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Abstract 
Social media marketing has become essential for the growth of the business as the technological innovations are reaching to the new heights. This research plan is aims to discover the effectiveness of social media marketing in the physical retail industry for United Kingdom. About 40.58 million people use social media in United Kingdom in decision making process. This is the reason that almost every business ventures is adopting the social media marketing strategy to connect to their customers in an easy way. Qualitative methods have been chosen as the research methodology for this present study. Qualitative Research Methods are specifically used when the researcher is trying to reveal the behaviour and preferences by targeting a particular portion of the specified audience. As the present study is based on the qualitative research method, the inductive research approach would be taken. To observe the effectiveness of the social media marketing in the physical retail store in UK, the data collection would be based on finding the answer that how the decisions are made and which provide the insight of the objectives and research questions. A focus group of 6-10 people and an online survey would use to track the pattern of the UK physical retail stores market scenario and to test the customers’ preferences for any particular brand in different social media platforms. Secondary data consisting monthly and yearly published several journals and reports via secondary data sources would provide the views of different retail stores sales, their social media involvement. The present research plan is expected to open new areas of future improvements and strategies as very few studies have focused on the impact of social media marketing on physical retail in particular in comparison to its effects on online shopping or e-commerce.  
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[bookmark: _Toc27672180][bookmark: _Toc27670851]Part 1: Research Plan 
[bookmark: _Toc27672181]1.0 Introduction 
[bookmark: _Toc27670852][bookmark: _Toc27672182]1.1 Background of the study 
Social media marketing has become one of the key drivers for the growth of the business in the era of technological innovation. The company use this social media analysis to build the business by connecting to the customers. Social media marketing first started with the publishing house but with the advancement of technology the area of social media spread and captured the maximum part of the audience. In the present context, the important social media platforms are Facebook, Instagram, Twitter, YouTube, Snap Chat, LinkedIn, Pinterest etc. These social media platforms are extensively used in business in order to spread the idea of the brand among the customers, website development, and increase sales of their products. In 2019, a report published by Statistia estimated that there exist 40.58 million social media users in UK (Kim and Ko, 2012). This is the reason that almost every business ventures is adopting the social media marketing strategy to connect to their customers in an easy way. The content of the social media played an important role in determining the effect of it. The scope of social media marketing is based on analysis, advertising and engagements. Company formation expert named Turner little has analysed with the data from Office from National Statistics (ONS) the social media marketing in UK and found some of the facts that 60% of the business are using social media marketing for their business and this percentage decreases to 57% for the small business (Sachdeva and Goel, 2015). It is also revealed from the report that over 90% of the employees of the bigger company using blogging and content generation in the company website. 
	The rate of digital adaptation is increasing at fast rate. Retailers are not the exception of this process. Huge number of mobile phones and the use of internet help business to boost their business. The top retail stores in UK are also very popular in social media. That means there exist a positive correlation between the top selling brands and their engagements in the social media platforms. Nike, Adidas, Lululemon, Dr Martens, Urban out fillers, Tommy Hilfiger, Guess, diesel etc. are in top of the list of 100 street selling brand on UK social media (Tuten and Solomon, 2017). The numbers of followers of the brand are the indicators of the spread of this brand. If the customers are not interacting with the brand in retail store or via e commerce, there is no use of the social media marketing. Retail industry in UK employs largest number of private sector employees which adds up to around three to four million workers. According to the published sales report 2018, Retail industry in UK created £382 billion worth of retail sales. This figure indicates that the retail industry has become vital for the UK economy.
	The social media marketing has huge impact in the business opportunities. The social media marketing helps businesses to achieve their goals or sales target by creating brand awareness and decorating their websites to attract customers. After identifying the nature of the retail store like clothing, food, fashion, medicine, sports and leisure, technology and e commerce, the business identifies the target customers and the audiences. The target audience should be met accordingly. The type of the content e.g. video, image, story or links, depend on the type of the audience the business is targeting (Fisher, 2012). The social media marketing starts with the strategic planning and the give the opportunities to the business to identify the target customers. The right timing and the frequency of the publishing also plays the major roles in business. If the social media influence in a business is higher, it becomes important to engage the customers in better way with more innovative approach. Apart from capturing the customer base it become important to analysis the effects of the customer satisfaction and also to incorporate the suggestions in the business for future expansion of the business (Maxwell, 2012). Advertising also plays an important role in social media marketing of the physical retail store. Now days the social media marketing has become so powerful that it can also generate appropriate advertisements for the specific audience based on the interest, behaviour, ethics and  demography. 
