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[bookmark: _Toc222226757]1. Introduction
[bookmark: _8srmjvoq22aj][bookmark: _Toc222226758]1.1 Background 
The rapid advancement of digital technologies has greatly altered the marketing environment. Social media marketing has become a powerful strategic instrument that allows businesses to interact directly with consumers using the Instagram, Facebook, Tik Tok and X (formerly Twitter) platforms. The brands are increasingly using social media as a way of communicating the brand values, marketing products, and the long-term relationship with consumers in a highly competitive market (Rahman and Ekereuke, 2022). The declining viability of traditional advertising avenues is presenting consumers with cost-effective chances, interactive and data-driven avenues to shape consumer perceptions and behaviours presented by social media.
Development of digital platforms has been accompanied by significant shifts in consumer behaviour. The consumers are more than ever before digitally connected, information conscious and socially affected. The social media platforms are not only used to socialize but are also considered as important sites of product information, product reviews and recommendations. Consumers are using user-generated content, influencer endorsements and brand generated posts more often when considering brands (Davcik et al., 2022). This change has transformed the traditional consumer process of decision making making it more dynamic and socially embedded. Consequently, the online interaction, the sense of authenticity and the presence of a brand online contribute to the purchase decision-making process which is not dependent on price or the quality of the product anymore.
[bookmark: _1jhaz66kkjyk][bookmark: _Toc222226759]1.2 Research Problem
In this changing environment, brand familiarity is very important in influencing the buying behaviour of consumers. A high level of brand awareness would lead to brand recall, perceived risk and trust which are all important to affect the buying intention in the business industry. The efforts of social media marketing including content interaction, stories, personalization of advertising and collaboration with influencers can help to enhance brand awareness and emotional resonance with consumers (Nkegbe and Abor, 2023). Nevertheless, the level to which such activities are reflected on actual purchase decisions is still the area of scholarly and managerial attention.
Although social media marketing has become omnipresent among brands, there is no empirical certainty in the effects of the latter on brand awareness and purchase behaviour of the consumers. The available literature usually addresses brand awareness or purchase intention individually or adopts a global outlook and fails to fully address the unique characteristics of the market. Furthermore, the social media marketing aspect of the consumers, especially trust and authenticity remains underexplored.  
Thus, this study aims to fill this gap by investigating how social media marketing affects the brand awareness and purchase decision making with respect to brands. The necessity to target the Business sector is explained by the fact that the country has a well-developed digital infrastructure, a diverse consumer base and a large number of people who have adapted to social media, so it is a perfect setting to explore the modern digital marketing trends.
[bookmark: _h4ltgcsq3kuz][bookmark: _Toc222226760]2. Research Aim, Objectives and Research Questions
[bookmark: _Toc222226761]2.1 Aim
The aim of the research will be to analyze the effects of the social media marketing activity on brand awareness and consumers purchase decision making. The study aims to learn the effects of various social media marketing techniques on consumer perceptions and behaviour in a more digital setting.
[bookmark: _txnt1g4d4fnt][bookmark: _Toc222226762]2.2 Objectives 
· To explore how social media marketing strategies are used to enhance brand awareness among consumers.
· To analyse the influence of social media marketing on consumers’ purchase decisions.
· To evaluate consumers’ perception of social media marketing and how these perceptions shape their trust, brand recall and buying behaviour.
[bookmark: _w0xoehczgx95]

[bookmark: _Toc222226763]2.3 Research Questions 
· What are the social media marketing strategies that are used to enhance brand awareness among consumers?
· What is the influence of social media marketing on consumers’ purchase decisions?
· What are the perceptions of the consumers on social media marketing and how these perceptions shape their trust, brand recall and buying behaviour?
[bookmark: _ljb0ijd5k2ca][bookmark: _Toc222226764]3. Preliminary Literature Review 
Social media marketing is now part of modern marketing practices, especially in consumer-focused markets such as in the business sector. It is a process of utilizing social media channels to generate, convey and create value to the customers and in the process build relationships and interactions (Li et al., 2021). Contrary to the conventional marketing process, social media marketing is interactive, user-based and dialogue-based and enables brands to have real-time communication with the consumers. Instagram, Facebook, Tik Tok and YouTube are the platforms that allow brands to distribute promotional messages, use influencer marketing and promote user-generated content (CODREANU, 2024). In turn, it increases brand visibility and user engagement. Social media is participatory and this has created a shift in power to consumers who are now active in terms of the narration of a brand through the way of likes, sharing, reviewing and commenting.
