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[bookmark: _Toc122445999]Chapter 1: Introduction 
[bookmark: _Toc122446000]Background 
	Technology rapidly bring innovation in consumer engagement options and the role of social media marketing is critical in this regard. The impacts of social media marketing activities increase brand knowledge and awareness among consumers. Azpeitita (2021) stated the effects of social media marketing on Tik-Tok users. Social media marketers improve consumer engagement by providing visual image and brand knowledge. Tik-Tok marketing improve consumer based content and improve the customer engagement activities. It helps in creating consumer engagement and customer values and trust within 15 seconds (Dewi, 2021). During the pandemic, tik-tok consumers get engaged due to social media marketing options that raise the consumer influence in business activities. As per the study of Fuaddah et al. (2022) digital marketing help companies to increase customer engagement. The role of Tik-Tok is significant in this regard because it provide leverage to improve the digital marketing options. Consumer engagement is essential to organise the marketing based content and raise customer satisfaction. Tik-Tok improve the consumer engagement level through ensuring collaboration and consumer engagement. 
[bookmark: _Toc122446001]Significance of the topic 
	Social media marketing has significant benefits and Tik-Tok is considered effective platform to ensure consumer engagement. This research is significant to conduct because tik-tok is considered a digital strategy for consumer brand engagement. Tik-Tok influence the consumer interest that influence the marketers to streamline successful work options (Xuan, 2021). Practically, this research will help the social media marketers to raise consumer engagement through Tik-Tok. Ningrum et al. (2021) stated the influence of social medial marketing on consumer engagement because it is significant in circularity of business. Business companies can start the successful campaigns in promotional business strategies using codes that may increase influencer interest.  
[bookmark: _Toc122446002]Purpose of the research
	The purpose of this research is to examine the influence of social media marketing in targeting consumers and tik-tok users. The reason behind it is that social media marketers target audience by generating successful consumer engagement options. Tik Tok is considered as significant media for the promotion of business companies and to examine intentions of youth (Pieter et al., 2021). Therefore, social media marketing has greater influence on consumer engagement. This research is proposed to address the influence of social media on the tik-tok consumers. 

[bookmark: _Toc122446003]Aim and objectives 
This study aims to address the influence of social media marketing in the consumer engagement. For instance, the case study of tik-tok is involved in this research. Following are the objectives of study 
· To examine the role of social media marketing in consumer engagement 
· To explore the affect of social media marketing in consumer engagement
· To find the factors that are influenced by social media marketing specifically in consumers of tik-tok. 

[bookmark: _Toc122446004]Research questions 
Following are the research questions that will be answered in this study 
1. What is the influence of social media marketing in consumer engagement?
2. How social media marketing influence engagement of consumers of tik-tok? 
[bookmark: _Toc122446005]
Chapter 2: Literature Review 
[bookmark: _Toc122446006]Role of social media marketing in consumer engagement
	Social media marketing is the consumer engagement tool that improve the customer interest in brand offerings. The role of social media marketing activities are important to address the high level of customer engagement. Liu and Burns (2021) conducted a research and examined the impacts of social media marketing on luxury brand marketing and customer engagement. The researchers founds the importance of social media marketing in customer engagement and improvement in active participation of customers. Cheng et al. (2019) stated that customer involvement using social media marketing is critical and ensure communication among customer and marketers. Therefore, social media marketing play a vital role in consumer engagement because it offers foster communication level that increase brand awareness. The marketer-generated content also improve the customer engagement because it provide digital engagement offerings (Meier et al., 2019). Hence, social media marketing play significant role in customer participation and improve the value creation options for brands. Additionally, social media marketing develop communication levels among the customers and brand managers. In this way, customer participation is also encouraged with the help of social media marketing options. 

[bookmark: _Toc122446007]Influence of social media marketing (Tik-Tok) in consumer engagement
	Tik-Tok is becoming a most recognised social media marketing application that improve customer engagement. It raise the consumer awareness and increase implications for user engagement. Kang et al., (2022) found that Tik-Tok increase the user engagement level because it ensure social interactive options by machine learning options. It also improve the automatic purchasing options for the customers. It has been found that more than 56 percent of consumers use Tik-Tok and this increase their engagement level. According to Cantawee et al. (2021) tik-tok improve the consumer purchasing intention and increase the level of consumer participation through brand recognition. Social media marketing also influence the behaviour of customers and their purchasing intentions. Tik-Tom offer the go viral option that influence consumers to buy the product. In fact, it is significant to address the commodity features that tik-tok users share with the customers. Liver streaming options and recommended intention through short video also involve in tik-tok operations (Wang et al., 2022). Tik-Tok also provide the options for gaining the consumer purchasing interest. As per the findings of Araujo et al. (2022) influence of tik-tok improve the engagement level of consumers and increase their intent to purchase brand items. Therefore, the role of tik-tok is significant to improve the customer engagement that increase brand awareness. 
[bookmark: _Toc122446008]Literature Gap
	This research will find the influence of social media marketing with referring to the case study of Tik-Tok and its impact on consumer engagement. The information related to influence and role of social media marketing is provided in the existing studies. The literature findings has demonstrated that social media marketing improve the consumer level of engagement. There is limited information available in literature related to role of Tik-Tok influence and social media marketing to improve the consumer participation. Therefore, the present research will fill this gap and will examine the influence of social media marketing in accordance to Tik-Tok and its role in consumer satisfaction. 

