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[bookmark: _Toc164644508]Chapter 1: Introduction
1.1. [bookmark: _Toc164644509]Background
The way people interact with businesses and choose what to buy has changed a lot since social media ads became a big part of modern marketing. Social media sites make communication, sharing information, and having fun much easier (Anderson and Johnson, 2017). Businesses know that promoting on social media can assist them connect with their target audience in a lot more expressive and personal ways than traditional methods (Pratinidhi and Bhujbal, 2024). If businesses want to stay relevant and successful in a market where customer tastes are always changing, they need to know how ads on social media sites affect what customers do.
1.2. [bookmark: _Toc164644510]Significance of the Topic
Companies need to know how social media advertising changes customers behaviour to stay competitive and effectively connect with their target audience (Pelet and Ettis, 2022). This is very important because more and more people use these sites to learn about goods and decide what to buy. M&S is a major British multinational retailer with headquarters in London, that sells clothing, beauty products, home products and food products (Marks & Spencer, 2024). This study shows the direct impact on business operations and the planning of marketing efforts of M&S.
1.3. [bookmark: _Toc164644511]Purpose of the Research
This research aims to figure out how social media campaigns make customers act by looking at ads on social media sites and how they change customers actions at different points in the buying process, such as when they see the ad, think about it, and then buy it (Ebrahim, 2020). Additionally, the goal is to collect data that can help M&S and other stores make their social media advertising campaigns more successful and get the most out of their investments.
1.4. [bookmark: _Toc164644512]Aim
The study aims to analyse the impact of social media advertising on customers purchasing choices within the retail sector.
[bookmark: _Toc164644513]1.5.    Objectives
1.To understand how advertising on social media affects customers purchase decision.
2.To determine what factors influence the relationship between social media marketing and customer purchasing choices

1.6. [bookmark: _Toc164644514]    Hypotheses on the Impact of Social Media on Customer Decision
Hypothesis 1: Social media increases the desire to own a product by exposing users to advertising material and encouraging engagement with it. 
Hypothesis 2: Customers need for certain things grows when they receive information, social validation, and inspiration from their peers and influential figures on social media.
Hypothesis 3: Desire for growth and need satisfaction play a part in the relationship between social media and purchasing decisions. 
Hypothesis 4: Social media advertising improves resource consideration by giving customers comparative information, evaluations, and testimonials.


[bookmark: _Toc164644515]Chapter 2: Literature Review
[bookmark: _Toc164644516]2.1.  Definition of Social Media and Customer Decision Process
“Social media” refers to online tools and services that allow users to create, exchange, and trade information while also forming social networks (Gharal, 2023).It includes platforms such as Facebook, Instagram, Twitter, LinkedIn, and YouTube. It allows individuals and organisations to connect, communicate, and engage with each other in virtual communities.
2.2. Social media can be measured using various metrics and tools, including:
1.Engagement metrics: Likes, shares, comments, and retweets (Gharal, 2023).
2.Reach metrics: Number of followers, impressions, and reach (Gharal, 2023).
3.Conversion metrics: Click-through rates, conversion rates, and return on investment (Gharal, 2023).
4.Sentiment analysis: Analysing the tone and sentiment of social media mentions and conversations related to a brand or product (Gharal, 2023).

[bookmark: _Toc164644517]2.3.  Customer Decision Process
“Customer Decision” is the process by which an individual evaluates various options and ultimately select one product or service over others(Qazzafi, 2019).There are five steps in the customer decision process, they are problem recognition, information search, alternatives evaluation, purchase decision and post-purchase evaluation (Lucidchart, 2024).

