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Abstract
This research proposal offers a qualitative study on how Indian retail SMEs use social media to improve sales performance.  Though social media has great power for companies, especially in the Indian retail SME sector, there is still a major lack of contextually pertinent frameworks for grasping its efficient use.  Using a grounded theory methodology, this paper will investigate present social media practices, contextual elements, decision-making processes, and performance measurement techniques by means of semi-structured interviews with 25-30 SME owners/managers, 4-6 focus groups, and systematic observation of social media activities.  The interpretivist philosophical position recognizes the socially created character of knowledge about social media use in this particular setting.  Aiming to create a theoretical framework that clarifies the link between social media tactics and sales growth for Indian retail SMEs, the study addresses the shortcomings of Western-centric models.  The possible contributions range from theoretical progress in digital marketing literature to methodological innovation via qualitative research in a mostly quantitative subject to practical advice for SME owners to policy insights to assist digital transformation in the retail industry.  Given the fast digital transition in India's retail scene and the vital economic significance of SMEs, which provide about 30% to India's GDP and employ more than 110 million people, this study is very relevant.
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[bookmark: _Toc197109928]1. Introduction and Research Rationale
[bookmark: _Toc197109929]1.1 Background and Context
[bookmark: _Toc197109930]1.1.1 Overview of Indian Retail SME Sector
Comprising well over 110 million people, the Micro, Small, and Medium Enterprises (MSMEs) sector is the backbone of India's economy, contributing around 30% to the Gross Domestic Product (GDP) (IMF, 2023). Driven by government programs such as the Udyam registration portal that enable formalisation and access to government subsidies, this important industry is expected to raise its GDP contribution to 35-40% by 2027 (ANI, 2024).
India's retail landscape is mostly made up of SMEs, particularly in the unorganised category, which includes local Kirana stores, street sellers, and tiny family-run businesses that account for over 75% of the entire retail market (IBEF, 2024b). Particularly in cities, the organised retail sector—made up of small branded businesses and franchises—is growing fast. With the food and grocery sector leading at 6%, the Indian retail industry grew modestly by 2% in 2024 (ET Online, 2024). Increased digital adoption—including the use of digital payments and e-commerce platforms—has helped SMEs to reach a larger consumer base, which partly explains this expansion. 

A The Indian government has launched various programs, including MUDRA loans, Startup India, Digital India, and the Open Network for Digital Commerce (ONDC), to enhance the MSME sector. Commerce (ONDC), the Indian government has launched various programs to enhance the MSME sector. These initiatives seek to improve digital infrastructure, offer financial help, and enable small businesses' market access (IBEF, 2024a). Still, even with this official backing, the industry struggles greatly and hinders its capacity for expansion.
[bookmark: _Toc197109931]1.1.2 Current Challenges Facing Indian Retail SMEs
Indian retail small and medium enterprises face many challenges in the modern corporate world. Financial limitations are a fundamental difficulty; MSMEs only make around 6.3% of total commercial credit in FY24 (ANI, 2024), so lack of access to credit stays a major obstacle. Khatri (2019) and Agarwal et al. (2019) claim that challenges obtaining working capital and finance greatly impede the growth potential of these companies.
Another important concern is technological limitations. Seethamraju and Diatha (2018) point out inadequate ICT literacy and a lack of digital skills as obstacles to modernisation initiatives among Indian retail small- and medium enterprises. Infrastructure inadequacies, both physical and digital, further complicate operations (Agarwal et al., 2019). Human resource problems, such as a lack of qualified workers and significant staff turnover, harm production (Khatri, 2019). 

