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[bookmark: _Toc150803348] Introduction: 
Social media has become a crucial component of marketing tactics used by many different businesses in today's digitally driven world. This trend is also evident in the UK automobile industry. Businesses in this industry are using social media advertising more and more to interact with their target audience and build brand awareness. This proposal proposes to examine and analyze the impact of social media advertising on brand awareness in the UK's automobile sector is a topic of major interest and relevance.
[bookmark: _Toc150803349]Rationale:
The driving force for this study is the way that digital marketing is developing in the auto industry. Since consumers are spending more time online, particularly on social media sites, automakers must now create and manage a strong online presence. Advertising on social media provides a distinctive way to connect with potential consumers, build brand awareness, and define a company's identity. For automobile sector in the UK to succeed and remain in business, it is therefore essential to comprehend how social media advertising affects brand awareness (Panda and Mishra, 2022).
[bookmark: _Toc150803350]Research Aim:
The purpose of this study is to evaluate the effect of social media advertising on brand recognition in the UK automotive industry.
[bookmark: _Toc150803351]Research Objectives: 
· To assess how much brand awareness is influenced by social media advertising among customers in the UK car industry.
· To determine which social media sites are best for car manufacturers to use in the UK to raise brand awareness.
· To calculate the amount of money that automobile companies spend on social media advertising in the UK and determine if these expenditures produce quantifiable gains or losses in terms of brand awareness.
· To understand the elements that go into making social media advertising efforts for UK automobile companies successful or unsuccessful in raising brand awareness.
[bookmark: _Toc150803352]Research Questions: 
· What is the effect of social media advertising on brand awareness in the UK car industry?
· Which social media sites help car manufacturers in the UK increase brand recognition the most?
· What elements play a role in whether social media advertising strategies for UK car firms are successful or unsuccessful in raising brand awareness?
· What is the amount of money that automakers spend on social media advertising as well as do they make money or lose money from these investments?
[bookmark: _Toc150803353]Literature Gap:
The use of digital advertising as well as its effects on brand recognition have been extensively studied, but the UK automobile industry is not well covered in this research. Most of the current literature concentrates on cross-sectoral investigations and general concepts. However, a more sector-specific study is necessary due to the distinct characteristics of the UK car industry. In order to fill this vacuum in the literature, this study explores the subtleties of social networking advertising in the UK automobile industry (Singh, Crisafulli and Xue, 2020).
[bookmark: _Toc150803354]Research Significance 
This research holds great significance as it has the ability to provide crucial insights to the automotive sector in the United Kingdom. It is more important to comprehend how social media advertising affects brand awareness in the age of digital domination, when consumers are using social media platforms (Panda and Mishra, 2022). This study covers a number of important topics that support its importance, including: 
This research primarily aids in improving the efficacy of social media marketing strategies in the UK automotive industry. Understanding the best ways to raise brand awareness is critical for businesses looking to obtain a competitive advantage. Through the identification of the most effective platforms, techniques, and content, this research enables these organizations to optimize their advertising efforts for maximum impact. By doing this, businesses can expand their audience, foster client interaction, and eventually increase sales numbers (Gavsi, 2023)
The study explores the financial ramifications of social media advertising, an aspect that is frequently disregarded. It offers a useful and fact-based viewpoint by evaluating the financial resources automakers devote to these initiatives. In order for industry decision-makers to comprehend the advantages and disadvantages of social media advertising, they must have this viewpoint of investments yield observable returns or not, are they losing money or making profit. The goal of the research is to clearly address these issues so that businesses may make well-informed financial decisions. Moreover, the importance of the discovery goes beyond its direct commercial implications (Zulfikar, Aprianti and Rachmawati, 2022).
[bookmark: _Toc150803355]Literature Review
The literature review is an in-depth examination of publications, scholarly papers, and current academic research on a particular subject or research question. Literature review helps researchers determine the present level of knowledge in their field and identifies gaps in the literature that need to be filled (Paul and Criado, 2020). In today's digital world, social media advertisement has become a potent tool for raising brand awareness. With an emphasis on the particular circumstances of the UK car industry, we hope to discuss the relevance of social media branding and its effects on brand recognition in this review of the literature.
Social Media Promotion and Its Increasing Importance
Almansour, (2022) states that social media sites such as Twitter, Instagram and Facebook provide businesses with an effective and direct means of connecting with their target market. Building brand awareness requires consumer involvement and connection, which is fostered by this direct reach. Research conducted by Atherton, (2023) confirms that social media advertising enables brands to successfully convey their identity and core values, hence impacting consumers' opinion of the company.
The Efficiency of Various Social Media Channels
Finding the best social media channels to increase brand recognition in the UK car industry is one of the main goals of this study. Prior studies provide insightful information about this. In a thorough analysis centered on the UK market by Bryła, Chatterjee and Ciabiada-Bryła, (2022) discovered that Instagram was especially useful for boosting brand awareness and user engagement in the automotive industry. Their research showed the platform's visual style and user base closely match the target market for the sector. On the Contrary, Denisova, (2023) demonstrated how crucial Twitter is for interaction and real-time information. Twitter's succinct and snappy structure makes it ideal for spreading word about events, promotions, and new product releases in the automotive industry. These studies demonstrate that every platform has distinct advantages, and car manufacturers in the UK ought to think about a customized strategy.
