[image: ]

Programme: Master of Business Administration
Module Name: Dissertation Proposal
Module code: LCMB7035
Student Name: MD. Nuruzzaman
Student ID: 2438310
Title: “Assessing the Impact of Social Media Marketing Strategies on Consumer Buying Behaviour: A Study of Amazon UK”



Table of Contents
1. Introduction	3
1.1 Research Motivation	3
1.2 Research Significance	4
1.3 Research Gap	4
2. Research Aim, Objectives and Research Questions	5
2.1 Research Aim	5
2.2 Research Objectives	5
2.3 Research Questions	5
3. Preliminary Literature Review	6
3.1 Digital Marketing and Consumer Behaviour	6
3.2 Social Media Marketing: Conceptual Foundations	6
3.3 Influencer Marketing, eWOM and Consumer Decision-Making	6
3.4 Customer Engagement and Online Trust	7
3.5 Conceptual Framework	7
3.6 Research Gap Revisited	8
4. Research Methodology	8
4.1 Research Philosophy	8
4.2 Research Approach	8
4.3 Research Design and Data Collection	9
4.4 Sampling, Reliability and Validity	9
4.5 Data Analysis	9
4.6 Research Ethics	9
5. Risks, Limitations and Mitigation Strategies	10
6. Dissertation Timeline (Gantt Chart)	10
References	13



[bookmark: _Toc230558106][bookmark: _Toc231784948]1. Dissertation Title
“Assessing the Impact of Social Media Marketing Strategies on Consumer Buying Behaviour: A Study of Amazon UK”
2. Introduction
Digital technologies have revolutionised commerce and social media has become more than just a communication tool, it has become a key part of any current marketing plan. Organisations can now communicate with consumers in ways that were impossible with traditional media, using platforms such as Instagram, Facebook, TikTok and YouTube, and at a scale, level of precision and speed that was not possible before. Social media marketing (SMM) has thus emerged as a key factor in consumer purchasing decisions, especially in the fast-growing online retail market. In 2022, the worldwide spend on digital marketing is estimated to have been over $600 billion (Chaffey and Ellis-Chadwick, 2022), demonstrating the scale of marketing investment organisations are making in digital channels to communicate brand value, stimulate demand and build long-term customer relationships.
The digital environment has completely reshaped consumer buying behaviour — a term that describes the psychological, social and economic processes that influence an individual's buying decision. Before conversion, consumers are subjected to a complex information environment that includes social media advertisements, peer reviews, influencer content, eWOM and algorithmically curated recommendations (Kotler et al., 2021). The effects of content credibility and content relevance on purchase intention have been demonstrated in SMM (Shareef et al., 2019); however, the exact mechanisms by which different SMM strategies affect consumer behavior are still a topic of scholarly research.
[bookmark: _Toc231784949]2.1 Research Motivation
This study is driven by three trends: the unprecedented rise of platform-based e-commerce, the evolution of social media into a key commercial platform, and the lack of empirical research on a specific major platform operator like Amazon UK. Academically, the SMM literature continues to be dominated by studies of general retail settings or unrepresentative student samples, and as such, there is a lack of platform-specific, behaviourally oriented research. The UK e-commerce landscape is dominated by Amazon UK, which generates around 30% of all UK e-commerce sales (Statista, 2023), and is the most commercially important and least analytically explored context in the UK. Amazon UK's consumer buying behaviour is directly influenced by certain SMM strategies, making it a valuable strategic insight for digital marketers, e-commerce managers, and brand partners within the Amazon ecosystem.
[bookmark: _Toc231784950]2.2 Research Significance
Academic Contribution
This study aims to close three gaps in the literature on SMM: (i) to use active platform-based e-commerce consumers instead of convenience samples of students; (ii) to focus on actual buying behaviour instead of buying intention; and (iii) to apply established theoretical frameworks (AIDA, TAM, TPB) to the specific context of Amazon UK's social media ecosystem. This study theoretically and empirically advances the existing literature on digital marketing and consumer behavior.
Practical and Industry Contribution
The results will provide valuable insights for Amazon UK's marketing teams and affiliate programme managers, helping them make informed decisions about their SMM investment strategy. But, on a larger scale, digital marketers and e-commerce operators throughout the UK retail landscape will have a better grasp on which SMM variables – advertising, influencers, eWOM and user-generated content – have the greatest impact on consumer purchase decisions.
[bookmark: _Toc231784951]2.3 Research Gap
Although there is a significant volume of SMM literature, there are still some major gaps. Existing research mainly relies on samples gathered from students or more broadly, the general population of the Internet, thus restricting the scope of the generalisability to active e-commerce users. Second, research that is specifically focused on SMM in platform-based retail ecosystems (where algorithmic recommendation, marketplace dynamics, and social advertising meet) is limited. Third, previous quantitative research has measured purchase intention rather than purchase behaviour, which may overestimate the effectiveness of SMM. Fourth, much of the research that was conducted prior to 2020 is now outdated because of the changing landscape of short-form video content (such as TikTok, Instagram Reels) and the algorithms used by AI-driven ads. This study directly tackles these gaps by focusing on active Amazon UK consumers, using validated behavioural measures, and located the enquiry within the contemporary UK digital retail environment.