Marketing difficulties endanger conventional company models as weak negotiating power and rivalry from major supermarkets and internet stores stress small businesses (Seethamraju & Diatha, 2018). Regulatory ambiguity, complex tax systems, and administrative barriers also hinder corporate growth (Sebastian & Gupta, 2018). Dealing with these several issues calls for a balanced strategy that takes into account the needs of both small and large shops in the changing Indian retail environment.
[bookmark: _Toc197109932]1.1.3 The Emergence of Social Media as a Business Tool
By providing unmatched chances for businesses to interact with their customers, create brand recognition, and increase sales, social media has transformed the scene of contemporary commerce (Ali, 2024). While evaluating the benefits and drawbacks of using social media marketing campaigns, Ali (2024) investigates several strategies and tools used in social media marketing including content generation, influencer collaborations, and targeted advertising by means of a thorough literature review.
 Antwi and Adjei Oppong (2021) draw attention to how social media has altered the corporate environment for nearly all companies. Their study shows that while most businesses today use social media to market their goods and services, social media has also greatly benefited firms by allowing them to keep in touch with their consumers. The writers say that, depending on current statistics, social media would provide greater prospects for companies and consumers in the future.
[bookmark: _Toc197109933]1.1.4 Growth of Social Media Usage in India
Driven by greater internet access, cheap smartphones, and a young population, social media use in India is still growing fast as of early 2025. India presently ranks among the top countries worldwide in terms of social media user base. India created 29 million new social media user identities between early 2024 and early 2025, a 6.3% year-on-year rise (Kemp, 2025).
 With a gender split of 65.5% male and 34.5% female users (Kemp, 2025), India has over 444 million social media users aged 18 and above, or 43.1% of the adult population. With 467 million active users as of early 2023, India has the highest YouTube audience worldwide (Sharma, 2023). Instagram Reels had notable expansion in India after the 2020 prohibition on TikHub, outpacing local competitors such Moj in daily video uploads and monthly active users (Vanjani, 2024). 
Over 680 million Indians stayed offline at the beginning of 2024, underlining a major digital divide in spite of the remarkable expansion (Kemp, 2024). Retail SMEs looking to use social media as a marketing tool in this setting will find both difficulties and possibilities.
[bookmark: _Toc197109934]1.2 Research Gap
[bookmark: _Toc197109935]1.2.1 Existing Knowledge Gaps in Social Media Utilization by Indian Retail SMEs
Although studies on social media marketing have spread worldwide, there is still a major lack of knowledge about how Indian retail SMEs particularly use social media channels to boost their sales. Existing research mostly addresses big businesses or Western markets, with little regard for the particular difficulties and possibilities experienced by SMEs in developing countries such India (Seethamraju & Diatha, 2018). The unique cultural, the economic and technical background of India necessitates a specific study that takes these factors into account. particular study taking these factors into consideration.
Additionally, while there are many numbers showing how Indian companies use social media, there is a lack of in-depth research on how retail small and medium-sized enterprises (SMEs) decide to use social media in their marketing efforts (Khatri, 2019). among Indian companies, there is a dearth of qualitative research on the processes, strategies, and decision-making elements shaping retail SMEs' incorporation of social media into their marketing initiatives (Khatri, 2019). Given the fast changing of social media platforms and features, which produces a constantly changing environment for SMEs to negotiate, this disparity is especially noticeable.
[bookmark: _Toc197109936]1.2.2 Need for Context-Specific Research in Emerging Markets
Emerging markets like India offer particular difficulties and possibilities that vary greatly from industrialized countries. Sebastian and Gupta (2018) point out that the regulatory climate, consumer behaviour, digital infrastructure, and competitive dynamics in India produce a unique setting that calls for particular study methods. Generic social media marketing plans created for Western markets might not work well in the Indian setting, thereby stressing the need of context-specific study.
 The diversity inside India itself—spanning urban and rural divides, linguistic variety, and different degrees of digital literacy—further emphasises the need of context-specific research as well. The current research still lacks understanding of how retail SMEs tailor social media tactics to fit these various settings.
[bookmark: _Toc197109937]1.3 Research Rationale and Significance
[bookmark: _Toc197109938]1.3.1 Justification for the Study
The vital relevance of retail SMEs to India's economy and the transforming power of social media as a marketing tool justify this study. Social media provides a perhaps affordable way to reach consumers and increase sales as SMEs battle conventional marketing obstacles and limited resources. Many SMEs, on the other hand, may not see these advantages or squander money on unproductive strategies without empirical data to direct execution.
[bookmark: _Toc197109939]1.3.2 Potential Practical Implications for SME Retail Owners
This paper seeks to provide useful ideas that owners of retail SMEs can use to improve their social media marketing plans. Using a grounded theory methodology (Leavy, 2020), the study will highlight suitable practices, frequent traps, and contextual elements affecting social media marketing performance in the Indian retail setting. These findings could enable SME owners to choose platforms, content strategy, resource allocation, and performance measurement connected to social media marketing more wisely.
[bookmark: _Toc197109940]1.3.3 Potential Theoretical Contribution to Digital Marketing Literature
Theoretically, this study will add to the burgeoning body of knowledge on social media marketing by creating a context-specific framework for comprehending how retail SMEs in developing countries use social media for sales improvement. Adopting a grounded theory (Leavy, 2020) methodology will help the research to produce fresh theoretical insights on the interactions between business results for retail SMEs in India, contextual elements, and social media marketing tactics.
[bookmark: _Toc197109941]1.3.4 Economic and Social Importance of the Research
Research that improves the competitiveness and sustainability of retail SMEs has more general economic consequences in view of their major contribution to India's GDP and employment. Ensuring the survival of small businesses in an ever more competitive market depends on knowing how they may best use social media as the digital revolution in India quickens. Furthermore, boosting the digital capability of local businesses has social consequences for community resilience and economic inclusion in both urban and rural settings.
This study fills a major knowledge gap on how Indian retail SMEs use social media to boost sales; hence, it addresses. The project intends to create contextually pertinent insights that can guide both practice and theory in this fast-changing sector by using a grounded theory method.


