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Chapter One: Introduction
[bookmark: _Toc163649381]1.1 Introduction 
According to Carr and Hayes (2015), the word "social media" refers to the online exchange of ideas between people across various networks. The rise of social media may be traced to the innate human need for interpersonal relationships. It is spreading at a faster rate than before. Following its exponential increase in popularity, the Internet has continued to expand significantly (Lenhart et al., 2010). Social media users include a diverse range of individuals from various backgrounds, who share commonalities and exhibit differences in several aspects. Significant progress in communication and the development of immersive technologies such as Virtual Reality (VR) and Augmented Reality (AR) have provided those who were previously marginalized with the opportunity to access information and express their thoughts (Alamäki et al., 2021). Within the lifespan of this generation, there are remarkable technical advancements taking place, which are among the most astonishing in human history. Given its current state, its popularity is expected to endure for many decades. 
Social networking has significantly transformed the process of buying (Madni, 2014). Social media sites, including Facebook, Instagram, and Twitter, have significantly facilitated interpersonal connections, access to product and service reviews, and awareness of emerging enterprises (Lim & Yazdanifard, 2014). Consequently, there has been a substantial shift in power relations, granting consumers more autonomy in their purchase choices. According to the findings of Ki and Kim (2019), customers' purchase choices may be swayed by visually pleasing brand material, favorable social media reviews, and personal endorsements. 
Conversely, social networking may negatively impact customers' buying choices. Deceptive marketing, fraudulent activities on the internet, and several other types of cybercrime could harm a company's image and deter prospective clients (Reuber & Fischer, 2010). Furthermore, regular exposure to selectively idealized information might exacerbate body image and self-esteem concerns in consumers, perhaps leading to unneeded or impulsive purchases (Corner, 2014). Godey et al. (2016) observed that social media has facilitated the process of price and brand comparison for customers, as well as provided them with opportunities to acquire knowledge about items and get personalized recommendations based on their interests and behaviors. According to Erdoğmuş and Cicek (2012), companies may use social media platforms to advertise their products and services, provide engaging and valuable content, and enhance customer loyalty and awareness. Furthermore, firms need to conform to ethical standards, abstain from deceptive marketing practices, and prioritize the demands of their customers. Social media has significantly influenced consumer decisions, serving as a potent tool for both companies and consumers. Companies need to give priority to openness and honesty, while consumers should engage in thorough research and use their critical thinking skills. Businesses may use social media advertising to focus on certain demographics and cater to the unique needs of their clientele. Social media networks such as Instagram and Facebook, each with a membership exceeding one billion, now have significant influence in molding consumer buying patterns. Companies can access a larger pool of potential customers due to this (Nuseir, 2020). 
Instagram has evolved into a visual platform that allows marketers to showcase their goods via various means such as adverts, influencer partnerships, sponsored posts, and product videos and photos. Users may use the platform's purchasing features to get product information and evaluations, enabling them to make well-informed judgments while making purchases (Riaz et al., 2021). Platforms such as Facebook and Instagram have established a strong personal connection between firms and their customers, making them very powerful in consumer decision-making. Companies may use Facebook groups to interact with their customers via two methods: addressing queries and resolving complaints (Istanbulluoglu, 2017). According to a study conducted by Curran et al. (2011), businesses may focus on certain demographics and tailor their marketing strategies to meet the distinct demands and interests of consumers by using Facebook's personalized advertising features. It is important to note that social media sites such as Instagram and Facebook are not flawless. An issue that arises is the dissemination of false or inaccurate information, which may potentially harm individuals' mental well-being. 
1.2 Research Questions 
To accomplish these objectives, this study will focus on the following questions: 
The objectives of the study are:
I. To determine the correlation between the frequency of use of social media and changes in consumer preferences for certain goods and services.
II. To determine the preferable social media site between Facebook and Instagram for consumer product marketing.
III. To assess the impact of Instagram and Facebook advertisements on product sales and business profitability.
IV. To provide recommendations to businesses and marketers on ways to efficiently utilize social media to increase their sales.
[bookmark: _Toc163649382]1.3 Purpose of the study 
The primary aim of this study is to examine the impact of social media sites such as Facebook and Instagram on consumers' buying behavior. Given the growing prevalence of social media, it is unavoidable that it will influence individuals' behavior. Businesses and marketers may considerably benefit from comprehending the impact of social media platforms on consumers' purchasing decisions. Acquiring this information will enable firms to tailor their products or services to meet the specific preferences and needs of their customers. The objective of this study is to ascertain patterns and connections between the frequency of use of the two social media platforms and the preferences of their users for different goods and services. 