Using the above discussion it can be stated that the present study seeks to identify the effectiveness of social media marketing in physical retail store in United Kingdom. The primary objectives of the study aimed at identifying the risks and challenges in the UK physical retail store and also to specify the strategies to ensure better customer engagements in the retail stores. The social media marketing it itself a broad concept but some strategic tools and techniques are required for the efficient use. The secondary aim of the research includes,
[bookmark: _Toc27670853][bookmark: _Toc27672183]1.2 Problem Statement 
	The influence of social media marketing in the physical retail store is increasing at a first rate and also the risk and challenges associated with the effects of the social media. This research paper seeks to understand both the positive and negative impact of the social media marketing in the physical retail store in UK. The shopping habits and the purchasing pattern of the consumers are fluctuating every other day due to change in the promotion and advertisements of the retail brands. The customers who were comfortable to shop using physical retail store are now experiencing shopping with just one click. This is the reason that the part of the retail store is struggling. The recent studies and several report concluded that there is a huge decline in the footfall in the physical retail business. This is the way the online retailers are taking the advantage to increase the sales. The emergence of technology is the reason that the mangers are moving from the published media and radio advertising (Krueger, ,2014). The risk and challenges associated with the social media marketing is increasing as there is constant pressure of technological up gradation constantly. Social media marketing through several media campaigns and advertisement is creating the ways. The marketing campaign in the physical retail stores are designed to provide competitive edge, branding, loyalty of the customers etc (De Vries and Carlson, 2014). the negative side of the social media campaigning includes the complex handling of the extensive reviews and the implementation of the suggestion by the managers. Thus it can be said that the application of social media marketing and the proper usage of it requires knowledge of the media and marketing, time and also the additional cost of setting it. The present research paper is more focused in analysing the influence of social media particularly in the market context of the United Kingdom. 
[bookmark: _Toc27670854][bookmark: _Toc27672184]1.3 Aims and Objectives 
Using the above discussion it can be stated that the present study seeks to identify the effectiveness of social media marketing in physical retail store in United Kingdom. The primary objectives of the study aimed at identifying the risks and challenges in the UK physical retail store and also to specify the strategies to ensure better customer engagements in the retail stores (Piotrowicz and Cuthbertson, 2014). The social media marketing it itself a broad concept but some strategic tools and techniques are required for the efficient use. The secondary aim of the research includes,
· To determine the awareness about social media among the population of United Kingdom.
· To observe the impact of social media on the business of physical retail stores in UK.
· To examine the role of social media marketing influencing the buying pattern of customers.
· To identify the risks and challenges faced by the physical retail stores in UK. 
[bookmark: _Toc27670855][bookmark: _Toc27672185]1.4 Research question 
	The research questions of this research study are,
· What is the impact of Social media marketing in physical retail store in United Kingdom? 
· What are the challenges and risks faced by the physical retail store in adopting the social media marketing?
· What are the strategies that the physical retail stores should follow to mitigate those risks?
[bookmark: _Toc27670856][bookmark: _Toc27672186]1.5 Research Hypothesis 
 	Research Hypothesis is the central part of developing a research paper. It is the building block of the any research upon which the whole study is based on. The research hypothesis is created to provide the insight that the researcher is trying to by conducting the study.
· H1: The social media marketing is an effective method in enhancing the business of the physical retail store in UK. 
· H2: The social media marketing has significant impact in the decision making process of the customers in choosing any brand. 
[bookmark: _Toc27670857][bookmark: _Toc27672187]1.6 Significance of the study 
	The present research plan is presented to provide overall pictures of the influences of social media in physical retail store in UK. As the new shopping behaviours are emerging in the globally competitive world, this study is designed to portray an overview of the UK’s physical retail stores and the impact on social media in attracting more customers in the store. Many people feel comfortable buying their products coming in the store itself rather than trusting the quality of the products. The study is aimed at providing the guideline to the retail store manger to ensure the end to end relationship of the customers. It is meant to find out the issues of identifying the difference of customers’ choices and preference pattern in online and the physical store. People who frequently buy the expensive products are more comfortable in buying the product by coming in the stores which is more trust worthy according to them (MacDonald, 2012). The impact of technology is increasing every day and if people try to find a physical store of any brand, the search engine provides the locations of the store which is the nearest of all. 
