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1. [bookmark: _Toc150403306]Introduction
This research proposal will discuss the research study's aims and objectives. Moreover, it will state the justification for doing research along with attention to focus on specific areas. It will explain the concepts from scholarly articles to state the impact of Social media marketing on consumer buying behaviour in the UK aviation industry. Social media is becoming an effective marketing tool in modern times, and for the aviation industry, it can help achieve high sales targets. This proposal will plan to draw the findings of proposed research questions through primary research data analysis.
1.1 [bookmark: _Toc150403307]Justification of the Research 
In the modern world, social media has changed the course of life and people are now interacting efficiently with each other and sharing information using different social media platforms (Bigne et al., 2018). The statistics showed that till 2020, there were around 3.6 billion social media users on different platforms, including Facebook, Instagram, YouTube, Twitter and others (Atherton, 2023). The analysis showed that day by day, the number of social media users is increasing, and they are becoming members of the global community, which is linked with each other and able to share their interests and activities (Berthon et al., 2018). Along with it, social media provided multiple benefits to businesses. The firms are getting specific support from social media by connecting with the targeted customers and enhancing sales.  
Furthermore, the rapid growth of the online shopping industry is motivating firms to use e-commerce websites for sales. In the era of COVID-19 and after that, the firms realised the significance of online stores to attract customers who cannot visit physical stores for multiple reasons (Afaq et al., 2023). Social media platforms are helping to grow online businesses by attracting more customers and providing new ways to share products (Santos and Silva, 2019). The major marketing and advertisements for online sales are done through social media platforms. The success of the firms is associated with high product purchases, which directly supports earning high profits. 
The aviation industry in the UK is serving the needs of customers. It is the third largest aviation network in the world, which supports creating one million jobs through contributing to GDP with £ 22 billion (Heyes et al., 2023). The growth of the aviation industry relates to customers, including passengers, non-passengers and suppliers of services (Koch and Tritscher, 2017). Through social media, the aviation industry is implementing modern marketing strategies, which help provide customers with information about discounts and seasonal offers (Amaugo, 2022). 
The analysis of the reports showed that social media is impacting the purchase of businesses (Gitto and Mancuso, 2019). There are multiple factors, including perceived purchase easiness, product usefulness, brand trust and word of mouth, which influence the purchase decisions of customers in online platforms (Karaağaoğlu and Çiçek, 2019). They motivate customers to buy more products by paying a suitable amount and getting the items while staying home. This research study will assess the impact of social media marketing on consumer buying behaviour in the UK aviation industry.
1.2 [bookmark: _Toc150403308]Aims 
This study aims to assess the impact of social media marketing on consumer buying behaviour in the UK aviation industry. 
My attention of doing research is it help the aviation industry to look at the possible ways of using social media for the sake of marketing and promotion to increase sales and earn more profit. The findings will help to make future decisions about focusing on effective usage of social media marketing to attract more customers and influence their buying behaviour.
1.3 [bookmark: _Toc150403309]Research Objectives 
a. To critically analyse the link between social media tools and techniques, and consumer buying behaviour. 
b. To investigate the tools of social media tools including Facebook Ads Manager, LinkedIn Campaign manager, Instagram and Youtube Ads Manager which can positively and negatively impact the buying behaviour of customers.
c. To investigate the impact of social media marketing tools and techniques on the UK aviation industry. 
d. To recommend social media marketing strategies for the sake of impacting consumer buying behaviours in the UK aviation industry. 
1.4 [bookmark: _Toc150403310]Research Questions 
a. [bookmark: _Toc147936860]How is social media linked with consumer buying behaviour?
b. [bookmark: _Toc147936861]What are the tools of social media including Facebook Ads Manager, LinkedIn Campaign manager, Instagram and Youtube Ads Manager for the UK aviation industry? 
c. What is the impact of social media marketing on the UK aviation industry?
d. [bookmark: _Toc147936863]What are the recommendations for effective social media marketing strategies to impact consumer buying behaviours in the UK aviation industry? 