[bookmark: _Toc163649383]Chapter 2: Literature Review
With the launch of MySpace in 2003 and Facebook in 2004, the phrase "social media" gained widespread usage. Around the same time, the phrase "Web 2.0" was coined to characterize the current way of interacting with the web. Instead of relying on a single creator or publisher, this method encourages regular content updates made by a large community of people who work together to create it. The influence of social media on purchasing decisions was the subject of study by Voramontri and Klieb, (2019). A total of one hundred and fifty-eight Thai residents participated in the survey. Users of social media reported higher levels of satisfaction and lower levels of perceived difficulty when making decisions, according to the authors' research. Unfortunately, neither the decision-making process nor the evaluation that followed a purchase was positively affected by social media. According to Varghese, & Agrawal, (2021). The authors set out to investigate how social media and brand recognition influence consumers' decision-making and how these factors influence their spending habits. Using social media and executing brand awareness campaigns through online social media systems are both emphasized as beneficial by academics. The authors found that most social media users are between the ages of 18 and 25. 
One way that social media helps customers voice their ideas is by giving them a place to share them. According to Nolcheska (2017), Palalic et al., (2021), among others, businesses are interacting with consumers to increase brand awareness, strengthen connections with current customers, and broaden distribution channels. We already know that social media allows for two-way information sharing. The obligation to enable the free flow of information from sender to receiver and from disseminator lies with each social media platform. Businesses may fail to reach their target audience and affect many steps in the decision-making process, including message interpretation, alternative exploration, and post-purchase actions, due to rejection, misunderstanding, and poor communication (Fondevila-Gascón, et al., 2020). For public relations (PR) professionals and multinational firms, the Internet brings new possibilities for consequences and challenges. The way customers and brands communicate is improved, and the very concept of a network is changed. Consumers could only contact customer service or notify residents of problems before the advent of online networking. Someone changed this through social media on the internet. Public feedback on businesses can now be easily and quickly submitted by customers. It appears that purchasing perspectives now extend beyond traditional channels to incorporate internet platforms, as online networking has complicated the purchasing behavior process. Data gathered from non-advertising internet sources, such as recommendations, websites, social media, and client-produced content, encourages users to double-check their choices and preferences. 
According to Tzavara, Clarke, and Misopoulos, (2019), the dissemination of knowledge has been made easier by various social media platforms. Wikipedia, an open-source online encyclopedia, allows users to work together to build a common knowledge base. According to Jashari, & Rrustemi, (2017), people can also find review-generating tools on other websites, such as Amazon.com, where they can rate and review things. Users also work together on these sites. People can provide helpful tips to one another through social media (Fondevila-Gascón, et al., 2020). In light of this new knowledge, online communities and electronic personal networks have emerged thanks to social media platforms, allowing users to instantly and internationally share content (Tzavara, Clarke, & Misopoulos, 2019). Before making a purchase, most people nowadays read reviews and comments posted online. As more and more people shop online, customer reviews are becoming more important in helping shoppers comprehend the true nature of things without having to physically hold them. 
With the proliferation of social media, a new age of content production has begun, facilitating the free flow of ideas, information, and experiences among users (Olaitan, 2021). The next wave of successful internet companies will have their roots in online communities (Tazeen, & Mullick, 2023). For example, according to Karadeniz & Kocamaz (2019), online communities provide firms with an opportunity to enhance their CRM. For companies, this means a fresh opportunity to boost. Research of social media's effect on consumer performance. Members of these online communities may also create trustworthy bonds as they become more familiar with one another (Tzavara, Clarke, & Misopoulos, 2019). This has a major effect on consumers' propensity to buy (Gupta, Agarwal & Singh, 2020). When describing the role of influencers and celebrities in assisting with online brand promotion, the expression "Celebrity is mandatory" is sometimes used. Influencers and celebrities play a crucial role in Internet marketing because of the persuasive effect their endorsements have on consumers as cited by Gupta, Agarwal and Singh (2020). 