[bookmark: _Toc27670858][bookmark: _Toc27672188]2.0 Literature Review 
The Literature review is related to analysing the reviews, point of views and opinions of the former researchers, scholars and authors focused on the research topic. The opinions of the researchers are used for analysing the effectiveness of the research topic and to evaluate the achievement of aim and objectives of the research. This chapter of the research paper deals with the views of various researchers and authors on the role of social media marketing on retail in UK.  Digital adoption in marketing and operations is increasing in a widespread manner and retailers can benefit a great deal out of this. Easy access to internet, rampant use of smart phones and increased consumerism of people across the globe has huge ramifications for business in all industries. The reports from the newspaper, The Sate of Social Media in Retail 2019, shows how retailers their way through a number of social tools and techniques to bring about more customer engagement and sales. Hoot suite’s state of the nation reports suggests that well known brands like Adidas in retail and The New York Times in publishing are searching for ways to bring about more meaningful social dialogue among people. 
[bookmark: _Toc7538518][bookmark: _Toc7539954][bookmark: _Toc8146035][bookmark: _Toc8216705][bookmark: _Toc27670859][bookmark: _Toc27672189]2.1 Social Media Marketing 
New emerging social media tools and tactics driven by the competitive social ad market, rise in messaging services and direct social commerce are becoming very popular in retail. In relation to how companies use famous faces to do their social marketing, despite their reach are not always authentic. However, after the Facebook’s Cambridge Analytica scandal, consumers have become more concerned in regards to trust and authenticity in social media. The recent steps taken by Twitter and Instagram in order to take down fake accounts and new transparency rules in utilising social media influencers for brand and product promotion have put spotlight on the morale and ethics of social media companies. Thus while picking a retailer one should focus on quality in terms of reviews and insights provided than quantity in terms of number of followers (Sophie Hay). Retailers from London have largely agreed on the fact that buy buttons on social media does not necessarily convert to significant sales. In a study it was found out that Tropicana has reported success by utilising the swipe up to find more information tool. To boost hard sale companies have led content related marketing like Nike’s Colin Kaepernick ad and Spotify’s year-long ‘Black History is Happening Now’ campaign have proved to be successful in resonating with the masses. Targeting a particular demography using emotional and motivational campaigns, for instance, a company founded and run by women can use a campaign like ‘Women Empowerment’  to their benefit. Such forms of social media marketing combines sales with social empathy factor.
As decision making is getting more data driven, retailers need to ensure that they are tapping into the interests and passion of their target customers using engaging contents and creative story telling (John Roberts, AO.com CEO). Fostering good communication base with retail customers is vital in this new age of an increasingly connected world. A Narvar Survey of 2000 consumers showed that more than half of the consumers are likely to repeat purchase if they had been directly contacted by the retailers after a sale. Augmented reality using camera features helps brands to connect with the needs of their customers in a better way. For instance, Sephora uses try before buy option on makeup products to instil consumer faith. In order to encourage sales in physical retail stores, one should keep publishing about ongoing discounts, coupon codes and flash sale in various social media handles and website of the company. Maintaining social media algorithms and customer data, retailers can use social media platforms to notify them of ongoing sales based on past purchases. Time conscious customers have shown interest in these technologies to help them save time in retail shopping and enhance their in-store experience. 
Retailers are now trying to bridge the gap between social media and online experiences with their physical store which is referred to as “omnipresence”. Thus it is useful to give their social media marketing a real world angle (Gary Lee, CEO of InReality). This has been implemented by brands such as Nordstrom using a 3D Instagram installation on a store roof and Lowe’s recreating its FIX in Six Vines in store windows. The lines between digital, online and in-store are getting blurred and customers do not think in traditional marketing channels like retailers do (Tara Yavorsky, director of social at Resource/Ammirati). Thus retailers can successfully capitalise on their social media investments and social content when their customer is in the store and likely to purchase from there. Victoria’s Secrets has started the trend of asking their customers to take a selfie in front of a display showing which they can get a free gift. Engaging visual social media platforms like Instagram and Pinterest with marketing and showcasing of products using hash tags and social sharing can provide an impetus to the sales growth.