[bookmark: _cpym1gp530fn]A significant number of literatures has been studied which indicates that social media marketing and brand awareness are closely related. Brand awareness is the level to which consumers can perceive and choose a brand repeatedly through various conditions. Social media marketing helps in brand messages due to repeated interactions. Research indicates that images, storytelling and influencer partnerships have a tremendous effect on brand recognition and recall (Onalaja and Otokiti, 2023). The embeddedness of the brands in the present digital life of consumers would occur through regular exposure of branded content on social media. It renders them salient when it comes to buying a product. Also, social media has enabled the brands to customize content that enhances brand familiarity and emotional attachment even more. 
More than brand awareness, social media marketing has been found to have an impact on purchase decisions of consumers. The consumer decision-making process has ceased to be a linear model but is becoming a complex and socially influenced process where consumers actively seek information, compare alternative options as well as use the opinions of users before making a purchase. It has been shown that social media marketing influences multiple steps such as identifying the problem, seeking information and analysing alternatives. The content created by the users, online reviews and influencer recommendations are important in influencing the attitude and purchase intention of the consumers (Chen et al., 2025). A positive social media communication has the potential to lower the risk perception and make people more confident in the purchase, whereas the negative feedback can scare the consumer away. It showcases the dual nature of social media interactions.
Another important aspect that mediates the relationship between social media marketing and purchasing behaviour is the consumer perception. Perception is the way the consumers comprehend and appraise marketing strategies. It directly affects trust and brand recognition. One strategy in digital marketing that is especially significant is trust as consumers tend to distrust overtly promotional work. It has been argued that consumer trust in social media interactions can be improved with authenticity, transparency and consistency (Kartomo, 2024). Consumers will recall the brand more when they see social media content as credible and relatable and form positive attitudes towards the brand. On the other hand, over advertisement or false portions by the influencers may result in a lack of brand trust and lower the probability of purchasing.
A number of theoretical models support the analysis of the effect of social media marketing on brand recognition and buying behaviour. The AIDA model (Attention, Interest, Desire, Action) describes how the content of social media attracts the attention of the consumer and causes a consumer to eventually take action to make a purchase by engaging in and persuading (Haq et al., 2025). The Consumer Decision-Making Model can give an idea of the role of social media in information search and evaluation process. Moreover, the Theory of Planned Behaviour is the theory that states that purchase intentions are influenced greatly by attitude, subjective norms and perceived behavioural control that are often influenced by the interaction with social media (Tiwari et al., 2024). All these theories provide a solid base to explore the effect of social media marketing to consumer behaviour.
Although a large amount of research has been conducted in this field, gaps still exist. Numerous available literatures take a global or cross industry approaches, hence it does not provide in-depth information about the dynamics of the business industry. Also, the fast development of social media platforms, especially the emergence of short video-based content and commerce-oriented videos is not thoroughly covered in literature. This is also lacking in terms of empirical attention on the fact that trust plays an important role in mediating the linkage between social media marketing, brand awareness and purchase decisions. The solution of these gaps will add to a more detailed comprehension of the modern social media marketing effectiveness.
[bookmark: _Toc222226765]4. Research Methodology
The present research will use a secondary qualitative research design, and the study will review the effects of social media marketing on brand recognition and the buying decision-making process of consumers in the global market. Considering the exploratory and interpretive type of study, the research methodology will be based on the synthesis of available academic and industrial-based information with the aim of generating wholesome consumer behaviour at different geographical and cultural settings of the effects of social media marketing.
[bookmark: _Toc222226766]4.1 Research philosophy
The research is based on the interpretivist research philosophy. It presumes that the social reality exists in a social construct and that it can only be comprehended in a subjective manner by the use of subjective meanings and interpretations (William, 2024). The effectiveness of social media marketing relies on how the consumers interact with the online messages, believe in the brand communications and how they receive the digital platforms. An interpretivist position is hence suitable since interpretivism will enable the study to examine these subtle perceptions and behavioural interpretations as reported in existing literature rather than using objective measurement in isolation.
[bookmark: _Toc222226767]4.2 Research approach
The research takes the inductive research approach since it does not aim at testing any predefined hypothesis. The approach helps to find patterns, relationships and themes that are observed based on literature reviewed (Kumar and Ujire, 2024). Inductive reasoning leads to the larger conclusions and conceptual understanding of the contribution of social media marketing to the formation of band knowledge and decision-making on purchases based on particular empirical data. The research is particularly appropriate in a secondary qualitative method where the aim is theory construction and conceptual synthesis as opposed to statistical generalisation. 