Wikipedia, Facebook, YouTube, and Twitter are just a few of the many social media platforms that make these tasks easier. Online communities and forums, star ratings, user reviews, and user recommendations are just a few of the social media tools that people use to connect with other users. The two most common reasons people use the Internet are to share information and to find social support (Gupta, Agarwal & Singh, 2020). Online message boards facilitate the formation of relationships among users from diverse backgrounds, adding to the intricate social structure of online life. Demands and dynamics are energized by the client's content. One of the most noticeable results of social media is reviews. According to Gupta, Agarwal, and Singh (2020), businesses and customers alike can greatly benefit from the abundance of customer reviews that are easily accessible for products and services. According to Tzavara, Clarke and Misopoulos (2019), businesses sincerely want their customers to write reviews and score their products online. The electronic dissemination of information regarding these acts is one consequence. According to Jashari and Rrustemi (2017), consumers rely on social media-driven word-of-mouth recommendations when making purchases. That social media affects consumers' purchasing decisions is a common misconception among marketers. Among those who took the survey, 59% admitted to using Facebook as a social media site to check out product suggestions. Twitter was used by 13% of the population. Based on these findings, it appears that social media has had an impact on their purchasing choices. 
Because of the influence social media has on customers' views of businesses, advertisements, and purchase intentions, the two are inextricably linked. Despite its potential mediating effect, it won't always influence consumers' choices (Jashari & Rrustemi, 2017). Brand attitudes can be shaped through social media, which in turn influences consumer behavior. A consumer's propensity to buy could be affected by their good impression of a certain brand or product. Brand attitudes influence consumers' decision-making when friends share product or service reviews on social media. According to Nolcheska (2017), sponsored social media ads do impact customers' brand views and purchasing intentions. People are more likely to buy from firms that have a good reputation on social media because of the benefits these brands provide. Marketers may engage in defamatory publicity to draw consumers away from other brands and increase sales of their own. 
Social media platforms not only allow for advertising but also allow businesses and services to engage with their customers. A separate poll asserts that direct communication between brand advocates and consumers is made possible through social media. Brands and services capitalize on the fact that the majority of consumers utilize social media to research and purchase goods and services. According to Varghese and Agrawal (2021), the worldwide market for internet users is expanding, and it also allows for some globalized cross-cultural segmentation.
Any strategy for showcasing now includes interpersonal groups. People who are not making use of online life are losing out on fantastic advertising opportunities because of all the benefits it offers. There's no denying the importance of web-based live displaying for successful promotion, and many advertisers recognize the growth opportunities this platform provides. 
Consumers' reasons for using social media can shed light on their actions. According to Augustinus and Agnes (2020), the three primary reasons why individuals use the Internet are for information, entertainment, and social aspects. Two major categories of motivation exist: emotional and intellectual (Eriksson, Sjöberg, Rosenbröijer & Fagerstrøm, 2019). Reasonable motivations include advocacy and sharing of knowledge, whereas emotional motivations include self-expression and social connection. Research has shown that consumers' online research influences their online actions. Modern shoppers often go to the web as a resource for finding products that reflect their style. To validate their dynamic, they could look to their businesses, past friendships, or surveys for inspiration. Recycled assets that support buyer dynamics include web-based networking media audits, which are necessary since they require a financial incentive. Online life surveys have an effect on both expensive and inexpensive things. Everyone may see the surveys for everything from automobiles and hotels to magazines and cosmetics to nail polish. The more rational customers feel about spending the money, the more likely they are to buy, which in turn could boost sales or consumer spending power. 
Not only does social media impact consumers' purchasing decisions, but it also influences their views on politics, juries, and the fairness of trials, among other academic and professional fields. Modern jurors have easy access to a variety of online social media platforms, which they might utilize for research, deliberation, and decision-making (Olaitan, 2021). Having a website is one of the best ways to organize your material and increase your company's exposure without breaking the bank. When you use an online life strategy, you'll attract a lot of clients, which means your brand recognition will rise. 
Due to the impossibility of doing a trial run prior to purchasing travel-related products and services, many information sources have been utilized in dynamic tactics (Olaitan, 2021). In terms of both amount and type, these sources differ. A large percentage of vacationers sought out recommendations from friends and family on social media, according to many surveys. Travelers' decisions can be greatly influenced by reviews of restaurants, hotels, transportation, and other amenities. Travel agencies and businesses have been active on social media, sharing travel-related content including photos, tips, and anecdotes from actual customers. These factors might affect opinions on potential destinations and even how people see future trips. The following are some of the ways that US internet users learned about vacation spots in 2007: 58% used ratings, 49% looked for reviews and ideas, 18% perused friends' social media and photo albums, 12% perused blogs, and 5% perused movies, according to Marketer. 