With increasing competition, there is a need for retailers to stand out in the clutter. Brands are pushed to bring about more socially led experiences and maintain brand consistency between the online experience and physical realm (Ms. Yavorsky). However, it is necessary to keep the integrations simpler. If you have to ask your in-store customer to download an application, scan a complicated code or enter a long URL, it may reduce the efficiency of shopping and the pain may outweigh the reward (Mr Lee, InReality). Retailers can also benefit from smaller in-store social campaigns which may include in-store signage for active social medium and using brand preferred hash tags in their social shares. It is also important to link the data which shows what a customer likes to what their peers likes in aggregate and then unify this into the retail environment (Mr Bowler, Razorfish). With ever so evolving marketing scenario, there is a need to go deeper in matters involving social store integration along with leveraging what they are learning about their customers and enhancing the in-store shopping experience.
[bookmark: _Toc8216706][bookmark: _Toc27670860][bookmark: _Toc27672190]2.2 Role of Social Media in the Physical Retail Industry of UK
Red Hot Penny, a UK based retail search marketing agency, devised a ranking system of the most successful high end brands on UK social media. Nike, Adidas, Lululemon, Urban Outfitters and Tommy Hilfiger topped the ranking with the use of efficient social media marketing strategies. Creation of content and getting followers in social media should not be the end all motive of the marketing team of brands. Efforts should be made to get these followers to like, comment and share the content i.e, to ensure engagement of customers using social media content. For instance, Nike uses contents that are motivational to their consumers and sports practitioners. They also collaborate with famous sportspersons like Christiano Ronaldo and Michael Jordan and leveraging their popularity to enhance their own brand reach and connecting with sports lovers. Lululemon applies a similar kind of strategy when it comes to influencing their target audience i.e, mostly the stylish fitness fanatics. Successful brands know the importance of diversifying their content and use competition posts to increase their reach than the other brands. Wallis is a great example of such success where competitive posts significantly increased their engagement rates from 49 to 3129 on average.
However, it is to be kept in mind that not all social handles create social engagement equally. In UK, many high street brands experience negligible engagement on Twitter. This can be attributed to the fact that Twitter does not allow for pictures or videos to be posted. Also, compared to facebook, the engagements rates on Instagram are much higher. The challenge surrounding social media marketing for both established and emerging brands is to master the online to offline connection. It is vital for the retailers to stay ahead of their consumers who are more technologically savvy and thus it is critical to connect offline and online via multi touch attribution (Wayne St Amand, CMO of Nielsen Visual IQ). Multi touch attribution helps marketers analyse how each social marketing channel (social, video, paid search) may affect the sales. It also portrays how these channels interact with each other and how each campaign performs. This helps marketers to optimise their advertising costs and calculate the return on investment from each such channel. In order to get a holistic view of customer journey from digital to physical retail store, marketers can sync customer IDs with offline conversion data. This not only provides a complete view of this transformation but also provides insights into which combination of marketing channels and tactics drive different digital and offline success criteria so the brands can better optimise the omnichannel consumer experience.
Retailers are responding to the customers’ needs by incorporating cashless payments, instant mobile notifications regarding discounts and transactions, customised guided store tours via online media and so on. Shoppers tend to engage with the brand of their choice across various social media and welcome personalised offers in each such platform be it the official brand website, social media, email, push notifications and across publishers. Over the years the evolution in retail marketing has created a huge rift between online and offline shopping experience. The convenience of e-commerce shopping in the comforts of your home did have a negative impact on sales of physical retail stores. However, online shopping might feel impersonal without brand equity. Retailers spend a lot of money on building their brands and aim at emotionally connecting with the customers but at the same time they create a very transactional medium of online shopping (Adam Levene, founder of Hero). To provide a more personal touch to their online shoppers, Hero allows the sales assistants to message or video call their customers when they are not serving the customers in-store. According to a research conducted by Accenture, more than half of the Gen-Z customers prefer to purchase in-store. Having said so, there is much work to be done to enhance the in-store shopping experience. A majority of brands are rated low when it comes to digitally integrated in-store experience as proved by IBM 2017 Customer Experience Survey. Retailers are trying to gamify their stores by making in-store shopping more fun (Nathan watts, Fitch). There has been a successive reduction of standardised stores and increase in flagship stores to attain the above mentioned objective. Shopping Malls have effectively changed the game using digital media and adding the entertainment quotient to retail shopping. UK needs to work on their customer servicing along with coming up with new marketing strategies and meet the customer expectations by treating them well. This can be done by maintaining long term relationship with key customers using digital and social media (Matthew Drinkwater, head of the Fashion Innovation Agency at London College of Fashion). Retailers are creating their own social media networks to achieve this goal.