[bookmark: _Toc197109942]2. Research Question, Aims, and Objectives
[bookmark: _Toc197109943]2.1 Research Question
Primary Research Question
Could someone develop a theoretical framework to explain how Indian retail SMEs use social media to boost sales performance?
Sub-questions
1. When using social media as a sales improvement tool, what procedures do Indian retail SMEs follow? 
2. What contextual elements affect how Indian retail SMEs use social media channels to boost sales? 
3. How do managers and owners of Indian retail SMEs view and assess the link between social media activities and sales results? 
4. Which obstacles and enablers influence Indian retail SMEs' effective execution of social media strategies?
[bookmark: _Toc197109944]2.2 Research Aim
This study aims to establish a grounded theory on how Indian retail SMEs use social media to boost sales, taking contextual elements, implementation procedures, and outcomes into account.
[bookmark: _Toc197109945]2.3 Research Objectives
Objective 1: To explore and document the current social media practices employed by Indian retail SMEs for sales enhancement.
Objective 2: To identify the key contextual factors (internal and external) that influence social media adoption and utilization by Indian retail SMEs.
Objective 3: To analyze the decision-making processes that Indian retail SME owners/managers use when developing and implementing social media strategies.
Objective 4: To examine how Indian retail SMEs measure and evaluate the impact of social media activities on sales performance.
Objective 5: To develop a theoretical framework that explains the relationship between social media utilization and sales enhancement for Indian retail SMEs.