Olaitan (2021) proposed that the concept of social influence influences individuals' decision-making. Social media users often appear to be swayed by the opinions and actions of their fellow community members. According to Olaitan (2021), social influence occurs when one person's perception of another's action increases the likelihood that the individual would engage in the same activity. The employment of online life in trip planning impacted the expansion of real travel experience offering behavior, and there was a substantial association between web-based life experience and actual travel experience sharing through web-based networking media. These results show that the more involved one is in online activities, the more likely they are to share their vacation photos and stories on social media, and the more likely they are to use online activities as a source for trip planning if they report higher levels of apparent happiness. 
Social media has created a "participatory culture" where users connect with others who share their interests and engage in a never-ending loop of sharing and receiving information, keeping tabs on updates, and rating and reviewing a wide range of things. Nallasivam et al., (2024), found that consumers' purchase intentions were significantly influenced by the quantity and quality of online product evaluations, which are evaluated by how compelling and informative they are. Commercials and corporation ads tend to have a lower public perception than online content. 
The average consumer is increasingly active in the commercial sector and uses the Internet for both work and play (Singh, Halgamuge & Moses, 2019). Social media, according to Zemzem and Aydin (2022), has spawned new modes of communication because they are so embedded in people's everyday lives. You can find information before and after you buy something on the internet. The lack of human connection and the abundance of information are its primary benefits. According to Zemzem and Aydin (2022), social media platforms such as Facebook and Twitter have made electronic interaction possible. Because of this, in-person gatherings are no longer necessary. Boosting support, revenue, positive word-of-mouth, and brand visibility are all possible with the help of social networks for businesses. Nolcheska (2017) asserts that corporations have been able to influence the purchasing decisions of some groups using these social media platforms, which allow for a two-way exchange of information. A company's growth possibilities are enhanced by increased permeability. Anything you provide online pictures, videos, blog posts, or comments—could lead people to your company's website. Advertising on social media websites provides your company with the leeway to make a good first impression. Behavior influencing networks are another subfield of network interaction modeling, according to Singh, Halgamuge and Moses (2019). Additionally, all the way from issue identification to information search and evaluation to ultimate purchasing choice and post-purchase satisfaction, a customer's social connections significantly impact their decision to buy (Nolcheska, 2017). 
According to Greece (2020), one of the main benefits of digital marketing is that it allows people to reach a wider audience online with their own opinions. According to Zhang et al. (2014), online reviews greatly impact consumers' purchase intentions since members of online communities can freely share their thoughts about a particular product, problem, or community. According to Vezenkoska (2017), online approaches can greatly impact people's behavior. Only a decade ago, people would let advertisements and professionals guide their purchasing decisions. However, evaluations and comments made on internet forums are becoming increasingly important to consumers. Every interaction between your company and a consumer on your company's website is an opportunity to publicly demonstrate your concern for them. Responding to people's queries or criticisms in online life can be done through relational discourse. Brands that value their customers' loyalty and put effort into creating personalized communications will be viewed positively by the public regardless of whether they are reacting to consumer complaints or not. 
According to Alsubagh (2015), customers are continuously bombarded with countless commercials designed to grab people's attention. According to Singh, Halgamuge and Moses (2019), people nowadays utilize search engines to find out all the details about products before buying them, such as the price, style, and reviews. Users can post status updates, rate products, and offer suggestions on social media networks. When looking for information, most consumers use the internet. Online peer-to-peer communication facilitates the free exchange of ideas, opinions, and anecdotes among these clients (Nolcheska, 2017). A person's online presence is a level of interaction and administration of systems. The successful acculturation of your business depends on your ability to give it a voice during these stages. Customers appreciate it when you reply to their comments on your website with a personalized remark instead of a canned one. It demonstrates that you care about your visitors' needs and want to provide them with the greatest understanding possible that you can reply to every single piece of feedback. 
[bookmark: _Toc163649384]Chapter 3: Research Methodology
[bookmark: _Toc163649385]3.1 Introduction 
The research developed the demographic and sampling strategy for obtaining a representative sample to investigate the influence of social media on consumer behavior. This chapter includes detailed information on the study's sampling strategy, sample size, research methodology, data gathering techniques, and data processing tools. 
[bookmark: _Toc163649386]3.2 Research design 