[bookmark: _Toc7538522][bookmark: _Toc7539958][bookmark: _Toc8146039][bookmark: _Toc8216709][bookmark: _Toc27670861][bookmark: _Toc27672191]2.3 Popular Trends of Social Media Marketing in the Physical Retail Industry
Physical retailers are incorporating checkout free shopping experience to increase the efficiency of in-store shopping. Amazon has implemented this by the checkout free shopping format using Amazon Go. It allows shoppers scan and pay for items through an app on their smart phone in order to avoid queuing for a checkout. Retailers collaborate with their e-commerce partners to allow customers to return or pick up their delivery ordered online at brick and mortar locations. The advent of social media along with machine learning and artificial intelligence has created a system of conversational commerce. Using chat box and voice technology can add an extra edge to search marketing as brands are able to collect more data on the intent of a search request. In context of a brand’s visibility, social media market plays a crucial role especially in case of retail stores without an online or e-commerce platform. With the transformed media landscape where consumers are expected to consume 8 hours of media across five different devices and media channels, retailers can extract huge benefits out of such social marketing techniques. Brands can target the “always on” technique to reach out to their customers when they are more receptive. Combining this with inspiring and personalised content, brands can make the most of it.
Social media marketing presents some of the best opportunities to drive footfall and in-store sales. Such an impact of social marketing is often deprioritized and neglected. Improving the store related areas of a brand’s website is the first step to achieve this goal. The website should be user friendly and up to date with information about in-store events, discounts, interactive map and 360 degree shots can oomph up the interactive factor. Introducing click and collect services have proved to improve in-store sales by 20% to 25% that would not have happened in case of home delivery. This additional footfall generates the incremental sales. Programmatic display allows brands to run cost effective hyper local ad campaigns across web, mobile and digital media.
Paid social media marketing is an essential tool to promote brand awareness leveraging the trust factor that these influences have on the target customer base. The first hand impression regarding a brand is created by social media, word of mouth references, brand promotion and reviews of the social media influencers. A whopping 80% of shoppers conduct a thorough market research online before making a purchase and 60% of those engage communication with the brand prior purchase. Robust social media marketing can entice these customers to visit your stores. Using social media promotions to drive in-store sales also saves on shipping costs, thus potentially increasing the total sale. Research has shown that when people visit a shop, they are more likely to add other items to their shopping cart. To ensure continued purchases, the retailer should sustain brand affinity using social media that build up customer loyalty in the long run. Brands need to ensure an outstanding experience with an effective social media care team who can handle customer grievances or suggestions via phone, chat, email, or in person. With social media, retailers can connect with their target customers and have an insight on their tastes, preferences and maintain a psychographic profile on them to boost purchase. 
[bookmark: _Toc7538531][bookmark: _Toc7539967][bookmark: _Toc8146048][bookmark: _Toc8216718]
[bookmark: _Toc27670862][bookmark: _Toc27672192]2.4 Research Gaps
From the analysis, it can be found out that the pieces of literature, journals and other scholarly articles that are available on the internet do not have sufficient information about the impact of social media marketing in physical retail market of UK. There are adequate data and information about the significance of social media marketing, but the application and the effect of the social media market in the physical retail industry of UK is not noticeably elaborated (Al-Hawari, 2011). Very few studies have focused on the impact of social media marketing on physical retail in particular in comparison to its effects on online shopping or e-commerce. Along with that lack of reliable data and information are the major obstacle and the gap in the process of literature review. Some literature provides the knowledge of the relevant topic, but it is not UK based; therefore the research is culturally different from the study viewpoint. The objective the paper is to analyse the research gap and research, therefore, would help to elucidate the research gap.