2. [bookmark: _Toc150403311]Literature Review 
2.1 [bookmark: _Toc150403312]Consumer Buying Behaviour 
According to Seo et al. (202the consumers are the important stakeholders of businesses because they provide opportunities to earn more profit. They impact the supply and demand requirements of products and services for the companies to redefine objectives. Bigne et al. (2018) argued that firms can run businesses while developing a good connection with consumers to enhance the purchase of products. Connecting with the consumers is possible by delivering the brand message through modern digital media (Santos and Silva, 2019). The studies showed that the delivery of right and valid information is important to earn the loyalty of consumers (Atherton, 2023). Moreover, the ethical considerations in the marketing of services and purchase satisfaction can support getting the consumers for life. 
However, the issues are expected in case of poor reach of products and services to customers. Zelenka and Hruška (2018) proposed that firms that do not focus on using modern techniques for selling products and services cannot meet the sales targeting. Through the right and required information sharing, the companies can impact buying behaviour. The analysis of data from the study by Gitto and Mancuso (2019) showed that the consumer wants to buy products that help to enhance ease of life while maintaining social identity. 
2.2 [bookmark: _Toc150403313]Social Media Marketing
Social media supports in development of productive social interactions and the sharing of information. Santos and Silva (2019) stated that online communities create ease in linking with people and businesses. The research of Seo et al. (2020) proved that social media has created multiple benefits for businesses, impacting all departments, including human resources, marketing, sales, manufacturing and packaging. Now, the companies are sunning the promotional campaign on a seasonal basis after analysing the interest of consumers on social media (Gitto and Mancuso, 2019). The information about the consumers is analysed by using data analysis tools, which supports making productive marketing decisions. 
On the other hand, Berthon et al. (2018) argued that, unlike the old times, now, consumers can get the right information about the products and services of businesses through social media. Moreover, they can develop an interest in the real trends in the industry. Bigne et al. (2018) noted that social media is impacting the buying behaviour of consumers. People from different countries can search for the required products and services on social media platforms by using the internet. Karaağaoğlu and Çiçek (2019) narrated that the old marketing methods are not supportive of modern businesses to achieve high-profit margins. In the 21st century, consumers are looking towards brands with positive online reviews of old consumers for the sake of making purchase decisions. 
2.3 [bookmark: _Toc150403314]Social Marketing and the UK Aviation Industry 
The UK aviation industry is helping the country achieve multiple benefits, including economic development, employment support, investment and skill acquisition (Amaugo, 2022). Koch and Tritscher (2017) proposed that the UK aviation industry is the leading network in the world and has a major contribution to GDP and job creation for local and foreign nationals. The government is focused on long-term economic planning, which is possible through meeting the productivity gap. To maintain a competitive position in the global industry, the connection with the consumers is important (Atherton, 2023). Social media marketing is helping the aviation industry to share the main objectives and success stories with consumers.
Moreover, Zelenka and Hruška (2018) stated that it links consumers with the aviation industry to decide the promotional plans and discount programs according to the requirements. Karaağaoğlu and Çiçek (2019) noted that as the size of the UK aviation industry is growing, the expenses are increasing, which can be managed by enhancing the service delivery level. Not only for local tourists but also for foreign tourists, the social media platforms are supportive of getting ideas about flight tickets, facilities, cargo charges and promotion deals. 
The advantages of using social media for the aviation industry are multiple in the form of increasing consumer engagement, brand building, business promotion, real-time information sharing, cost-cutting advertisement plans, and data analytics for supply chain decision-making (Zelenka and Hruška, 2018). However, they can achieve this after focusing on research and development about modern social media marketing tools, including messenger bots, SEO content and graphical supports. Heyes et al. (2023) stated that true sentiments and preferences of consumers can reach to aviation industry through social media platforms, which will help in strategy planning.  