1.Need Recognition: This initial stage involves consumers identifying a need or want for a product or service. It can start with basic needs or desires and may be influenced by both internal and external factors. Companies should understand consumer needs and tailor their marketing strategies accordingly (Qazzafi, 2019).
2 Information Search : In this stage, customers actively seek information about products or services through various sources, including personal, commercial, public, and experimental channels(Qazzafi, 2019). Social media plays a significant role in providing information and influencing consumer perceptions.
3 Evaluation of Alternatives : After gathering information, consumers evaluate different options based on their preferences and needs. Marketers focus on understanding consumer behavior and preferences to capitalize on this stage of the decision-making process (Qazzafi, 2019). 
4 Purchase Decision : Once consumers have evaluated alternatives, they make a decision to purchase the product or service that best meets their criteria. Factors like price, availability, and brand reputation can influence this decision, which may also be shaped by social media influences (Qazzafi, 2019).
5 Post-Purchase Decision : After making a purchase, consumers evaluate their satisfaction with the product or service(Qazzafi, 2019). Social media can amplify both positive and negative post-purchase experiences.
[bookmark: _Toc164644518]2.4.  Relationship between Social Media and Customer Decision
1.How social media affect Need Recognition: Influencers who connect well with their audience and have established loyal followings on platforms like “Instagram” and “TikTok” are now one of the factors that can influence customer purchase decision and help exact product reach their audience(Vishnu, 2024).
2.How social media affect Information Search: Studies indicate that the majority of customers looking for online reviews prior to making purchase decisions(Vishnu, 2024).
3.How social media affect Evaluation of Alternatives:Social Media offers a wealth of information(Vishnu, 2024).For example, if a customer wants to buy a product ,the customer can easily access different variations of the product and choose this one which  most satisfy his needs.
4. How social media affect Purchase Decision :Customers can easily approach to a huge source of information in the Social Media. Social media serves as a vital link between consumers and brands, acting as a tool to enhance brand awareness among customers, which helps customers make a decision about what to buy(Nguyen, 2021). 
5. How social media affect Post-Purchase Decision :Social Media platform allow customers to give a feedback connected with their purchase. Positive experiences may lead to brand loyalty and repeat purchases, while negative experiences can result in dissatisfaction and potential brand switching(Qazzafi, 2019).
 
Many studies have explored the relationship between social media and customer purchase decision(Nguyen, 2021).Brands may utilise targeted advertisements and social media content to communicate with consumers, provide product information, and persuade them (Gharal, 2023). When individuals connect with sponsored content on social media, factors such as social proof, friend recommendations, and If people believe that the brand is valuable, they might want to buy its products(Lucidchart, 2024). For example, watching compelling information on social media generates a need for a product, and assessing the product's features and advantages satisfies this perceived need.
Social media also contributes to the creation of demands by fixing customers issues, demonstrating the advantages of a product, and creating a sense of urgency by conducting limited-time bargains and offers. Advertisements on social media help brands connect with and talk to their ideal customers (Lucidchart, 2024). This helps them figure out what people want and need, which leads to more sales and happy customers.
[bookmark: _Toc164644519]2.5.  Theoretical Models and Frameworks

This section explains the mechanisms  by which social media advertising affect the steps.
It is beneficial to examine theoretical models and theories in order to comprehend how social media advertising works and how it influences people's choices. Many individuals utilise the Elaboration Likelihood Model (ELM) and the Theory of Reasoned Action (TRA) to better comprehend this relationship.
The Elaboration Likelihood Model (ELM) says that people think about strong words in two different ways: centrally and peripherally. It explores how customers process four different types of advertising content, which is informational, comparative, emotional, and social responsibility.Informational and comparative ads mainly focus on product features to grab attention, using the central route. On the other hand, emotional and socially responsible ads target peripheral processing, shaping brand perceptions and purchase decisions(Pan, 2024). Decisions may also be affected by outside factors, like advice from influential people.
The Theory of Reasoned Action (TRA) says that views and personal rules affect action plans, which in turn decide what people do (Qazi and Muhammad, 2017).
[bookmark: _Toc164644520]2.6.   Advantages and Disadvantages of Social Media Advertising
There may be many benefits for firms that employ social media advertising. First and foremost, it enables marketers to tailor their plans to certain groups, interests, and behaviours, ensuring that advertisements reach the most relevant clients (Balroo, 2023). In addition, social media marketing is less expensive than conventional approaches, with reduced expenses per view, click, or sale. As a result, businesses of all sizes may benefit from it. Real-time monitoring on social networking platforms allows marketers to observe how effectively their campaigns are doing, analyse critical data, and make immediate changes to their plans. This promotes public bonding and involvement (Pelet and Ettis, 2022).
However, social media advertising has disadvantages.The biggest disadvatages that affect negatively the customers is Internet addiction, followed by lack of security,information overload and loss of social contacts(Drahošová and Balco, 2017). Also, the frequency with which social media sites update their algorithms can affect the number and visibility of ads, making marketers constantly change how they do things (Balroo, 2023). People are worried about their privacy when companies collect and use personal information for focused ads. Brand safety is another problem because ads may show up next to offensive or controversial content, which could hurt the brand's image (Pozniak and Skrypchenko, 2021).