[bookmark: _Toc27670863][bookmark: _Toc27672193]3.0 Research Methodology 
	Research Methodology includes the various procedure, researches and schemes that have been used in the present research study. This section becomes very important in research. The methodology should be planned, scientific and relevant to the objectives of the study. Research methodology gives the outline of the plan which the study intends to find out. According to Rabionet (2011), the method by which the researchers try to describe, explain and predicting the consequences of the research is known as research methodology. It is important for the researchers to understand the problem of the study.
[bookmark: _Toc27670864][bookmark: _Toc27672194]3.1 Research Strategy 
The research methodology of the present study would bases on the qualitative methods. In most of the cases when the researcher found the factors are not measureable and quantifiable, qualitative research is used. The effectiveness of the research is based on the ability of the researchers to understand and analyse the topics. According to Tracy (2019), The importance of the research methodology depends on the advantages and disadvantages of the methods. Qualitative methods deal with not only the factors that influence people choices but also try to find out the reason behind choosing it. Qualitative method is also based on the market research method which depends on the data collected through conversational communication and open-ended methods. The present study is seeks to identify the impact of social media marketing in the physical retail store of United Kingdom. To meet the research questions and the research hypothesis associated with the objectives of the study, it become important to build the research in complete and descriptive manner. 
Qualitative Research Methods are specifically used when the researcher is trying to reveal the behaviour and preferences by targeting a particular portion of the target audience. The most used qualitative methods are one to one interview, focus group method, Ethnographic research, case study Research, process of observations and record keeping methods. However, Harding (2018), opined that this method is originated from the social and behavioural science. As the current technological innovations are evolving every day, it has become difficult in predicting the behaviour pattern of the consumers. Thus qualitative research method makes it easier to understand the process in a better manner. Qualitative research puts great emphasis on the secondary research and put less importance in the analytical techniques. It is designed to create the clear link between the objectives of the study and the raw data collection. This method is also designed to explore the method and how the objectives are fulfilled. 
[bookmark: _Toc27670865][bookmark: _Toc27672195]3.2 Research Approach
	Research Approach is a plan and procedure that deals with the concept of the different methods of data collection. There exist two types of research approach which is inductive and deductive research approach (Verschuren, Doorewaard and Mellion, 2010) . In the inductive approach of the research, researcher begins with the data collection which is relevant to the objectives of the study. In this approach the researcher takes the bird eye view of the data and tries to observe the pattern of the data and finds the reason behind it. As the present study is based on the qualitative research method, the inductive research approach would be taken. The main difference between the inductive and the deductive research is when a deductive approach is aimed at testing the theory, inductive approach is concerned with the generation of new theory from the data. The deductive research approach is associated with the quantitative data. Inductive approach is generally taken in a research study that is based on exploring new phenomenon or looking at the previous phenomenon with the different perspectives. In this study to observe the effectiveness of social media marketing in Physical retail store the inductive approach would be taken which will open new perspective from the previously found observation and it is aimed at creating the link between the objectives and the research question of the study.	
[bookmark: _Toc27670866][bookmark: _Toc27672196]3.3 Data collection Method
	The present research study is based on the qualitative research method. To observe the effectiveness of the social media marketing in the physical retail store in UK, the data collection would be based on finding the answer that how the decisions are made and which provide the insight of the objectives. To reach to a proper conclusion, the observed data should be rich and revenant to the research question. A focus group method of qualitative research would be used to track the limited number of like 6-10 people within the UK retail stores market (Barbour, 2014) . An online survey would be spread across the different social media platforms to test the preferences of the customers for any particular brand. Physical retail store that require the customers to provide contact numbers and when they click on the advertisements and visit the website, then the CRM or point of sale tracking software can track the purchase made by seeing the original advertisement. The method that would be arranges by driving the customers to give notification about one specific items and promote the appearance of those customers in the physical store by putting a post about it. Sharing the numbers of sales already made in a day, notifying about the remaining item and finding the link between the customers’ buying and stores’ selling pattern, the effectiveness of the social media can be tracked (Patten and Newhart, 2017). Monthly and yearly published several journals and reports via secondary data sources would provide the views of different retail stores sales, their social media involvement and the captured customer base. This would also give new levels of understanding about the previously done research which become very important in case of qualitative research methodology.  
