customers' purchase intention.
The first objective was to measure the relationship between trendiness and customer purchase intention. The results showed a positive and statistically significant relationship (β = 0.282, p = 0.002), which supported hypothesis 1 and answered RQ1. These findings indicate that the purchase intention of customers was positively correlated with social media content which was timely, relevant and trending. This partially aligns with Nawi et al. (2022), who found that trendiness is one of the vital social media marketing activities in building consumer-level brand equity and purchase-related outcomes. Nevertheless, Ho, Zakaria and Foo (2024) found that the relationship between trendiness and purchase intention in the property market in Malaysia was positive and not significant. The difference indicates that the trendiness factor could differ based on industry and market context.
The second objective was to explore the impact of customisation on the purchase intention of customers. Customisation was positively related to the extent of use, with the relationship being significant (β = 0.223; p = 0.009), thus confirming hypothesis 2 and answering RQ2. This means that purchase intention was related to more personalised, relevant social media communication. This finding aligns with Ho, Zakaria and Foo (2024), which found that customisation had a positive and significant impact on purchase intention. It is also consistent with the study conducted by Deepika and Massand (2025), which explored the social media marketing practices of Generation Z and concluded that customisation was a factor affecting their purchase intention. Based on this, the present study results further support the importance of personalised social media marketing in affecting customer purchase intention
The third objective was to analyse the relationship between eWOM and purchase intention of customers. The results of eWOM were positive and statistically significant (β = 0.411, p < 0.001), which were consistent with hypothesis 3 and answered RQ3. It also had the highest standardised coefficient among the three predictors, suggesting that it had the strongest unique effect on purchase intention in this study. The results align with the study of Erkan and Evans (2016), who concluded that consumers' purchase intentions were affected by the quality, credibility, usefulness and adoption of eWOM information. The same study also showed that features and usefulness of online reviews influence purchase intention. This is why consumer-generated information in social media marketing becomes significant, as evidenced in the present findings.
[bookmark: _Toc240740076]6.4. Overall Conclusion
In general, the study illustrates the importance of the selected social media marketing activities in terms of customer purchase intention in the UK SME retail context. The results revealed that all three variables, trendiness, customisation, and eWOM, had a significant positive correlation with purchase intention, with the strongest effect on eWOM. The regression model accounted for 61.3% of the variance in purchase intention, which shows that the selected social media activities have significant explanatory power in this study context. The importance of these findings is that they prove that information created by businesses and consumer-generated information are both relevant in understanding the purchase intention among SME retail customers. The study thus adds to the existing social media marketing research body of knowledge through the contextual empirical evidence it offers and offers a foundation for UK SME retailers to consider how their social media activities can contribute to consumer purchase intentions.
[bookmark: _Toc240740077]6.5. Practical Recommendations
The results indicate that the following recommendations can be made for UK SME retail businesses: Firstly, SMEs should keep their social media up-to-date and relevant because trendiness was found to have a strong positive relationship with the intention to purchase. Keeping consumers up to date on new products, offers, and applicable trends may help keep them interested.
Second, SMEs need to enhance customisation, ensuring that the social media content is more relevant to consumers' interests and preferences. Customised product recommendations, relevant information and promotions could reinforce purchase consideration.
Third, special emphasis was given to eWOM, which was the most significant predictor of purchase intention. Therefore, it is important that SMEs promote real customer reviews, recommendations and user-generated content. As SMEs typically have fewer marketing resources compared to larger companies, building the credibility of customer-generated communication can be a viable option to aid purchase intention.
SMEs should adopt an integrated approach instead of just one of the activities. Trendiness, customisation, and credible eWOM might be a more effective social media marketing approach to customer purchase intention. The recommendations presented are directly from the study results and should be considered in the context of the study.
[bookmark: _Toc240740078]6.6. Limitations of the Study
The study was subject to certain limitations that need to be taken into account in the interpretation of the results. First, a cross-sectional design was used, which involved a one-time data collection. Therefore, the results show strong associations and not necessarily causal effects (Voleti, 2024).
The study employed 100 respondents, providing enough data for the statistical analyses undertaken, but only allowing generalisability to the broader population of the UK retail sector. Therefore, the findings should be interpreted in the context of the sample of respondents and UK SME retail businesses.
Also, the study used an online self-administered survey. Responses were subjective and may have been subject to individual interpretation or response bias. Moreover, the study focused on three social media marketing activities (trendiness, customisation and eWOM), and there is a possibility that other social media marketing activities also have an impact on purchase intention.
Lastly, while TPB offered a theoretical framework, it did not measure the constructs of the model itself, which included attitude, subjective norms and perceived behavioural control. Consequently, the study cannot be considered a direct test of the complete TPB model. The results are only applicable within these restrictions.
[bookmark: _Toc240740079]6.7. Recommendations for Future Research
This study could be expanded in a number of ways in future. Future studies might utilise a larger and more diverse sample to increase the generalisability of the results to all UK SME retail consumers. This current cross-sectional study has limitations in that it did not examine the relationships between social media marketing activities and purchase intent over time, so a longitudinal study will be appropriate to examine these relationships.
Moreover, future research might focus on other social media marketing factors, such as entertainment, interaction and advertising, to gain a more comprehensive understanding of factors affecting purchase intention. This would also enable comparison with the three dimensions studied in the present study.
Studies conducted in the future on this topic should also directly include the three key elements of the Theory of Planned Behaviour: attitude, subjective norms and perceived behavioural control. The investigation of these constructs along with social media marketing activities may be able to give a better understanding of how social media affects the purchase intention. 
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Title: Evaluation of the Impact of Social Media Marketing Activities on Customer Purchase Intention: An Empirical Study of SME Retail Businesses in the UK
This questionnaire survey collected data on the impact of Social Media Marketing of SME Retail Businesses in the UK on Customer Purchase Intention. The survey contained questions on the participant’s demographic information, participation consent, social media usage, and the four constructs: Trendiness, Customisation, Electronic word-of-mouth, and customer purchase intention.
Participant Information and Consent
1. Do you agree to participate in this research?  
· Yes
· No, I do not agree (end of the survey)
2. Are you aged 18 or above? 
· Yes
· No, I do not agree (end of the survey)
3. Do you use social media platforms?  
· Yes
· No, I do not agree (end of the survey)
4. During the past 12 months, have you encountered or interacted with a UK SME retail business through social media?  
· Yes
· No, I do not agree (end of the survey)
Demographic Information
1. What is your age?
· 18-24
· 25-34
· 35-44
· 45-54
· 55-64
· 65 or above
2. What is your gender?
· Male
· Female
· Prefer not to say
3. Which part of the United Kingdom do you currently live in? 
· England
· Scotland
· Wales
· Northern Ireland
· Prefer not to say
· Other: ___
 4. What is your employment status?
· Employed full-time
· Employed part-time
· Self-employed
· Student
· Unemployed
· Retired
Social Media Usage
1. Which social media platform(s) do you use most frequently?
☐Facebook
☐Instagram
☐TikTok
☐YouTube
☐X (Twitter)
☐Snapchat
☐Pinterest
☐LinkedIn
☐Other: _____
2. Approximately how much time do you spend on social media on a typical day?
· Less than 30 minutes
· 30 minutes-1hour
· 1-2 hours
· 2-4 hours
· More than 4 hours
3. How often do you encounter content from retail businesses on social media?
· Aways
· Often
· Sometimes
· Rarely
· Never
The following statements ask about your experience with the social media activities of UK SME retail businesses. Please indicate how strongly you agree or disagree with each statement. 
Here, 1=Strongly Disagree, 2=Disagree, 3=Neither Agree nor Disagree, 4=Agree, 5=Strongly Agree
Trendiness
	