Cooper and Schindler (2014) describe a research design as a methodical approach to carrying out a study. This section describes the technical components of the study's execution, including sample selection procedures, data gathering instruments, and research protocols. On the other hand, Cox and Hassard (2010) define research design as the predetermined frameworks that shape a research activity. Cooper and Schindler (2014) used a descriptive research approach in their study, which aims to give clear and uncomplicated presentations by clearly researching, evaluating, and describing events without making unjustified assumptions. According to Saunders, Lewis, and Thornhill (2009), doing research using a descriptive technique allows the researcher to observe and describe the phenomena of interest in its natural setting. This structure allowed the researcher to properly record the features of the study population as well as their connections. 
[bookmark: _Toc163649387]3.3 Population and Sampling Designs
Cooper and Schindler (2014) define "population" as the whole set of participants that will be investigated in the research. This research focuses on references to customers who utilize social media to influence their purchasing decisions. 
[bookmark: _Toc163649388]3.4 Sampling Design 
According to Saunders et al. (2009), sample design is the process of selecting a subset of a population to participate in a study. The subset is carefully chosen to ensure that demographics are balanced and accurately reflect the total population. Every person or event is referred to as a subject or a respondent. 
[bookmark: _Toc163649389]3.5 Sampling Framework 
The study's sample frame included users of social media sites like Instagram and Facebook. These individuals visit these websites at least more than one time a day. 
[bookmark: _Toc163649390]3.6 Sampling methodology 
To ensure equal representation of all persons in the study population, I typically used random sampling. The study's target population, consumers, were selected using a random sample approach.
[bookmark: _Toc163649391]3.7 Sample Size
A sample size is a set of respondents carefully chosen from the target community to effectively reflect the population (Cooper & Schindler, 2014). According to Ombath (2009), for their results to be relevant to the larger community, researchers must ensure that their sample is representative of the target population. A random sample of 100 participants was chosen to provide a fair representation of both genders and different age groups. 
[bookmark: _Toc163649392]3.8 Data collection methods 
The unique aims of this study informed the design of the questionnaires used to collect primary data. The questionnaires had both open-ended and closed-ended questions, with the open-ended questions using a 5-point Likert scale (from strongly agree to strongly disagree). The questionnaire included four components. During the first phase of the survey, we asked participants to provide basic personal information including their gender, age, and frequency of social media use. Sections two, three and four handled the research questions. Additionally, each section was divided into four sections: A, B, C, and D. 
[bookmark: _Toc163649393]3.9 Research Procedures 
A pilot study was conducted to check that the questionnaires were designed correctly and that respondents provided important information consistently. Prior to releasing the final questionnaires, we included the pretest remarks. Following a random selection of participants, the researcher and research assistant described the study's aims and distributed questionnaires with cover letters. To encourage survey participation, we were flexible about when respondents completed their surveys. After receiving the questionnaires, quality checks were performed to guarantee that no data was missing. 
[bookmark: _Toc163649394]3.10 Data Analysis Techniques 
Blumberg, Cooper, and Schindler (2014) describe data analysis as the process of obtaining, organizing, and manipulating data to extract important insights, make recommendations, and improve decision-making. He also says that data structure is required for analysis and display. To successfully organize data, it must first be organized methodically. Statistical analysis software programs. The use of SPSS, often known as Packages for the Social Sciences, enhanced the process of data analysis. The research used descriptive and inferential statistical methods. The descriptive data was summarized using metrics of central tendency (means) and variability (standard deviation). Additionally, the data frequencies were supplied. The impact of operational and technical problems on performance was shown using inferential statistics, namely multiple regressions, and correlation. Tables and figures assist interpretation of research results, giving a better knowledge of the issue at hand (Blumberg, Cooper & Schindler, 2014). Figures were used to provide graphical representations of the frequency of responses to certain questions. 
[bookmark: _Toc163649395]3.11 Chapter Summary
To assure random sampling, the researchers used a random sampling approach. Questionnaires were used as the main data collecting strategy to study Nairobi's young who make shopping choices based on social media. The fourth chapter presents the results and insights from the SPSS analysis. 
[bookmark: _Toc163649396]Chapter 4: Results and Finding
Social networking tools making tools have a positive and negative attitude based on the information they access. According to the acquired information, social media platforms have a significant impact on consumers' viewpoints, with the potential to influence them in both good and bad ways. A strong association was discovered by researchers between the impact of social media on consumers' decision-making and its effect on actual purchases. The connection between them was intensifying. There is a strong link between the strategies used by social media platforms to recruit users and the methods by which users are motivated to interact with adverts on these sites. The findings revealed a strong and consistent relationship between the appeal of features in social media tools and the direction in which consumers are driven to move via social media.