[bookmark: _Toc27670867][bookmark: _Toc27672197]3.4 Ethical Consideration
	Ethical consideration becomes very essential while establishing any research plan. The aims and objectives of the study and the methods selected in conducting the research should contain genuine and relevant information and should hold less error (McCusker and Gunaydin, 2015). The following ethical consideration should be taken while conducting the research.
· The information or data collected through the focus group or any online social media source should be protected and confidential. And the focus group should keep in mind the fact that the customers’ feelings and dignity is not hurt.
· Any kind of exaggeration or divert discussion from the topic should be avoided.
· The research plan should be designed by maintaining the rules of plagiarism.    
[bookmark: _Toc27670868][bookmark: _Toc27672198]4.0 Limitation of the study 
	The present research plan is not free from the limitations. Though social media platforms captures the wide ranges of data but the limitations and the drawbacks of the data gathered though social media are consist of loopholes. The feedbacks and the responses though social media about any particular retail brand is not so specific or do not cover wide ranges of the comments (Dahl, 2018). A large portion of the population is not directly on social media and they prefer coming directly in the stores. In that case the proper data cannot be recorded. If the research study would include quantitative data also, then the effectiveness can be measured more accurately with some statistical tools and that would provide better understanding of the present topic. The secondary reports may not always provide a true picture of the phenomenon because the factors that determine the sales pattern are not same for all the age group. By considering all the limitation, the market research though social media is a complex and expensive procedure.      
[bookmark: _Toc27670869][bookmark: _Toc27672199]5.0 Expected Conclusion 
	Social media is a great platform to promote the brand and product to boost the in-store sales. It can be used with the internet connection and have the capacity to reach to a large number of populations. The in-store presentation and the branding is no longer the only factor that influences the business. The customers who is shopping in store and also scrolling through the site of the brand in various social media platforms like, Facebook, Instagram is found to be more consistent towards the brand (Miller, Birch, Mauthner and Jessop, 2012). The suggested qualitative research methodology would be the creating a focus group that would track the customer’s reaction and buying pattern through various social media platform and provide an overall idea about the requirements (Brown and Fiorella, 2013). Various charts like bar chart, pie chart, mixed bar chart can be created to provide an insight about the determinants of the factors that thrives the business. But the focus group is a method that fails to provide the in depth analysis of the particular topic. There is definitely a doubt regarding the honesty and the personal opinion and the method is expected to be pretty expensive. As the qualitative research methods are time saving in nature, many researcher find this method to capture multiple feedbacks without the process of individually arranged interviews. 
The finding of from the secondary data can be used to draw the implications that can be incorporated in the primary research method. According to the Stephen (2016), some of the facts would be helpful for the future analysis.
Thus, it can be expected that the social media has the enough potential to influence the journey of the buyers purchasing decision. The present research plan would expect to present an overview about the awareness that the biggest retailers make to attract customers during some specified season. This can be expected from the present research plan that it would assume to provide additional technological training to the employers and by designing the store in a more aesthetic way and building a constant interactions between the customers and the employees expected boost the sales of the physical retail store. 


[bookmark: _Toc27672200]Part 2: Reflective Essay 

I have chosen the topic “The Effectiveness Of Social Media Marketing In Physical Retail Store In United Kingdom”  for this Qualitative Research assignments. For this research Plan the qualitative research methods has been taken. Social media has become one of the important drivers for thriving the business. While designing the research plan, I critically learnt about the chosen qualitative methods and also found out the strengths and the weakness of the qualitative research techniques. For this topic and to present a research plan in a better manner, I have selected the methods that suited the present topic and expected to analyse the plan critically. This research plan I intended to provide the behind- the- scene picture of the qualitative research method that has been chosen. This plan is developed to reflect the insight and reflections about the method how the research methodology is selected by keeping in the mind the social media awareness of the population of United Kingdom. This research plan is expected to provide the future researchers the guidance and help them with the weakness of those methodology and the strategies to overcome it (Malina, Nørreklit,  and Selto, 2011). 
