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[bookmark: _Toc213260067]1. Chapter 1: Introduction 
[bookmark: _92hsxxiq7oyk][bookmark: _Toc213260068]1.1 Introduction 
Social media marketing is one of the important marketing concepts in the digital world which helps to use different online platforms for prompting brands. Sainsbury is the second largest retail store within the UK which includes 600 supermarkets and more than 850 convenience stores (Sainsbury, 2025).  The total number of employees in this organisation is more than 140,000 and they promise to provide good quality products with affordable range. Through different online platforms such as Facebook, Instagram, Youtube and many others this organisation promotes their products in the global marketplace. Through effective platforms Sainsbury addresses the changing needs of customers and makes a strong connection with customers. Purchasing decisions of customers has been easily influenced through effective online platforms which lead to high sales growth (Purnomo, 2023). Sainsbury mainly focuses on the promotional processes that directly promote the sales through the competitions and special offers which encourage the customers for purchasing specific products. It also facilitates the online purchasing options in the UK market and it is the significant portion of the social media users that deals with complete purchases. 
[bookmark: _Toc213260069]1.2 Problem Statement 
The main problems that are associated with the role of social media marketing for the development of the sales process include the difficulty in measuring the ROI, maintaining the consistent engagement, adaptation of new trends and algorithms and many others. Through this, Sainsbury can face issues in the customer engagement process which will affect the growth of sales within the market. The main users of social media actually require the significant investment on creativity, effort and time that consistently produces the engaged materials across different other multiple platforms which is resource-intensive (Kale et al., 2024). Moreover, the company can also face the lack in the social media presence and the missed opportunities for personifying the core values of the company. The social media platforms mainly help in adapting the new trends that might be difficult to adapt and it also demands ongoing resources and training. The intense competition within the social media market is not that much effective for Sainsbury as there are several competitors that are vying for customer attention. On the other hand, the negative feedback of the customers includes the complaints from the customers that damages brand reputation (Arruda Filho and Barcelos, 2021). For this, the company can focus on effective social listening and the plan for crisis management which is very vital.   
[bookmark: _ljy1gujcli0c][bookmark: _Toc213260070]1.3 Research aim and objective 
Aim
The main aim of this study is to analyse the role of social media marketing in the sales growth of Sainsbury.
Objective 
· To analyse the role of social media platforms for driving the sales growth of Sainsbury.
· To evaluate the impact of social media marketing on the business performance of Sainsbury.
[bookmark: _dmy1zctrw7l2][bookmark: _Toc213260071]1.4 Research question
· What is the role of social media platforms for driving the sales growth of Sainsbury?

[bookmark: _mz7f3eovwq3p][bookmark: _Toc213260072]2. Chapter 2: Literature review 
[bookmark: _pwjwg79hvpwe][bookmark: _Toc213260073]2.1 The role of social media marketing in the business growth of retail industry
Social media marketing is one of the important concepts in retail growth which helps to increase brand awareness among customers. Through different online social media platforms retailers can connect with different customers and increase their brand visibility among a wider audience base. Two-way conversation helps retailers to engage with customers and influences their purchase decision through building loyalty (Bajak and Spendel, 2022). This effective strategy helps to lead generation within the business landscape and increases the sales rate of organisations. Social media also provides valuable insights of customers with the help of real-time data and improves overall product campaigns (Theodorakopoulos and Theodoropoulou, 2024). Based on target audience specific advertisement has been created which increases their marketing efforts in a cost-effective manner. 
Social media marketing is critical for the growth of sales within the retail sector and it helps in increasing the brand awareness, manage shoppable content, enhance customer loyalty and engagement and drives sales through the targeted ads. On the other hand, it also allows the direct interaction of the customers provides valuable market insights and also builds brand credibility through user-generated content and influencer collaborations (Lariba, 2023). The retail sector also focuses on increasing brand awareness and visibility where social media platforms focus on reaching the stage for the retailers for showcasing the products and also connect with the larger audience. According to Vidani, (2024), the retailers can also use the targeted advertising process within the social media by creating the shoppable posts, driving traffic directly and also reaching specific demographics for the e-commerce sites and other physical stores. The social media platforms are used by the retail companies so that they can easily engage customers through their innovative promotional ads and monitor different customer preferences. 