[bookmark: _Toc122446009]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc122446010]Research philosophy 
	The research philosophy refers the important aspects, assumption and beliefs that the researcher used to solve the problem. It includes positivism, pragmatism, interpretivism and realism (Saunders et al., 2015). The role of research philosophy is significant to examine data pertinent to a specific factor. For this research, there is no scientific observation is included and the researcher will use the interpretivism philosophy to examine the influence of social media marketing on consumer engagement with the evidence of tik-tok. Interpretivism also provides in-depth information related to research problem and identify the elements of the study with existing knowledge. 
[bookmark: _Toc122446011]Research paradigm 
	Research paradigm define the model or pattern that the researcher use for the conduct of the study. It can be descriptive, exploratory, predictive and evaluative defining purpose of this research. This research will use the descriptive paradigm of research in which information related to social media influence is examined. The reason behind the selection of descriptive research paradigm is that it describe in-depth information related to study objectives (Rahi, 2017). 
[bookmark: _Toc122446012]Research approach
	Research approach include the ways to represent the arguments based on researcher opinions. It can be deductive or inductive for quantitative and qualitative research design (Hayes et al., 2018). Deductive approach provide quantitative information based on numerical findings of research while inductive approach explain existing data based on theories and observation. In this research, inductive approach is used because it provide the details of general investigations Armat et al. (2018). This will help the researcher to examine the influence of social media marketing on consumer engagement. 
[bookmark: _Toc122446013]Research design 
Quantitative, Qualitative and mixed research design methods are the suitable choices for research design (Ranganathan et al., 2018). In the quantitative design, researcher gather the numerical information while qualitative explain the collection of secondary data for the findings of data. This research will utilise qualitative design because it provide details of existing findings related to influence of social media marketing including the case study of Tik-Tok. The reason behind this selection is that qualitative design provide logical and in-depth information related to research study. 
[bookmark: _Toc122446014]Sampling methods 
	The sample for this research will be the social media marketers of retail sector who are using Tik-Tok to engage customers. For this purpose, 150 respondent working in the retail sector will ask to participate in the researcher. Convenience sampling will used by the researcher because it provide the details of perceived and logical information under non-probability sampling (Etikan et al. 2016).
[bookmark: _Toc122446015]Data collection methods/tools 
	Primary and secondary data collection sources are involved in the research. Primary data is collected by conducting interview survey, and questionnaire method (Ruggiano et al., 2019). For secondary data collection, literature findings, google scholar and research journals are used. In this research, the researcher select the primary data collection approach in which interviews will be conducted and influence of social media marketing is examined in raising customer engagement. The selection behind this approach is that primary data ensure the explanation of up-to-date scenarios and opinions of the researcher (Mazhar et al., 2021). Moreover, social media marketing has increased and digitalization enhance customer interest to purchase the product online. The research will use primary data collection method and use the interview approach to find the influence of social media marketing on consumer engagement. 
[bookmark: _Toc122446016]Ways of interpreting data
	It is the significant stage of research in which researcher interpreted the collected information. For the interpretation of information, content and thematic data analysis approaches are used. For this research, data collected from interview is analysed by using SPSS that provide regression and correlation (Mohajan, 2020). The reason behind the selection of SPSS is that it provide details of relationship of research variable including social media marketing and consumer engagement. Statistical tests are performed in this study and findings ensure the relationship between the influence of social media marketing and consumer engagement. SPSS is effective tool because it determine the credible and authentic research findings that may ensure unique and accurate results of the research. 
[bookmark: _Toc122446017]Time prospects of the research (Gantt chart)
This research work needs specific time duration to complete the research work that is stated in the Gantt chart below:
	Task
	Grant Chart 
	

	
	Week 1 
	Week 2
	 Week 3
	Week 4
	Week 5 
	Week 6
	Week 7

	Planning of research with aims and objectives  
	
	
	
	
	
	
	

	Purpose of the research  
	
	
	
	
	
	
	

	Rationale of study 
	
	
	
	
	
	
	

	Writing Introduction 
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	

	Methodology 
	
	
	
	
	
	
	

	Interviews    
	
	
	
	
	
	
	

	Data analysis 
	
	
	
	
	
	
	

	Findings and Discussion 
	
	
	
	
	
	
	

	Conclusion
	
	
	
	
	
	
	



[bookmark: _Toc122446018]Ethical consideration of the research 
	Ethical specifications are significant to improve the authenticity and reliability of data collection method. For this research, during the conduct of interviews, it is necessary to follow the ethical guidelines. Ethical specification improve the validity of information and scope of data (Arifin, 2018). Therefore, no personal information will included in the interview and the researcher must keep confidentiality of the collected information from the social media marketers. Moreover each participant should deal with equality and no biases should be involved during the conduct of interviews. 
[bookmark: _Toc122446019]Chapter 4: Conclusion
To conclude this discussion, it is stated that social media marketing influence consumer engagement and tik-tok play vital role in consumer engagement. This research will use the primary qualitative approach in which researcher will utilise the interview approach. The researcher will conduct interviews from the consumers who are keen to use tik-tok. After the data collection, thematic analysis will conducted using statistical software, SPSS. In this way, the influence of social media marketing using Tik-Tok options and their impacts on consumer engagement is examined.  
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