[bookmark: _Toc164644521]Chapter 3: Research Methods and Methodology
[bookmark: _Toc164644522]3.1.  Research Philosophy
The study will use a positivist philosophy. This method shows how useful things are in the real world and how the things people learn can be used to fix problems (Ebrahim, 2020). This point of view can be used to look into how ads on social media make people more likely to buy things.
[bookmark: _Toc164644523]3.2.  Research Paradigm
A logical method will be taken for the analysis. Positivism stresses the idea that things can be measured and proven objectively through direct thought and experimentation. This paradigm is good for looking into how ads on social media affect people's decisions about what to buy because it focuses on using quantitative data analysis to test hypotheses and come to conclusions based on facts (Pratinidhi and Bhujbal, 2024).
[bookmark: _Toc164644524]3.3.  Research Approach
It will be done using a deductive research approach. This research approach use collected data to test hypotheses (Streefkerk, 2019) The relevance of this method to this study lies in the fact that it lets existing theoretical frameworks and real-world data be used to test ideas about how social media advertising affects people's decisions to buy things.
[bookmark: _Toc164644525]3.4.  Research Methodology
This research will use a quantitative research method. Quantitative study uses numbers to look for patterns, links, and trends(Bhandari, 2020).After the data is collected , it may need to be transformed from words to numbers,so statistical analysis can be used to answer the research questions(Bhandari, 2020).
[bookmark: _Toc164644526]3.5.  Research Strategy
The study will collect information from a lot of different sources, like through a survey (Anderson and Johnson, 2017), is needed to make sure that the results are useful. To test theories and meet study goals, M&S customers can quickly and easily access an online or paper surveys.
[bookmark: _Toc164644527]3.6.  Sampling Methods
The method used in this work is known as stratified random sampling method. Stratified random sampling is a method of selecting a sample in which we will first divide a population into smaller subgroups  like gender,age,income and then randomly select among each stratum to form the final sample(Simkus, 2023). Each participant is picked at random, which lowers the chance of discrimination and makes the data more dependable.
[bookmark: _Toc164644528]3.7.  Data Collection Methods/Tools
50 of M&S buyers would be asked to fill out an online survey to gather information. The survey would have organised questions about real shopping habits, how people feel about the brand, how they use social media, and how often they see M&S ads.
[bookmark: _Toc164644529]3.8.  Ways of Interpreting Data 
This research data will be analysed using descriptive and inferential analyses such as regression analysis, hypothesis testing, and association analysis (Pelet and Ettis, 2022). There could be a strong and important link between ads on social media and people's decisions to buy things. This study will look into it.
[bookmark: _Toc164644530]3.9.  Time Prospects of the Research
	Chapters
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10

	Introduction
	· 
	
	
	
	
	
	
	
	
	

	Literature Review
	
	· 
	· 
	· 
	· 
	
	
	
	
	

	Research Methods and Methodologies
	
	
	
	
	
	· 
	· 
	
	
	

	Data Analysis and Discussions
	
	
	
	
	
	
	
	· 
	· 
	

	Conclusion, Limitation and Recommendations
	
	
	
	
	
	
	
	
	
	· 


[bookmark: _Toc164644531]3.10.  Ethical Consideration
In this case study we will follow UWTSD ethical requirements.Some ethical requirements are  to ensure participant safety, keeping data secret, and ensure confidentiality(UWTSD, 2022). People who agree to take part in the study will be put at ease the whole time.


[bookmark: _Toc164644532]Chapter 4: Conclusion
The results demonstrate how significant social media advertising is in altering people's behaviour and the way advertisers schedule their campaigns. To make a business run better, the study shows how important it is to understand this changing link. By looking into how customers decide what to buy after seeing ads on social media, businesses can change and improve their marketing strategies to better connect with their audience and meet their goals in a market that is becoming more and more digital.
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