	
	Frequency 

	Social media helps identify the use and need of a product
	90

	Social media adverts trigger you to purchase a product 
	98

	Social media helps achieve the desire of new products 
	88

	Social media provides solutions on where, when and why to purchase a product
	96



The study aimed to corroborate the findings by investigating the extent to which social media exerts an effect on consumer purchasing behavior. According to Figure 1, when consumers were asked whether social media affects their shopping choices, 25.3% answered affirmatively, 9.7% responded negatively, and 25.3% were uncertain.

To establish the study's relevance, it was essential to ascertain the frequency with which participants engaged with social media on a weekly basis. The provided figure illustrates the study findings, indicating that 29% of individuals allocate a time span of four to six hours on social networking sites, while 26% dedicate a period of seven to nine hours on these platforms. 

Customer choice is affected by social media tool preferences. Therefore, the purpose of the research was to identify the most popular social networking platforms. The results are in, and Figure below shows that 60% of respondents liked Instagram and 35% liked Facebook. In addition to Instagram, another popular social networking platform was Snap Chat.


[bookmark: _Toc163649397]Chapter 5: Conclusions and recommendations
[bookmark: _Toc163649398]5.1 Discussion 
Schiffman and Kanuk (2004) stated that several environmental signals have a substantial impact on consumers' decisions to purchase and overall consumer behavior. It is in this regard that I used thirteen statements of how social media affects consumer’s purchase decisions. According to the survey, social media influences people's buying behaviors. Most people who took the survey think that social media may help them find external signals that indicate a desire for something before they buy it. 
The placement of ads on social media platforms has a powerful impact on people's propensity to buy. It satisfies their need for novelty by giving them a place to look around and try on products before they buy. In addition, by allowing connections with friends and peers, social media makes it easier to get advice on where, what, and why to purchase. Interactions like this encourage people to try new businesses, goods, and services by suggesting them to others. In addition, people can trust social media to provide accurate information about both new and old businesses, goods, and services. As a last point, people may get more information about a topic via social media than through editorials, ads, or other types of mass media marketing. Reviews, ratings, and consumer conversation forums on social media platforms make it easy to go through product information before making a purchase. More than that, it lets people change their minds about their original choices once they learn more. Finally, by allowing users to connect with friends who have used the product or service in question, social media makes it easier to assess the quality of such offerings. The results corroborate the previous work of Heinonen (2011), which shows how social media serves as a venue for interpersonal communication, enabling and evaluating brand choices to aid customers in making purchasing decisions. 
Social media platforms are seen by customers, especially young people, as external stimuli, and these arguments are based on the basic idea that an individual's issue detection may be triggered by either internal or external factors (Kardes, et al. 2011). Consistent with the results is the work of Khatib (2016), who argues that people might become more self-aware of their unmet needs by engaging in social media, such as via Facebook ads or conversations with friends. 
In terms of information search, the results are in line with what Kotler et al. (2009) shows, which is that before buying a product, the consumer actively looks for more information about it. Social media platforms efficiently disseminate information. Regardless of the metric used, their study shows that the influence of social media on consumers is strongly correlated with how easy it is to obtain information online. 
Customers research and compare products on social media before making a purchase, according to Blythe (2008). Both the product's features and the buyer's tastes go into this assessment. This is in line with the results of studies that show social media is a more trustworthy form of communication than traditional ones, which opens possibilities for evaluating products before buying them. The survey found that participants had a neutral perspective on the influence of social media on consumer purchase behavior, with an average response of 3.8 regarding inducement. According to most people, the opinions and suggestions of friends and family on social media greatly influence how people see products. Therefore, these encounters are quite important since they affect people's buying habits. Thus, the findings run counter to the perspective put forward by Rant (2014), who recognizes the importance of needs in motivating consumers and provides evidence of this via a categorization that mirrors the steps involved in making a purchase choice. 
Three statements were used to evaluate consumer perception. The data found on social media platforms determines how people perceive businesses, goods, and services, according to 48% of respondents. In addition, customers' impressions of a product or service's value, quality, and hazards are affected by the brand's social media reputation in the present. Lastly, due to the availability of up-to-date information, social media platforms impact how customers perceive a product or service's evolution over time. Customers' propensity to purchase private brands is impacted by subjective evaluations of quality based on certain criteria, according to Duffett (2017). 
Perceived value, pricing quality, and risk are all interrelated, according to Ioanăs and Stoica (2014). Their research found a significant correlation between ratings on social media and the influence that these platforms have on customers' opinions. The material that is accessible determines the influence of social media evaluations on attitudes, which may be both favorable and negative. Notable associations between risk and uncertainty and risk and individual factors were also shown by the results to have a role in customers' product choice decisions. 