[bookmark: _Toc231784952]3. Research Aim, Objectives and Research Questions
[bookmark: _Toc231784953]3.1 Research Aim
To assess the impact of social media marketing strategies on consumer buying behaviour in the context of Amazon UK.
[bookmark: _Toc231784954]3.2 Research Objectives
· To examine the relationship between social media marketing and consumer buying behaviour.
· To identify the most influential social media marketing strategies affecting purchase decisions.
· To evaluate the role of customer engagement in shaping consumer buying behaviour.
· To analyse consumer perceptions towards Amazon UK's social media marketing activities.
[bookmark: _Toc231784955]3.3 Research Questions
i. How does social media marketing influence consumer buying behaviour?
ii. Which social media marketing strategies most strongly affect consumer purchasing decisions?
iii. What role does customer engagement play in influencing buying behaviour?
iv. How do consumers perceive Amazon UK's social media marketing activities?


[bookmark: _Toc231784956]4. Preliminary Literature Review
[bookmark: _Toc231784957]4.1 Digital Marketing and Consumer Behaviour
Digital marketing (SEO, content marketing, e-mail, SMM) has revolutionized consumer buying cycles by shortening the time lag between brand exposure and purchase, by allowing personalised communication and by providing interactive consumer experience that is not possible with traditional media (Ryan, 2016). Kotler et al. (2021) define Marketing 5.0 as an age of technology-driven marketing, human-centred marketing, and platforms and personalisation based on data. In the recent empirical study, Ibrahim and Al-Meshal (2022) found that digital marketing capability is an important determinant of firm performance in the e-commerce environment, further reinforcing the strategic importance of SMM investment.
[bookmark: _Toc231784958]4.2 Social Media Marketing: Conceptual Foundations
Digital marketing (SEO, content marketing, e-mail, SMM) has revolutionized consumer buying cycles by shortening the time lag between brand exposure and purchase, by allowing personalised communication and by providing interactive consumer experience that is not possible with traditional media (Ryan, 2016). Kotler et al. (2021) define Marketing 5.0 as an age of technology-driven marketing, human-centred marketing, and platforms and personalisation based on data. In the recent empirical study, Ibrahim and Al-Meshal (2022) found that digital marketing capability is an important determinant of firm performance in the e-commerce environment, further reinforcing the strategic importance of SMM investment.
[bookmark: _Toc231784959]4.3 Influencer Marketing, eWOM and Consumer Decision-Making
Digital marketing (SEO, content marketing, e-mail, SMM) has revolutionized consumer buying cycles by shortening the time lag between brand exposure and purchase, by allowing personalised communication and by providing interactive consumer experience that is not possible with traditional media (Ryan, 2016). Kotler et al. (2021) define Marketing 5.0 as an age of technology-driven marketing, human-centred marketing, and platforms and personalisation based on data. In the recent empirical study, Ibrahim and Al-Meshal (2022) found that digital marketing capability is an important determinant of firm performance in the e-commerce environment, further reinforcing the strategic importance of SMM investment.
[bookmark: _Toc231784960]4.4 Customer Engagement and Online Trust
Customer engagement, a psychological phenomenon that involves cognitive, emotional, and behavioural investment in brand interactions (Brodie et al., 2011), has been identified as an important mediator between SMM stimuli and consumer behavioural responses. Engagement is defined by Bowden (2009) as a process of translating marketing stimuli to purchasing behaviour, and SMM strategies that create interactive engagement that is meaningful are hypothesized to create more lasting purchasing patterns than marketing appeals that are direct advertisements. Online trust, which is a multidimensional construct that includes perceptions of competence, benevolence and integrity (McKnight and Chervany, 2001), serves as another mediating factor. Gefen et al. (2003) showed that trust plays a significant role in predicting purchase intention in an online retailing context, and later research confirmed that this relationship is a mediation relationship between the exposure of SMM and consumer behavior (Kim and Park, 2013). This literature is extended by Arora et al. (2023) who show that personalised social media advertising has a strong positive effect on UK digital consumers' perceived trust and purchase intention, highlighting the significance of message relevance in the context of Amazon UK.
[bookmark: _Toc231784961]4.5 Conceptual Framework
The conceptual framework for this study identifies the following variable structure:
· Independent Variables: Social Media Advertising, Influencer Marketing, eWOM, User-Generated Content (UGC)
· Mediating Variable: Customer Engagement
· Dependent Variable: Consumer Buying Behaviour
Social media advertising, influencer content, eWOM, and UGC are theorised to stimulate customer engagement (cognitive, affective, and behavioural), which in turn drives consumer purchasing decisions. This framework integrates the AIDA model, TAM, and TPB, and is consistent with recent empirical conceptualisations in the SMM literature (Shareef et al., 2019; Lou and Yuan, 2019; Arora et al., 2023).