[bookmark: _Toc197109946]3. Literature Review 
[bookmark: _Toc197109947]3.1 Theoretical Framework
The theoretical foundations of social media marketing (SMM) in SMEs come from many fields, including marketing, information systems, and organisational behaviour. Atanassova and Clark (2015) suggest a conceptual framework combining dynamic capacities theory, social media activities, and SME marketing. Their model suggests that by means of social media use, SMEs acquire market intelligence and hence improve and change their marketing efforts. This point of view is especially useful for knowing how resource-limited companies could use social media as an adaptive marketing tool. 
Building on this basis, Mokhtar et al. (2017) use the Technology, Organisation, and Environment (TOE) model of Tornatzky and Fleischer (1990) to analyse social media adoption by Malaysian SMEs. Their study shows how environmental, organisational, and technical elements interact to affect social media use and results. With possible analogies to the Indian setting, this theoretical perspective helps to clarify the contextual factors shaping small company social media use patterns in developing countries. By suggesting a holistic conceptual framework for social media marketing adoption among SMEs, Kumar et al. (2019) broaden the theoretical discourse. Their paradigm offers a methodical approach for examining the elements affecting SMEs' choices to include social media into their organisational processes by means of identification across several dimensions. The authors point out that this framework provides "a useful means to investigate the types of researches which need to be studied and investigated to facilitate empirical evidence based on additional research advancement in the domain of SM marketing" (Kumar et al., 2019). 
Jorge et al. (2021) more recently present an Enterprise Social Media (ESM) maturity model especially for SMEs. This model recognises the specific contingencies experienced by smaller companies as well as the socio-technical nature of digital transformation. Particularly applicable in the post-COVID business world where digital communication has become vital, this maturity model offers criteria for assessing and growing social media projects viewed through the prism of contingency theory. These theoretical frameworks taken together offer different views on how SMEs use, apply, and get advantages from social media marketing. Examining social media activities among smaller companies, they stress the need of taking into account organisational context, resource limits, and environmental elements. Most of these frameworks, however, were created in Western settings or used to developing countries outside India, thereby providing a chance for contextual adaptation and theoretical improvement particular to the Indian retail SME sector.
[bookmark: _Toc197109948]3.2 Key Themes and Debates
Studies on social media marketing in SMEs have coalesced around a few reoccurring ideas and controversies. A key issue is what motivates or stops smaller companies from using social media. While cost might be a negative influence, Chatterjee and Kar (2020) point out various Indian context factors that "perceived usefulness, ease of use, and compatibility positively affect SMM adoption by SMEs." This is consistent with Ragheb and PhD’s (2022) results that "equipped staff, positive management attitudes, perceived advantages, trust in technology, stakeholder influence, and necessary investments" propel social media marketing adoption in SMEs. Another important topic is the link between social media marketing and corporate performance. Chatterjee et al. (2021) show that social media marketing "significantly improves sustainable business growth," with leadership support playing a vital moderating role. Mokhtar et al. (2017) also say that while social media marketing "positively affects business performance; both in the financial and the non-financial aspects," they point out difficulties in sustaining consistent marketing activities across various channels. The literature reveals a constant argument over how to gauge the effectiveness of social media marketing initiatives. Specifically for Indian SMEs, Aggarwal (2019) tackles this problem and offers several measures to assess the efficacy of social media marketing. This mirrors more general debates about suitable key performance indicators (KPIs) for digital marketing in resource-limited corporate settings. Another interesting trend is platform-specific strategies; studies show SMEs frequently create distinct strategies for multiple social media platforms. According to Mokhtar et al. (2017), "SMEs have different marketing strategies for each of the social media platforms that they use, namely, the Facebook and the Instagram." This implies that when evaluating social media marketing methods, one should take platform-specific factors into account. For small businesses, the changing character of social media platforms and consumer behaviour presents constant difficulties that call for regular strategy adjustment. This dynamism causes conflict between the demand for constant brand messaging and the need to customise material to platform-specific standards and audience expectations. SMEs have to negotiate changes with less knowledge and resources than bigger companies as social media algorithms and user preferences evolve.
[bookmark: _Toc197109949]3.3 Contextual Issues
Rapid digital development and different market dynamics define the Indian retail sector, which offers a special setting for studying social media marketing by SMEs. According to Banik and Shil (2023), India's retail sector is "undergoing a significant digital transformation driven by widespread internet access, smartphone adoption, and government initiatives like Digital India.” Fundamentally, this change is "reshaping business models, consumer interactions, and market dynamics" (Bajaj, 2024). Changing consumer behaviour and social media's widespread impact drive digital marketing expansion in India. According to Naidu et al. (2024), the effectiveness of digital marketing projects in India is significantly influenced by internet literacy. But conventional stores struggle greatly in this digital transformation with "high technology adoption costs and lack of digital expertise" (Bajaj, 2024). For Indian retail SMEs, the digital shift offers both possibilities and difficulties. On the one hand, it provides possibilities for "economic efficiency, competitiveness, and addressing inequality," which is especially relevant given "India's large rural population" (Banik & Shil, 2023). 
Conversely, "e-commerce platforms and digital payment systems become more integrated, they set new standards for customer expectations and operational efficiency, compelling traditional retailers to adapt to remain competitive" (Bajaj, 2024). India's demographic variety complicates social media marketing plans. Retail SMEs have to negotiate a fragmented digital environment given considerable difference in digital literacy, language preferences, and cultural norms across areas. While rural areas provide both difficulties and unexploited possibilities for companies ready to change their strategies, urban areas usually show greater social media penetration and usage sophistication. The legal framework for digital marketing in India is always changing, which affects how SMEs use social media tools. Recent regulatory changes have highlighted consumer protection and data privacy more, hence mandating companies to change their marketing strategies and data gathering. For SMEs with little resources, negotiating these rules and maximizing social media impact creates more difficulties.
[bookmark: _Toc197109950]3.4 Identification of Research Gap
The research shows notable knowledge gaps among Indian retail SMEs about social media marketing tactics, hence calling for a contextually relevant study.  First, although there are theoretical models for social media adoption (Atanassova & Clark, 2015; Kumar et al., 2019), they are not particularly suited to the Indian retail environment, which is influenced by particular market dynamics, customer behaviour, and business restrictions.  Furthermore, current research, including those by Chatterjee and Kar (2020) and Chatterjee et al. (2021), mostly uses quantitative techniques that find correlations but offer no understanding of the mechanisms behind social media's influence on sales.  
Still lacking are qualitative studies on the lived experiences, decision-making, and implementation issues of SME owners and managers.  Thirdly, while studies on how Indian retail SMEs assess and gauge the success of their social media initiatives show little, factors affecting social media adoption (Ragheb & PhD, 2022) and its impact on performance (Mokhtar et al., 2017) have been studied. Aggarwal (2019) provides just partial knowledge on metrics.  Fourthly, the variety among Indian retail SMEs—spanning digital preparedness, resource availability, and market positioning—remains underexplored.  
Different social media marketing experiences produced by variations in business size, geographic location (urban vs. rural), product categories, and target demographics are not adequately represented in current research.  At last, there is a dearth of process-oriented study on how social media marketing competencies change with time in Indian retail SMEs.  Although maturity models do exist (Jorge et al., 2021), the developmental path of adoption, implementation, and optimisation is still unexplored.  Focusing on the processes, lived experiences, and contextual diversity of Indian retail SMEs' social media marketing to improve sales, this paper fills in these gaps by using a grounded theory approach to create a contextually pertinent theoretical framework, therefore adding to both academic and practical knowledge.