There are lot of research method that are used in developing a research plan. And each method comes with its own strengths and weaknesses. The mostly used two methods are qualitative and quantitative research method. Before starting the research I have researched about these two methods in several reports, articles and journals. Given the pros and cons it becomes difficult to choose the appropriate methods. It becomes very necessary to find the relationship between the researcher and the subject. The quantitative research allows the researcher to analyse the detailed evidences and many statistical tools can be used to test the research hypothesis (Glesne, 2016). Qualitative and quantitative both are time consuming in nature but to understand the case properly the selected method should be based on the objective and research questions of the study. In this research plan I have chosen the qualitative research methodology due to the challenges that I might face while collecting the data. Because the data collection become very important in quantitative research, extensive surveys, experiments, collection of data points is required. In this case to analyse the effectiveness of social media in physical retail stores in UK, it become very difficult to collect the customers’ reactions and preference pattern described in a set of questioners as this is very dynamic phenomenon. It is become quite difficult to capture the honest and validity of the data once the data has been collected. In this process while selecting the sample size, the ‘Sample Selection bias’ might appear. That means the selected portion of the sample may not portray the true picture of the population.    
Data from the qualitative research methodology used to analyse the user pattern, behaviour, needs, market size, demographics etc. As the selected topic for this research plan is based more on the observational fact, the customer’s choice and preferences become really important. This is more about human behaviour, characteristics, awareness about the social media and the decision they make from reaching to a particular store and choosing a particular brand. The business trend, brand awareness, marketing strategies cannot be validated or supported using the statistical analysis. Secondary data and discoveries play a vital role in these cases. These are the reason that I have chosen the qualitative research methodology for my assignments. 
I would prefer qualitative analysis to use in my doctoral research. There is some reason of choosing this analysis. Qualitative research emphasises in that approach of the research which puts greater focus in discovery. It enables the research to develop high importance in the actual experiences. This research strategy uses words, feelings, perceptions instead of collection and analysis of the data. The qualitative research is intuitive, constructive and interpretive in nature. But most of the cases it become complex to incorporate these in single research plan. The qualitative research analysis uses natural setting and human instruments as a source of the data ( Tracy, 2019). When it is difficult to assign the numbers in data analysis for research, the quantitative research methodology comes handy. This method has the advantages of openness and has the ability to identify new side of the study ignored by the previous literature and researchers. It becomes very subjective process because the researchers often included his or her own personal experience by making the research more relevant.
 Reliability and viability becomes very important while conducting any research. The reliability of the research depends on the fact that the result is consistent over time and present accurately the population is represented. The secondary data can be easily available in internet which can be used in qualitative analysis. The advantages of secondary research are that it becomes really cheaper and quicker to access. That is where the time and cost can be saved. The secondary research in qualitative research analysis becomes important in investigation. The qualitative data analysis consists of several methods like ethnography, Narrative, Grounded theory, case study and Phenomenological (Lund, 2012). Each of this varies according to the sample size, data collection methods. Qualitative Research is explanatory in nature that means the researchers have no idea about the outcomes. It focuses in details and can also add the human voice to the process. It is very essential for the researcher to first understand the data by identifying the theme and the purpose of the study. The research questions should have a link with the methodology taken for the research plan. 
I have identified some similarities and differences of choosing qualitative and quantitative method while constructing the research plan. Qualitative research is more in summarizing, categorizing and interpreting while the quantitative data involves more mathematical and statistical tools (Rahman, 2017). Understanding becomes the core area while dealing with qualitative data but testing, measurements are the essential tools of quantitative analysis. Quantitative analysis become popular when dealing with large sample size but when the researcher are more concern about the interpretation or perspectives of the population then the method creates problem. When it needs verifying with statistical measure then the qualitative method is not at all needed. This two methods has own pros cons and that is the reason that many researcher prefer mix methods that is using these two methods together (Taylor, Bogdan and DeVault, 2015). Some experts revealed that this can give effective result in some cases. But to implement this mix method it is a difficult task. The researcher can first use the qualitative data to identify the factors by investigation and then try to incorporate that information to conduct quantitative research by surveys, experiments, observations, content analysis etc. While selecting any research method it becomes extremely important to understand the different applications. This will help the researcher to find the appropriate method that suits the research questions and objectives. 
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74%


People use their social media platform to gude their purasing decison. 


71% 


Consumers who have good knowledge of social media can recommend the brand to others. 


61%


Consumers go through the website before purchasing from a particular brand.


28%


41% 


Retailers rated their social media as an effective tool to analyse buyers preferences. 


Customers who engage themselves in social media are more likely to be assicaited with the brand for a longer time.