Duffett (2017) asserts that the information customers get on social media platforms shapes their opinions on products. Most of the time, buyers consider these products according to certain criteria. This assertion is supported by the study's results. The poll went on to show that recommendations from friends and family on social media significantly influence consumers' purchasing decisions. This provides further evidence that people's purchasing habits are shaped by their interactions and, in the end, by recommendations. According to Rant (2014), consumers are driven to make purchases when a need arises and becomes urgent enough to warrant immediate attention. 
I developed a personal interest in studying the impact of social media on consumer behavior, particularly after getting fascinated with Instagram and Facebook. Customers are increasingly being exposed to a growing amount of data daily, resulting in an overwhelming influx of diverse information via various online social media platforms. Businesses must adapt their marketing strategies in response to the altered market positioning of customers, which has been influenced by the increased openness and accessibility of social media. While companies may take pride in their marketing efforts, it is important to acknowledge that consumers may have differing viewpoints. Establishing a social media platform similar to Facebook and Instagram.
[bookmark: _Toc163649399]Chapter 6: Conclusion 
According to studies, social media has a major impact on how online shoppers behave. Without question, social media has caused enormous changes for businesses and customers alike. According to the study, students are quite picky when it comes to choosing a product to buy. Even if there is a plethora of information and data accessible on social media, the students' attitudes still matter much when it comes to selecting and purchasing a product. Content quality has a major impact on social media performance; as a result, content should be personalized to audience interests and demands. Marketing in the social media sphere goes beyond simple product promotion and consumer awareness. It involves more than simply keeping in touch with current and potential clients and encouraging them to do business with your company. The students now have the greatest degree of power and, via word of mouth, may learn everything there is to know about a service or product. Social media comments may have a devastating effect on a company's reputation; therefore, marketers and businesses should be very careful when responding to them. 
Multiple research projects have concluded that social media is a great way to communicate with businesses and other consumers more effectively while also expressing one's ideas. There is no denying that social media has brought consumers and businesses closer together. This being the case, businesses are making every effort to encourage customer feedback by creating a personal relationship between the customer and the brand. With the help of an integrated strategic approach, the company is making good use of social media channels to attract, engage, influence, and retain customers. The methods used to mold consumer views and the views expressed by social media content providers are two factors that could impact a customer's perception of a company and their decision to buy. Consequently, these methods need consistent maintenance, and businesses that use them should be ready to fix their marketing services whenever problems arise, so they can maintain their present customers and increase their lifetime value. 
Marketers should be more concerned with learning how consumers utilize digital and social media while making purchases, how these platforms affect consumer behavior, and how they work as a marketing tool. According to the results, the conventional model of decision-making adequately explains how social media influences consumers' choices. A higher level of consumer satisfaction is positively correlated with the stage traits of ease, pleasure, trust, and certainty. In all three stages, including the final purchase, those who enjoyed decision-making reported greater levels of satisfaction. Customers were more satisfied with the service and the purchase when they felt safe and trusted. The information search brought more happiness to the sati factionists than the maximizers. The decision-making process was more enjoyable and easier for social media users than for individuals who depended on other sources of information. All the while, their self-assurance and happiness were skyrocketing. In general, people were more satisfied with their social media experiences when they felt the amount and quality of the content, they received surpassed their expectations. According to these results, consumers' satisfaction with social media remained high despite the deluge of available data. In the end, the study found that customers were happier when they used social media to get information and compare options early on. But it did not help much with the post-purchase evaluation or the buy-choice stage of contentment. Even after performing all their research and evaluations online, a large portion of clients still prefer to make their purchase decisions in real locations. That traditional stores with physical locations are still relevant and important is evident from this. Thanks to social media, marketers can now listen in on online conversations and keep tabs on what people are saying in online communities, forums, and blogs, giving them a continual and instantaneous window into consumer sentiment. Companies must make good use of the social media data that is easily available to them to boost their product offerings, CRM, and bottom line. 
Recommendations 
The study addresses some of the previously mentioned difficulties in social media research and provides some study suggestions for future interdisciplinary studies. Prior to collecting, analyzing, and presenting crucial social media data from many academic fields, SMR has to establish and evaluate methodology, system resources, and policies. In addition, future research may primarily concentrate on doing an empirical study that focuses on gathering social media studies. To make their study more comprehensive, prospective academics and researchers can look at social media analysis, methodological concerns with data collecting, and picture and video analysis. 
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Appendices
Research Questions 
Survey Questions.
These questions are designed to provide insight into the impact of Facebook and Instagram on student behavior and the University's efforts to engage with its audience through these platforms.
Kindly answer them to the best of your ability. Thank you.