[bookmark: _Toc197109951]4. Research Philosophy and Methodology 
[bookmark: _Toc197109952]4.1 Research Philosophy
Interpretivism holds that knowledge about Indian retail SMEs' social media use is subjective and socially created, unlike positivist approaches seeking universal truths (Saunders et al., 2019).   The study uses interpretivism to examine business owners' social media perceptions, emphasising contextually grounded theory over preconception validation.   The research follows constructionism, which views reality as many, socially created, and dynamic, formed by corporate stakeholders' opinions rather than a single fact concerning social media's impact on sales (Leavy, 2020).   This perspective is relevant given the ever-changing nature of social media and Indian retail.   As Bickman and Rog (2009) note, the interpretivist method is suitable for studying processes and contextual factors because it permits close contact with cultural and socio-economic subtleties that integrally influence social media activity.
[bookmark: _Toc197109953]4.2 Research Approach
Due to its interpretivist philosophy and exploratory research questions, this study uses a qualitative approach to explore how Indian retail SME owner’s conceptualism and implement social media marketing while accommodating contextual complexities and allowing adaptability (Saunders et al., 2019).  The study acknowledges data co-construction and the researcher's active engagement in theory formation using Charmaz's constructivist grounded theory technique (Leavy, 2020).  Grounded theory is ideal for filling the gap in contextually relevant theoretical frameworks for understanding social media marketing among Indian retail SMEs because it generates theoretical insights directly from empirical data without imposing ill-fitting models.  Its process analysis focus helps examine how SMEs use social media over time, capturing decision-making and implementation dynamics.
[bookmark: _Toc197109954]4.3 Research Design
Systematic data collecting and analysis techniques help the research design to preserve methodological rigour even as they include flexibility. Triangulation will be made easier by several data collecting techniques including semi-structured interviews with SME owners/managers, focus groups with employees engaged in social media activities, and observation of chosen enterprises' social media practices.
Following grounded theory principles, the research will proceed through overlapping phases:
1. Initial Exploration Phase: Preliminary interviews with 10-12 SME owners/managers to identify key concepts and develop initial codes.
2. Focused Investigation Phase: Theoretical sampling for additional interviews (15-20), focus groups (4-6), and observation, with coding progressing from initial to focused.
3. Theoretical Development Phase: Advanced theoretical sampling to address gaps, involving theoretical coding to identify relationships between categories.
4. Validation Phase: Member checking and theoretical integration to connect the developed theory with existing literature.
The constant comparative approach will be used during these stages to build a consistent theoretical framework by comparing data with data, data with codes, codes with categories, and categories with concepts (Leavy, 2020). Aiming to produce strong, contextually grounded theoretical insights regarding social media marketing by Indian retail SMEs, this methodologically consistent approach