	1
	2
	3
	4
	5

	UK SME retail businesses provide up-to-date information about their products through social media.
	
	
	
	
	

	UK SME retail businesses use social media to communicate new products, offers or developments quickly.
	
	
	
	
	

	Information shared by UK SME retail businesses on social media is relevant to current market developments.  
	
	
	
	
	

	The social media content of UK SME retail businesses reflects current trends relevant to their products.  
	
	
	
	
	


Customisation
	
	1
	2
	3
	4
	5

	UK SME retail businesses provide customised information through their social media.  
	
	
	
	
	

	UK SME retail businesses make it possible to search for product information that matches my interests through social media.
	
	
	
	
	

	UK SME retail businesses provide personalised information or offers through social media.
	
	
	
	
	

	UK SME retail businesses use social media to provide product recommendations or offers that are suited to individual customers.
	
	
	
	
	


Electronic Word-of-Mouth (eWOM)
	
	1
	2
	3
	4
	5

	I read reviews or opinions from other consumers about UK SME retail businesses on social media.
	
	
	
	
	

	I pay attention to recommendations about UK SME retail businesses shared by other consumers on social media.  
	
	
	
	
	

	Other consumers' opinions on social media can influence my evaluation of products offered by UK SME retail businesses.  
	
	
	
	
	

	I share or discuss information about UK SME retail businesses with other people through social media.   
	
	
	
	
	


Customer Purchase Intention
	
	1
	2
	3
	4
	5

	I am likely to purchase products from a UK SME retail business after encountering its social media marketing.  
	
	
	
	
	

	Positive reviews or recommendations from other consumers increase my confidence in purchasing from a UK SME retail business.  
	
	
	
	
	

	I intend to purchase products from UK SME retail businesses whose social media content I find relevant and useful.  
	
	
	
	
	

	I would be willing to purchase from a UK SME retail business that I discover through social media. 
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