3. [bookmark: _Toc150403315]Research Methodology 
The research methodology helps to implement the research objectives. The research onion is proposed by Saunders et al. (2016) that assist in organizing the research and developing the design by meeting the demands of all the stages. 
3.1 [bookmark: _Toc150403316]Research Philosophy 
The research philosophy is helpful in understanding the belief that supports data collection and analysis for the sake of completing the research study (Ahmad and Salim, 2023). There are three research philosophies: interpretivism, positivism and pragmatism (Younus and Zaidan, 2022). This research study will use positivism to implement the belief that knowledge can be extracted by objectively observing social phenomena to reveal the nature of functions (McDermott, 2023). It will support finding the impact of social media on consumer buying behaviours in the UK aviation industry. 
[image: Guide to Understanding the Research Onion | 15 Writers]
Figure 1: Research Onion (Source: (Saunders et al., 2016))
3.2 [bookmark: _Toc150403318][bookmark: _Toc150403317]Research Approach 
The research approach states the path, which indicates the stages involved in designing the objectives of research to end on the interpretation of findings (Mohammed et al., 2022). Two types of research approaches are mainly used in research studies in the form of inductive research and deductive research, which are linked with the aspects and requirements of research (Younus and Zaidan, 2022). This research study is based on a deductive approach to focus on data analysis for the sake of stating the facts by using already existing theoretical ideas instead of developing of new theory. 
3.3 Research Strategy 
The research strategy is the plan to complete the research study by using a specific method of data collection (Ahmad and Salim, 2023). The research strategies are multiple in the form of case studies, interviews, surveys, experiments, and action research. This research study will focus on using the survey strategy in which the close-ended questions will be used to extract the social media marketing impact on buying behaviours from 150 consumers of the UK aviation industry.
This research study will be based on quantitative research because it will utilise numeric data to understand the impact of social media on the buying behaviour of consumers (Bibi et al., 2022). It is effective to get and narrate accurate results from the selected sample population. However, it has some issues because it is time-consuming and complex as it needs the involvement of participants to share their personal experiences about social media and buying behaviours related to the UK aviation industry (McDermott, 2023).  
This research study is based on a cross-sectional time horizon in which the data collection and analysis will not be repeated after the given time to compare the findings. 
3.4 [bookmark: _Toc150403319]Data collection and Data Analysis
The survey method is selected for the collection of data. The sample size of the participants is kept small to reduce the investment of time and other resources. The survey strategy is supportive of getting the required data, most simply by asking suitable questions to the targeted sample population. 
The data analysis stage helps to indicate the method which will support in extraction of results to justify the objectives of the study (McDermott, 2023). This research study will use SPSS correlation and regression analysis to analyse the quantitative data of the survey method. The benefits of selecting these data analysis techniques are multiple because they help to investigate data deeply and predict the outcomes for the future after defining the correlation between variables (Dineva, 2023). 
3.5 [bookmark: _Toc150403322]Relevancy of captured Data Ethical Consideration 
The ethical considerations are important to state the moral value of the study (Dineva, 2023). This research study will take the consent of participants before involving them in the research processes. Moreover, the data will be kept in secret place. The information will be recursed by implementing GDRP data protection requirements (Mohammed et al., 2022). Furthermore, the personal identity of the participants will be hidden to eliminate the possible risks to their lives. 

3.6 [bookmark: _Toc150403323]Research Limitation 
The research study has limitations as the small sample size is being used to extract the impact of social media marketing on consumer buying behaviours. Moreover, the time is limited to complete the major sections of research work. Only a few questions are included in the survey, which is insufficient to complete the wide topic of social media marketing usage in the UK aviation industry. 
4. [bookmark: _Toc150403324]Time Prospects of Study
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5. [bookmark: _Toc150403325]Conclusion 
The research study will be used to make future decisions for the UK aviation industry. The stakeholders will use the data to take productive measures for high customer engagement and profit earning. In the future, the research study should be extended by using more participants from different countries of the world who are consumers of the UK aviation industry. 
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