[bookmark: _Toc197109955]5. Research Methods and Data Analysis
[bookmark: _Toc197109956]5.1 Data Collection Methods and Research Instruments
More appropriate than survey-based strategies for grasping social media adoption in this setting, this study uses an exploratory qualitative design with several data collecting techniques to assist theory construction (Saunders et al., 2019).  The main approach is semi-structured interviews with SME owners and managers designed to draw out both subjective experiences and observable trends.  Leavy (2020) directs the interview protocol's shift from descriptive to reflective enquiries, using "grand tour" and "mini-tour" styles to investigate broad tactics and particular practices.  This strategy tackles Bickman and Rog's (2009) criticism that business research interviews sometimes stress results over the underlying processes.
The interview guide development will follow a systematic process: 
· mapping research objectives to question domains, 
· crafting open-ended questions with appropriate probes, 
· conducting pilot interviews to refine the guide, and 
· iteratively revising questions as theoretical insights emerge. 
Unlike fixed survey questionnaires, this flexible technique fits grounded theory by letting the research instrument develop during the course of the study (Leavy, 2020).  Besides interviews, focus groups will be held using separate protocols stressing interactive conversations on shared and different social media practices, backed by visual elicitation techniques to stimulate discussion on strategic intent and implementation obstacles, drawing on visual ethnographic approaches modified for business research (Leavy, 2020).  Using a framework based on Atanassova and Clark's (2015) model, systematic observation will also be conducted categorising content types, engagement patterns, and platform-specific strategies to guarantee consistent cross-case comparisons; although it does not use statistical sampling like content analysis, this structured approach offers rigour in capturing actual practices beyond self-reports.
[bookmark: _Toc197109957]5.2 Sampling Strategy and Researcher Positionality
Theoretical sampling is used in this work to choose participants according on their possible contribution to theory building, therefore giving theoretical relevance priority above statistical representativeness (Saunders et al., 2019).  Initial purposive sampling guarantees maximum variation in business size, sector, target market, and social media intensity; as analysis progresses, theoretical sampling will hone the emphasis to deepen emerging categories. The target population comprises Indian retail SMEs using social media for business.  Theoretical saturation, not statistical criteria, will dictate sample size; based on other grounded theory studies, including Mokhtar et al. (2017), an estimated 25–30 interviews and 4–6 focus groups are expected.  As a researcher knowledgeable with Indian retail settings but not actively engaged in SME operations, my positionality lies between insider and outsider, providing both cultural knowledge and analytical distance; nonetheless, this duality calls for reflexivity to prevent prejudice (Bickman & Rog, 2009).  In keeping with Leavy's (2020) focus on reflexivity as essential for credible qualitative research, I will maintain a reflective journal recording how my background shapes research choices to help with this.
[bookmark: _Toc197109958]5.3 Data Analysis Process and Visualization Techniques
Following a grounded theory approach, data analysis will combine qualitative coding with visualisation tools to reveal patterns and correlations while preserving methodological consistency.  Theoretical coding to specify inter-category relationships and create a process-oriented explanation of social media use will follow initial line-by-line coding using NVivo to identify preliminary ideas and concentrated coding to create important categories.  In line with Bickman and Rog's (2009) advice for clear qualitative business research, visualisation tools like concept mapping and frequency diagrams will help analytical clarity without compromising the qualitative richness of the data.  As Saunders et al. (2019) point out, observational data will be organised using content classification matrices depending on platform, content type, and engagement patterns, hence enabling cross-case pattern identification without employing statistical content analysis.  While the integration of textual and visual tools improves the depth and rigour of the analysis, methodological triangulation, member checking, peer debriefing, and an audit trail will ensure research quality by addressing credibility, transferability, dependability, and confirmability as emphasised by Leavy (2020).
[bookmark: _Toc197109959]6. Implementation Plan
[bookmark: _Toc197109960]6.1 Resource Requirements
Careful resource planning guarantees the proper implementation of this study.  Financial resources will pay for data analysis software, research instruments, travel costs, and participation incentives.  Human resources consist of the main researcher and a part-time research assistant for transcription and administrative support.
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Figure 1 Financial Resources Breakdown
Financial Resources (in GBP):
· Participant incentives (£25 per interview × 30): £750
· Focus group incentives (£30 per participant × 8 participants × 5 groups): £1,200
· Transcription services (100 hours × £15/hour): £1,500
· CAQDAS software (NVivo license): £670
· Travel expenses: £800
· Equipment (recording devices, storage): £300
· Contingency (10%): £522 Total estimated budget: £5,742
Table 1 Budget Details
	Item
	Description
	Amount (£)
	Percentage

	Participant incentives
	£25 per interview × 30
	750
	13.1%

	Focus group incentives
	£30 per participant × 8 participants × 5 groups
	1200
	20.9%