[bookmark: _Toc222226768]4.3 Research design
The study design is a qualitative secondary design, specifically a structured literature-based analysis. It is a design that allows conducting a systematic study and comparison of the already existing studies carried out in various countries, industries and on digital platforms. The global perspective of the research overcomes the contextual constraints of the studies that relate to a specific country and enables a more comprehensive understanding of the dynamics of social media marketing. The design assists in critical assessment, synthesis and interpretation of previous studies instead of the production of fresh empirical information (Cheong et al., 2023).
[bookmark: _Toc222226769]4.4 Data collection
The secondary sources will be the only sources of data used to collect data on this study. These will be peer-reviewed journal articles, academic textbooks, conference papers and reputable industry reports published by reputed marketing and digital analytics organisations. Relevant literature shall be identified by using databases such as Google Scholar, Scopus, Emerald Insight and ScienceDirect. Some of the keywords that will be used in the search will be social media marketing, brand awareness, purchase decision, consumer trust and digital consumer behaviour. Relevancy and quality will be ensured by including only studies published in the past 3 to 4 years and the selection will be based on the research that uses qualitative or mixed-method methods that yield in-depth results on consumer perceptions and the final behavioural results
[bookmark: _Toc222226770]4.5 Data analysis
The data gathered are going to be analysed with the use of thematic analysis since it is a common qualitative analysis method applicable in the synthesis of the information of secondary data. The analysis will entail a number of phases such as familiarisation with the literature, preliminary coding of the appropriate concepts and categorisation of codes into wider themes (Ahmed et al., 2025). Among the important themes, those are supposed to be the social media marketing strategies, brand awareness building, consumer trust and consumer perception and purchase decision making influences. Based on thematic synthesis, similarities and differences between the contexts around the world will be determined and an integrated conceptual understanding of the effectiveness of social media marketing will be devised.
On the whole, this methodological approach guarantees the analytical rigour, conceptual richness and world applicability of the research. That is why it is appropriate to investigate the relationship between social media marketing, brand awareness and consumer purchasing choice that is intricate.
[bookmark: _Toc222226771]5. Risks and Limitations 
Although the design of the research is structured and systematic, there are various risks and limitations that can be encountered in the entire study. The dependence on secondary qualitative data forms one of the main limitations as the researcher is limited to control the quality, context and methodological rigor of the previous studies (Kitchenham et al., 2022). As the results will be based on the literature, the study will rely on the level, relevance and quality of the literature published in previous sources which may not be the same in all cases. 
There is another limitation associated with the publication bias. The publication of academic and industry reports that record both positive or significant effectiveness of social media marketing is more probable, and this is likely to entail over-representation of positive effects. This can curtail the harmonious realization of adverse or unproductive social media marketing behaviours. Also, the fast-changing characteristics of social media platforms also threaten the timeliness of the findings because the features of the platforms, algorithms and the patterns of interactions with consumers have a high rate of change. Not all of the reviewed studies might be a complete representation of present-day social media marketing practice.
The international nature of the research, though providing more comprehensive benefits, also creates the problem of contextual diversity. Consumer behaviour, trust and use of a platform vary between cultures, regions and markets and this could hamper generalisability of the conclusions (Zimu, 2023). Changes in the level of economic conditions, availability of technology and regulatory structures can change the conventional effect of social media marketing on brand knowledge and buying choices.
Moreover, the lack of primary data gathering restricts the possibility to record the current consumer attitude or confirm results on the empirical level. The study will focus on the most recent, high-quality and peer-reviewed sources to reduce these risks and critically compare the results of multi-context settings and recognise the contextual differences wherever applicable. Such restrictions will be well identified to bring about transparency and academic rigour.
[bookmark: _Toc222226772]6. Timeline (Gantt Chart)
The presented Gantt chart showcase the structure of the 12-week research timeline that ensure systematic progress and completion of the study over different time period. The first two weeks are allocated for the selection of the topic and development of the proposal by establishing a clear direction for the research. Weeks 3 to 5 is focused on the in-depth research of the literature review and selection of the sources of the relevant topic. The development of the Methodology is scheduled for Week 6 and 7 which is followed by the collection, organisation and thematic analysis of the data in Weeks 8 and 9. During Weeks 10 and 11, Drafting and refinement take place that allows to improve and coherence. The final week is allocated for the review and submission by ensuring academic quality and compliance.
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Figure 1: Timeline for 12 weeks
(Source: Self-developed)
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