[bookmark: _xf2200y8lf3][bookmark: _Toc213260074]2.2 Challenges faced by retail industry during integrating social media marketing into their business 
The retail industry faced several challenges during implementing social media marketing in their business which impacted their brand reputation. Customer needs are changing rapidly and creating content as per their requirements become challenging for retail organisations. Apart from this, many social media platforms failed to promote products due to lack of clear goals. Measuring ROI of business has been difficult for retail industries due to using several social media platforms (Diab, 2023). High competition within the business and ethical issues related to regulation also become challenging for retailers during the use of social media platforms. It is much more challenging for proving the time and money that are spent within the social media which leads to the meaningful results. In addition, there are several retailers that actually get caught up in tracking the superficial metrics and they do not focus on the business-driving results.
Through social media, the retail companies also face different types of criticism that can damage the overall reputation of the brand when it is not handled in the proper way. Moreover, there is a rapid spread of misinformation on the social platform which might be a significant challenge for the brands. Cross-cultural integration is also considered as the major challenge to create the seamless and the integrated experience between the social media and ecommerce process (Zimu, 2023). Moreover, there are several retailers that struggle with the lack of time, necessary expertise and financial resources.
[bookmark: _pbufjqi81g77][bookmark: _Toc213260075]2.3 Theoretical framework 
Green marketing theory 
Green marketing theory helps in sustainable growth of business through increasing customer loyalty. Brand reputation of business has been enhanced through effective sustainable practices of the retail industry which increases customer engagement rate (Gelderman et al. 2021). Overall cost of operation has been reduced through using sustainable marketing measures which drives the sales rate of the retail industry. This particular theory also has the ultimate goal which focuses on enhancing the overall brand image and the profitability that actually appeals to the environmentally conscious consumers. It will also help to promote and develop the products of the retail sector based on the environmental benefits and growing demand of the consumers.  
[bookmark: _9ehei39ciar0][bookmark: _Toc213260076]3. Chapter 3: Methodology
[bookmark: _5q9hxjgizn8][bookmark: _Toc213260077]3.1 Research onion 
Research onion is a conceptual framework that helps to complete research through six layers of research. Based on this systematic process, researchers get a structured format which helps to extract proper outcome of research in an organised manner (Alturki, 2021). Six layers of research onion include research philosophy, research approach, research strategy, time horizon, data collection techniques and procedures. Through this research onion researcher will be logically connected with specific data collection methods and analyse collected data more organised. Each layer of research onion signifies different aspects of research outcome in an organised manner (Abdelhakim, 2021). The layered structure helps to break down complex structures of research in a manageable way which provides a clear roadmap for researchers. 
[bookmark: _whh9shkjodd1][bookmark: _Toc213260078]3.2 Research philosophy 
Research philosophy is a belief that helps to understand the overall research phenomenon of the study in a structured format. This paradigm has been classified into three parts such as positivism, interpretivism and pragmatism. Positivism research philosophy shows the scientific beliefs of research with the help of real evidence (Ali, 2024). Interpretivism research philosophy helps to analyse social phenomena of research in an organised manner. Apart from this, pragmatism research philosophy helps in the decision making process of researchers. Among all of the research philosophy, researchers will focus on Interpretivism research philosophy which helps to analyse social phenomena of the study in an organised manner (Junjie and Yingxin, 2022). Through this research philosophy researchers will understand the right way of data collection process. Moreover, this philosophy analyses different social aspects of Consumers of Sainsbury about social media marketing which helps in interconnection with consumers in an effective manner. Therefore, through effective connection this organisation increases their sales growth which leads to high revenue growth. 
[bookmark: _1iucwpg5o434][bookmark: _Toc213260079]3.3 Research approach 
Research approach is an overall strategy of the study which systematically arranges overall research procedures in an organised manner. This research philosophy has been classified into three types and each of the parts signified a different strategy based on the research topic (Ozuem et al., 2022). Inductive research approach helps to analyse patterns of collected data in a new format and develop new concepts based on identifying new insights in it. Deductive research approaches consider existing theories and collected data as per requirements. Abductive research approach is a combination of inductive and deductive research processes. Among all of the choices, researchers will focus on an inductive research approach which helps to interpret new aspects of the data collection process (Kumar and Ujire, 2024). Through identifying new patterns of data collection theories will be developed which enhances overall quality of research. New Insights of social media marketing also discovered through rely on this research approach which helps to extract expected research outcome in an organised manner. Apart from this, all of the information of research will be collected and analysed depending on a new theoretical concept. 