	Transcription services
	100 hours × £15/hour
	1500
	26.1%

	CAQDAS software
	NVivo license
	670
	11.7%

	Travel expenses
	
	800
	13.9%

	Equipment
	recording devices, storage
	300
	5.2%

	Contingency
	10%
	522
	9.1%

	Total
	5742
	100%



Technical Resources:
· NVivo qualitative analysis software
· Secure data storage with encryption
· Audio recording equipment
· Social media monitoring tools
This distribution of resources acknowledges the particular needs of grounded theory technique as described by Leavy (2020) and fits Saunders et al.'s (2019) suggestions for qualitative research initiatives.
[bookmark: _Toc197109961]6.2 Research Timeline
The research will be conducted over a 3-month period, structured in four overlapping phases as illustrated below:
[image: ]
Figure 2 Phase 1: Preparation
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Phase 1: Preparation
LR - Literature Review
RD - Research Design Finalization
EA - Ethics Approval
PR - Participant Recruitment
Phase 2: Data Collection
INT - First Round of Interviews
COD - Initial Coding & Analysis
FG - Focus Groups
TS - Theoretical Sampling
Phase 3: Analysis & Theory Building
ITF - Initial Theoretical Framework
MCC - Memo Writing & Constant Comparison
MV - Model Validation
FTD - Final Theory Development
Phase 4: Documentation
DW - Draft Writing
RE - Revision & Editing
TS - Thesis 
Submission
Key Milestones:
· Ethics approval and participant recruitment (Week 2)
· Completion of first round of interviews (Week 6)
· Initial theoretical framework development (Week 8)
· Model validation completion (Week 10)
· Final theory development (Week 11)
· Thesis submission (Week 12)
This timeline allows theoretical sampling and data saturation by include the iterative character of grounded theory research, hence permitting flexibility (Bickman & Rog, 2009).  The plan incorporates the periodic fluctuations in retail business cycles in India, timing data collecting to avoid key festival times when SME owners have less availability.
[bookmark: _Toc197109962]6.3 Limitations and Mitigation Strategies
While this research is carefully designed, certain limitations must be acknowledged:
Methodological limitations: Because of the qualitative character of this research, results cannot be statistically generalised.  But, as Leavy (2020) contends, the aim is theoretical generalisation not statistical inference.  The study will improve transferability by creating comprehensive descriptions and obvious audit trails.
Resource constraints: Budget constraints limit the geographic range to three areas in India.  Ensuring theoretical sampling catches various SME settings inside these areas will help to offset this.
Response bias: Participants could exaggerate social media success.  Methodological triangulation—combining interviews with focus groups and social media observation—will help to resolve this (Saunders et al., 2019).
Framed as methodological decisions rather than flaws, these constraints represent a deliberate research design consistent with the grounded theory approach (Charmaz, 2014; cited in Leavy, 2020) that values depth of knowledge over breadth.