1. Do you use social media?
Yes
No
Rarely or never

2. How often do you use Facebook and Instagram?
Multiple times a day
Once a day
2-3 times a week 
Once a week
Rarely or never
3. What activities do you typically engage in on Facebook and Instagram related to University of Trinity Saint David? (Select all that apply)
Checking official university announcements
Communicating with university faculty or staff
Joining university-related groups or pages
Engaging with university-sponsored events or initiatives
Seeking information about academic programs or courses
Other (please specify)
4. To what extent do Facebook and Instagram influence your decision to participate in university events or activities?
Strongly influence.
Somewhat influence
No influence
I don't participate in university events or activities.
5. How likely are you to seek information about university news, events, or updates on Facebook and Instagram compared to other sources (e.g., university website, email newsletters, etc.)?
Much more likely
Somewhat more likely
Equally likely
Somewhat less likely
Much less likely
6. Have you ever made a decision related to University of Trinity Saint David based on something you saw on Facebook or Instagram? If yes, please provide an example.
 No
Yes: 

7. How does the content posted on the university's official Facebook and Instagram accounts impact your perception of the university?
Positively
Negatively
No impact
I don't follow the university's official accounts.
8. Do you think that the university effectively utilizes Facebook and Instagram to engage with its community? Why or why not?
No:
Why? 
Yes: 
Why? 
9. Have you ever used Facebook or Instagram to seek support or assistance from the university (e.g., contacting university offices, seeking academic advice, etc.)? If yes, please describe your experience.
 No
Yes: 

10. How comfortable are you with the university using Facebook and Instagram to communicate important information and updates?
Very comfortable
Somewhat comfortable
Neutral
Somewhat uncomfortable
Very uncomfortable
11. In what ways do you think the university can improve its use of Facebook and Instagram to better serve the university community?


 .


APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimize risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see the Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Bilyana Veselinova Nikolova

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	
UWTSD

	4
	Campus:
	London


	5
	E-mail address:
	1916915@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	


	
	For students:

	7
	Student Number:
	1916915

	8
	Programme of Study:
	BA Business Management

	9
	Director of Studies/Supervisor:
	Dr. Anupam Mazumdar






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☒	Supervisor



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity 
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	

	2
	Proposed start date:
	
	Proposed end date:
	

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity



(this box should expand as you type)

	4
	Research Question



(this box should expand as you type)

	5
	Aims of Research Activity



(this box should expand as you type)

	6
	Objectives of Research Activity



(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	


(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☐

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☐

	13
	A resilient Wales
	☐
	☐

	14
	A healthier Wales
	☐
	☐

	15
	A more equal Wales
	☐
	☐

	16
	A Wales of cohesive communities
	☐
	☐

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☐

	18
	A globally responsible Wales
	☐
	☐

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	

20
(this box should expand as you type)

	11
	Who will the participants be?

	
From the selected organization

(this box should expand as you type)

	12
	How will you identify the participants?
	
Randomly Sampled

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☒

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐×
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	×☐
	☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	


(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☐

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☐





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Bilyana Veselinova Nikolova
	Date: 25/04/2024




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Afzal Munna
	Date:25/04/2024

	3
	Signature:
	Afzal Munna

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/


 


Amount of Time Spent on Facebook and Instagram

Series 1	0hrs	1 to 3 hours	4 to 6 hours	7 to 9 hours1	10 or mor hrs	5	18	29	26	21	Series 2	0hrs	1 to 3 hours	4 to 6 hours	7 to 9 hours1	10 or mor hrs	Column1	0hrs	1 to 3 hours	4 to 6 hours	7 to 9 hours1	10 or mor hrs	


Social Media Platform Preference 

Sales	instagram	facebook 	snapchat	60	30	10	

social media influence 

Sales	yes	no	not sure	25.3	9.6999999999999993	25.3	
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