[bookmark: _Toc231784962]4.6 Research Gap Revisited
The findings from the literature review provide a solid base for theory, but also show three ongoing deficits: (i) a strong reliance on student samples, which makes it difficult to generalise the findings to the field of e-commerce; (ii) a lack of research in platform-based retail ecosystems like Amazon; and (iii) the fact that most literature focuses on purchase intention and not on actual purchase behaviour. With the rise of short-form video platforms and AI-powered ads, it is imperative that the empirical study be conducted in contemporary times. This study aims to directly address all of these gaps.
[bookmark: _Toc231784963]5. Research Methodology
[bookmark: _Toc231784964]5.1 Research Philosophy
The research philosophy employed in this study is positivist research philosophy, which is research philosophy that believes that social reality is measurable in an objective way and knowledge must be obtained from the phenomena that can be observed and verified (Bryman, 2016). The focus of positivism is on quantitative methodological approaches, which include the measurement of constructs, hypothesis testing and the generation of generalizable findings, all of which are in line with the goals of this study (Saunders et al., 2019).
[bookmark: _Toc231784965]5.2 Research Approach
A deductive research approach is used. The process of deduction involves starting with the theory and moving toward the empirical observation, and begins by asking questions that are tested against the primary data used (Robson and McCartan, 2016) using the AIDA, TPB, and TAM frameworks. This helps to create coherence in the theoretical framework and in the operationalization of variables and analysis.
[bookmark: _Toc231784966]5.3 Research Design and Data Collection
A deductive research approach is used. The process of deduction involves starting with the theory and moving toward the empirical observation, and begins by asking questions that are tested against the primary data used (Robson and McCartan, 2016) using the AIDA, TPB, and TAM frameworks. This helps to create coherence in the theoretical framework and in the operationalization of variables and analysis.
[bookmark: _Toc231784967]5.4 Sampling, Reliability and Validity 
A convenience sample (n = 100-150) of active Amazon UK consumers and social media users in the UK will be recruited from a target population of these consumers. The survey will be distributed via LinkedIn, Facebook, student networks, and online communities focused on Amazon UK. The quantitative dissertation research at this level usually involves convenience sampling, even though this is not the ideal method for statistical generalisation; this will be recognised (Bryman, 2016; Saunders et al., 2019). The internal consistency of multi-item scales will be evaluated by Cronbach's Alpha, and a value of 0.70 or higher will be regarded as acceptable (Hair et al., 2014). Face and content validity will be determined by comparison with existing validated instruments in published SMM literature.
[bookmark: _Toc231784968]5.5 Data Analysis
The quantitative data will be analysed using SPSS or Microsoft Excel. Descriptive statistics (frequencies, means, and standard deviations) will describe the sample and summarise the results of the surveys. The associations between SMM variables and consumer buying behaviour will be analysed using Pearson's correlation analysis. Multiple regression analysis will evaluate the contribution of each of the independent variables (social media advertising, influencer marketing, eWOM, UGC) on the dependent variable (consumer buying behaviour) and customer engagement as a mediating variable if applicable. Table and charts will be used to present results.
[bookmark: _Toc231784969]5.6 Research Ethics
The study will comply fully with the University's Code of Research Ethics and UK GDPR requirements. Key ethical provisions include: informed consent via a participant information sheet and tick-box consent mechanism; voluntary participation with the right to withdraw at any time; full anonymity — no personally identifiable information will be collected; secure password-protected data storage on University-affiliated cloud platforms; and no collection of sensitive personal data. Formal ethical approval will be obtained prior to any primary data collection.
[bookmark: _Toc231784970]6. Risks, Limitations and Mitigation Strategies
1. Low Response Rate: Multi-platform distribution and a concise instrument (under 10 minutes) will be employed to maximise response rates.
1. Response Bias: Anonymity assurances and neutral question wording will minimise socially desirable responding.
1. Limited Sample Diversity: Demographic data will be reported transparently; findings will be appropriately qualified.
1. Convenience Sampling: The limitation will be clearly acknowledged; findings will be positioned as contextually specific and exploratory.
1. Time Constraints: A Gantt chart-based timeline will be adhered to rigorously; the cross-sectional design was selected for its feasibility within the 16-week timeframe.
[bookmark: _Toc230558128][bookmark: _Toc231784971]7. Dissertation Timeline (Gantt Chart)
The following Gantt chart proposes a 16-week timeline for the dissertation from Week 1 (from 12 May 2025) to Week 16 (until 28 August 2025). The deadline for submitting the proposal and ethics is in Week 5 (11 June 2025), and the final dissertation submission is in Week 16 (28 August 2025). There are eight supervisor meetings (denoted by M) every fortnight on Mondays: Weeks 1, 3, 5, 7, 9, 11, 13, 16. Any event that is considered a milestone is marked with a ★.
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