[bookmark: _Toc197109963]7. Ethical Considerations
Following university policies and worldwide research ethics values, this study will follow rigorous ethical standards.  Particularly pertinent to this work are the following ethical issues:
Informed Consent: Every participant will be well-versed in the study purpose, methods, data use, and their right to depart.   Consent forms will be provided in both English and local languages as needed, so guaranteeing understanding across all educational backgrounds.   In business research when economic interests are at stake, informed consent is particularly vital, as Saunders et al. (2019) emphasise.
Confidentiality and Data Protection: The research contains maybe confidential corporate information.   All data will be anonymised during transcribing; individuals will be given pseudonyms as well as businesses.   Following UK data protection regulations, data will be stored on encrypted devices and password-protected cloud storage.   This addresses issues about corporate confidentiality emphasised by Bickman & Rog (2009) in their analysis of applied business research ethics.
Researcher Positionality: Having worked in the Indian retail sector, I, as a researcher, know the potential of insider bias.   To help to counteract this, I will take part in regular supervisor debriefings and maintain a reflexive journal throughout the study process.   This approach complements Leavy's (2020) recommendations on managing positionality in qualitative research.
By means of deliberate inclusion of these ethical concerns into the research design, the study not only meets ethical standards but also enhances the quality and integrity of the findings.   Data gathering will follow the university's ethical approval of the project by its ethics committee.
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Using a grounded theory approach, this study proposal offers a thorough strategy to investigate how social media supports sales growth among Indian retail SMEs.  Aiming to fill a significant vacuum in current research, it seeks to create a context-specific theoretical framework that captures the particular dynamics of Indian retail settings.  Rooted in an interpretivist perspective, the research uses qualitative techniques—semi-structured interviews, focus groups, and observation—to capture the intricate reality of social media use.  Emphasising the economic significance of retail SMEs in India and the power of social media as a transforming marketing tool helps it to develop a convincing justification.  Covering resource requirements, a defined timetable, mitigation plans for any obstacles, and a solid ethical basis to guarantee participant security and research integrity, the suggested implementation strategy describes the pragmatic viability of the project.
This study is intended to significantly benefit four main areas.  Theoretically, it will produce a grounded theory based in the Indian setting, hence closing the gap left by Western-centric models.  Methodologically, it pushes qualitative research in a field ruled by quantitative methods.  Practically, it will provide SME managers and owners with implementable ideas on using social media for competitive advantage.  Results at the policy level might guide projects helping SMEs' digital transformation.  Digitalisation is changing the Indian retail industry; hence, this study offers timely, pertinent insights to enable SMEs to negotiate and prosper in a fast-changing market.
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Introduction (5 minutes)
· Welcome and thank participant
· Brief overview of research purpose
· Consent form review and signature
· Permission to record
· Emphasize confidentiality and right to skip questions or withdraw
Background Information (10 minutes)
· Could you tell me about your business? (Type, size, years in operation)
· What is your role in the business?
· How long have you been using social media for your business?
· Which social media platforms does your business currently use?
Social Media Practices (20 minutes)
· Could you walk me through how you currently use social media for your business?
· How did you first start using social media for your business?
· How has your social media strategy evolved over time?
· Who manages social media in your business? Why was this decision made?
· How do you decide what content to post on social media?
· Could you describe a specific social media campaign or strategy that worked particularly well?
· How do you measure the success of your social media efforts?
Challenges and Enablers (15 minutes)
· What challenges have you faced in using social media for your business?
· How have you addressed these challenges?
· What factors have helped you successfully implement social media strategies?
· What resources or support would help you better leverage social media?
· How do you stay updated about social media trends and practices?
Sales Impact (15 minutes)
· How has social media affected your sales process?
· Could you describe how social media has influenced customer purchasing behavior?
· How do you track whether social media activities lead to actual sales?
· What types of social media content or activities seem to drive the most sales?
· Could you share a specific example where social media directly contributed to sales?
Contextual Factors (10 minutes)
· How do you think India's retail environment affects your social media strategy?
· How do your customers' preferences influence your social media approach?
· How have recent technological changes affected your social media usage?
· How do you adapt your social media strategy to local or cultural preferences?
Conclusion (5 minutes)
· Is there anything else about your social media experience that we haven't covered?
· Do you have any questions for me?
· Thank participant and explain next steps
[bookmark: _Toc197109968]Appendix B: Focus Group Protocol
Introduction (10 minutes)
· Welcome and introductions
· Overview of research purpose
· Ground rules for discussion
· Consent forms and permission to record
Discussion Topics
Social Media Selection and Integration (20 minutes)
· Which social media platforms do you find most effective for retail businesses in India and why?
· How do you decide which platforms to prioritize?
· How do you integrate social media with your overall marketing strategy?
Content Strategies (20 minutes)
· What types of content generate the most engagement from your customers?
· How do you balance promotional content with other content types?
· How do you adapt global social media trends to the Indian context?
Customer Engagement and Sales Conversion (25 minutes)
· How do you move customers from social media engagement to actual purchases?
· What strategies have you found effective for converting followers to customers?
· How do you maintain relationships with customers through social media?
Resource Allocation and Management (20 minutes)
· How do you allocate resources (time, money, personnel) to social media?
· What tools or technologies do you use to manage social media efficiently?
· How do you measure return on investment for social media activities?
Challenges and Solutions (20 minutes)
· What are the biggest challenges in using social media for retail in India?
· How have you overcome these challenges?
· What support or resources would help you better leverage social media?
Conclusion (5 minutes)
· Summary of key points
· Final thoughts
· Thanks, and next steps
[bookmark: _Toc197109969]Appendix C: Participant Information Sheet
Research Title: Assessing the Role of social media in Enhancing Sales for Indian Retail SMEs: A Grounded Theory Approach
Researcher: Manish Koirala
Institution: University of Wales Trinity Saint David
Department: MBA
Invitation
You are welcome to take part in a research project looking at how social media is used by small and medium-sized retail businesses in India to boost their sales.  This information sheet details the study's purpose and your involvement in it.  Should you choose, please study this material thoroughly and talk about it with others.  Tell me if anything is unclear or if you want further details.
Purpose of the Study
This study seeks to create a theory clarifying how Indian retail SMEs can efficiently utilise social media to boost their sales.  The study will investigate present practices, obstacles, and success elements to build a framework guiding SMEs in creating efficient social media strategies.
Why You Have Been Invited
Your invitation is due to your ownership or management of a retail SME in India that use social media for commercial goals.  Your knowledge and experience help to clarify how social media could be efficiently used in the Indian retail setting.
What Participation Involves
Your participation will involve either:
· A one-on-one interview lasting approximately 60-90 minutes
· Participation in a focus group discussion with 6-8 other SME owners/managers lasting approximately 2 hours
The talks will centre on your social media experiences, how you utilise it for your company, obstacles you've encountered, and how it has affected your sales.  The session will be audio-recorded with your consent.
Voluntary Participation
Your involvement is totally optional.  You may leave at any time without explanation or any bad effects.  Withdrawing gives you the right to ask for destruction of any data gathered from you..
Confidentiality
All data gathered will be kept absolutely private.  All study results will anonymise your identity as well as that of your company.  The research team will have exclusive access to securely stored data.
Benefits and Risks
While there is no direct benefit for participating, your contribution will help develop knowledge that can benefit Indian retail SMEs more broadly. There are no anticipated risks associated with participation.
Research Outputs
The findings will be used for a doctoral thesis and may be published in academic journals or presented at conferences. A summary of the findings will be made available to all participants.
Contact Information
For further information or else have any concerns about this research, please contact.
Name: Manish Koirala
Email: 2410889@student.uwtsd.ac.uk 
Phone Number: 07741048198 
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