[bookmark: _Toc213260080]3.4 Research design 
Research design is a blueprint of the study which helps research to complete research in a systematic manner (William, 2024). This research design has different types and based on research types there are mainly four types. Descriptive research design describes detailed information about research topics and provides a transparent overview. Correlation research design analyses the relation between two variables and also explores interconnectivity between variables. Exploratory research design explores new insights of research and explanatory helps in decision-making process. Among all research designs, this study will focus on exploratory research design that helps to extract proper outcomes with effective decision-making aspects (Olawale et al., 2023). Real challenges behind this social media marketing have been clearly defined through this research design which uncovers new ideas for conducting the study. 
[bookmark: _r38m12ow5kau][bookmark: _Toc213260081]3.5 Data collection method 
A data collection process is a specific process that helps in collecting data to follow a specific format. Depending on data type this data collection process has been classified into four types such as secondary qualitative, secondary quantitative, primary qualitative and primary quantitative. Secondary qualitative data collected information through secondary resources and secondary quantitative data collected information through annual reports (Ajayi, 2023). Apart from this, primary qualitative data collected through interview and quantitative data collected through survey process. Depending on the study, research will focus on secondary qualitative data collection methods and with the help of different resources data will be collected. Google scholar, pub Med, Science Direct and many other resources will be used for collecting data related to research topics (Cheong et al., 2023). Different articles related to Sainsbury and social media marketing will be used as a resource. 
[bookmark: _q41gwyp47ps0][bookmark: _Toc213260082]3.6 Data analysis technique 
Collected data has been easily analysed through specific methods which helps to extract proper outcome of the study. For example, secondary qualitative data analysed through developing themes and secondary quantitative data analysed through interpreting interview methods (Cheong, 2023). Apart from this, primary quantitative data analysed through Statistical tool and primary qualitative data analysed with the help of transcript. Hence, this study will focus on secondary qualitative data and based on data type thematic data analysis techniques will be used in this study which develops themes for extracting information from collected data (Sharma et al., 2023). Based on indemnify patterns of data themes will be developed which helps to get relevant findings. Themes with graphical representation help to increase overall accuracy of findings and also help to discover different aspects of social media marketing strategy of Sainsbury. 
[bookmark: _Toc213260083]4. Expected outcomes 
[bookmark: _25cs79jgg415]The expected outcome of the research includes thematic analysis which includes the relevant themes based on the research topic. It also determines graphical representation of the themes that conceptualises the role of social media marketing strategy of Sainsbury that enhances the sales growth. The study also includes in illustrating the themes that illustrate the growth phenomenon of Sainsbury and also provides authentic data that are related with the company process. It will also determine the critical discussion of the themes and is also compared with the information extracted within literature review. This particular comparison will lead to the understanding of a better point-of-view of the researchers.  
[bookmark: _azl6zsjzs3lx][bookmark: _Toc213260084]5. Limitations of the study
The main research limitations determine the weaknesses associated with the study and one of the research limitations is methodological limitations that determine the issues of research designs. Moreover, it includes lack of specificity where the data was not collected for the exact purpose and lack specific details. The collected information is somewhat biased in nature that does reflect the current conditions of the research topic. The study also determines the secondary data methods which will further focus on illustrating the data with the help of the thematic analysis process. Furthermore, the expected outcomes are also discussed that are aligned with the research topic.
[bookmark: _73ufvb45mt9w][bookmark: _Toc213260085]6. Timeline
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Figure 1: Timeline of the research
(Source: Self-developed)
[bookmark: _dsnspe5ibgk2][bookmark: _Toc213260086]7. Conclusion 
The study focuses on analysing the research that illustrates the role of social media marketing that will enhance the sales growth of Sainsbury. It also includes discussing different literature and methods through which secondary data collection and analysis is done. Through effective methodologies this study gets accurate findings which helps to conclude the proper outcome of the study. Different aspect of research also highlighted through relies on different methodological steps in a systematic manner. 
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