Factors Affecting Social Media Advertising Strategy Success
In the words of Gavsi, (2023) discovered important variables such audience targeting, timeliness, and material quality. They discovered that naturally shared material that connects with the audience can significantly increase brand awareness. Furthermore, it was noted that posting in a timely and smart manner is crucial because it can maximize visibility and interaction. Kushwaha et al., (2020) emphasized the significance of receiving consumer feedback and responding to complaints. According to their research, brands that actively interact with consumers and react to their questions or concerns frequently have greater levels of trust and brand awareness.
Social Media Advertising's Financial Repercussions
Evaluating the financial effects of social media advertising in the UK car industry is one of the main goals of this study. According to research done on automobile industry of UK industries by Siddiqui et al., (2021) businesses typically devote a sizeable amount of their marketing budgets to social media advertising. They mentioned that one area of worry was the return on investment (ROI) from these efforts. 
Summary and Integration of previous studies 
The evaluation of material presented here demonstrates the complex effects of social media advertising on brand recognition in the UK automotive industry. It emphasizes how crucial it is to take a customized strategy based on the platform, the level of quality of the material, and interaction tactics. It also highlights the necessity of actively interacting with the target audience and taking the financial effects of these marketing initiatives into account. Cross-sectoral investigations and broad concepts are the main subjects of the literature that is now in publication. This study attempts to fill a clear vacuum about the distinctive dynamics of the UK car industry (Panda and Mishra, 2022).
Hence this literature review offers an effective basis for the study goals described in this proposal. It illustrates the importance and applicability of this research as well as the gaps that must be addressed. This research aims to provide valuable insights to the UK automotive industry by examining the impact of social media advertising on consumer perceptions and its financial implications. This will enable companies to improve their advertising strategies as well as make more informed financial decisions.
[bookmark: _Toc150803356]Research Methodology
The research onion model is a comprehensive technique that provides an organized and methodical framework for conducting research, and it is the methodology used in this study. For a number of important reasons, this selection is especially appropriate for this study on how social media advertising affects brand recognition in the UK car industry. According to Iovino and Tsitsianis, (2020) the research onion model is a multi-layered structure that directs researchers through the many stages of the research procedure. 
[bookmark: _Toc150803357] Research Approach:
As part of this study technique, a comprehensive review of pertinent scholarly literature is conducted. This includes studies, articles, and publications that explore the effects of social networking advertising on consumer perceptions in the UK automotive sector. This strategy fits in with the use of a qualitative information gathering technique. Using an inductive approach, the study gathers important themes and trends from the corpus of literature to acquire understanding of this topic. An extensive grasp of the subject is created by recognizing recurring themes and new ideas. This method makes it possible to examine awareness of brands in the automotive industry from new angles and without bias. The study approach entails a comprehensive analysis of pertinent scholarly literature, including studies, papers, and publications about the effect of social media advertising on brand awareness in the UK auto industry (Zulfikar, Aprianti and Rachmawati, 2022).
[bookmark: _Toc150803358]Data Collection Method:
The main data source is secondary data collection method as analysis is done on the qualitative discoveries and insights that are published in scholarly journals, academic essays and other pertinent publications. By drawing from a variety of pre-existing sources, this secondary data collection strategy offers a thorough picture of the research field. A multitude of research studies have investigated the impact of social media advertising on brand awareness. Qualitative data has demonstrated the advantages of using diverse social media platforms within the UK automotive industry (Singh, Crisafulli and Xue, 2020).
[bookmark: _Toc150803359]Ethical Considerations
This research is dedicated to following the highest ethical standards: 
Data Privacy: It is critical to protect people's and organizations' privacy. To avoid unwanted access, all gathered data will be securely kept and anonymized.
 Honesty & Openness: will be no manipulation or misrepresentation of data, and all information will be provided honestly and accurately taken in this research.
Preventing Harm: By carefully evaluating potential outcomes and minimizing unfavorable effects, the research will work to limit harm to participants or any organization.
Ethical Data Sourcing: When utilizing secondary data, care will be taken to guarantee that the information was gathered and presented in an ethical way, honoring intellectual property rights and requiring the correct citations (Harriss, MacSween and Atkinson, 2019).
[bookmark: _Toc150803360]Conclusion 
This proposed study on the effect of social media marketing on brand recognition within the UK's automotive industry seeks to close a significant vacuum in the body of current knowledge. Through evaluating the impact of different social media platforms, investments, and tactics, the research aims to offer significant direction for the sector's marketing endeavors. The research onion model-based methodology uses a qualitative approach by carefully examining the body of academic literature to guarantee a thorough knowledge free from prejudice. In all scientific endeavors, ethical issues take precedence over data privacy, integrity, and harm prevention. The importance of this research rests in its ability to improve social media marketing tactics for the UK car sector, boosting brand awareness and supporting well-informed financial decision-making. 
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