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Abstract
[bookmark: _Toc137709485]The trend of social media marketing has significantly increased in recent times or more specifically since the emergence of the Covid-19. Beside traditional marketing approach, digital marketing strategy is found to have a significant impact on consumer preferences. Considering the adaption of digital technologies by sports retail brands like Reebok in the UK, this research aims to investigate the impact of social media on consumer purchasing decision for sports shoes with a focus on Reebok in the UK.  To investigate the topic, the researcher has employed a secondary qualitative research methodology were. Data is collected from a range of secondary resources like newspaper, magazines, company reports and business blogs. Considering the scarcity in the availability of Adidas-specific data the researcher has considered relevant articles as well that focus on other companies from the same industry. A thematic analysis with the use of NVivo software has also been employed in this research. Findings of the research showed the requirement for marketing approaches to adapt to customers influenced by social media and as well as changing demands. It specifically focuses on the role of social influences and recognise in purchasing decisions, specifically in sportswear as a fashion element. Personalised strategies or more specifically demography-centred strategies are also showed as essential elements for the marketing strategy of organisations from the said industry. In conclusion it can be stated that social media marketing has a significant impact on the purchase decision of sports goods from organisations like Adidas, Puma and Reebok in the UK.  
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Chapter 1: Introduction
[bookmark: _heading=h.h0w7tpapqlsh][bookmark: _Toc148192039]1.1 Background 
Millions of young people use social networking as a communication medium because of its advantages in meaningful involvement, customisation, and information exchange. Given the surge of young users who attract various high-end multinational enterprises, the world of social media has the potential to evolve into a centre of value. Social media marketing is a modern kind of internet marketing. It refers to companies employing a range of social networking sites to further their business goals. As examples of advertising opportunities on social networking sites, consider forums, microblogs, postings, social groups, photos, and videos. Alternatively, Hansopaheluwakan et al, (2020) opine that companies can hire media platforms for online marketing or establish their own media through personal media promotion.  Social media is typically used in marketing to describe a complete website with important network features. A significant portion of the website's content is produced directly by subscribers, which gives it a distinctive edge as there is no direct employment relationship between consumers and the website. Steven et al, (2021) assert that due to a number of factors, including improving athletic performance, seeking a profession in sports, and keeping up with trends, people choose to spend higher amounts on sportswear as the economy grows. As a result, Statista estimates that the global sportswear sector has reached 190 billion euros by 2022, an increase of 20% from 2017 to 2022, after seeing exponential growth over the preceding few decades (de Silva et al, 2020). They profited from the rising interest in leading healthy lives, and the UK, the world's largest apparel market, attracted more attention to sportswear as a consequence of the introduction of numerous high-end multinational firms and the continued rise of consumer organizations. Furthermore, improved consumer understanding of sports is primarily to blame for the UK's sportswear industry's quick rise. The typical person's consumption has increased as a result of the variety of national sports and sports genres encouraging buyers to purchase athletic footwear and clothing (Uhm et al, 2022). In addition, the prevalence of sportswear is increasing. Clothing trends fluctuate less dramatically than typical men's and women's fashion. At the same time, advertising and identity effects have a greater influence on customers' purchase decisions, allowing the leader to acquire an advantage and increase their market share.
[bookmark: _heading=h.ozknfhsfig01][bookmark: _Toc148192040]1.2 Research Problem
Utilising social networks for advertising is a cutting-edge strategy that both firms and consumers are adopting. Through the Internet, businesses have the opportunity to interact with their customers and connect with the people who matter to them in a time- and money-saving
manner. Channa et al, (2022) assert that since social media advertising is used in so many diverse contexts, it is essential that one has a fundamental understanding of it. Daily increases in user traffic are being observed on social media platforms like Snapchat and Tiktok reels (Rehman and Al-Ghazali, 2022). The sports apparel industry has undeniably grown recently since consumers during the epidemic tend to be busy spending an extensive amount of time exercising at their residences or in a fitness centre. 
Athletic attire was predominantly donned by competitive athletes; however, it is gradually becoming more and more popular among regular members of the gym and people who are not athletes alike (Su et al, 2020). The intent of the present research was to examine how social networking advertising affected consumer decisions about sportswear.  In order to successfully allocate assets, businesses are required to acknowledge how online marketing activities influence the perception and value of their brand. In the very competitive market for sporting goods, significant quantities of money are spent on advertising to influence consumer choices. Demand for sportswear is increasing as more individuals of all ages participate in sports and as sportswear is more regarded as everyday clothing (Muslim et al, 2019). Some consumers buy athletic gear for use in non-sporting activities, in addition to athletes who buy it to enhance their performance in competitive sports. Sports equipment companies have responded by spending a lot of money on advertising to influence consumers. International firms like Nike, Reebok, and Adidas are leading the drive in this. A few of the criteria used to choose sports apparel include materials, styles, and fitting looks. Environmental and socioeconomic factors, in addition to product attributes, might influence consumer decisions. Cooley and Parks-Yancy, (2019) opine that since sports equipment is a fashion item, purchasing decisions are more likely to be impacted by social influences. Some people show their identity and serve as a symbol of their community membership via their dress. Sports equipment companies have so made an effort to communicate in their advertising the qualities of their products and the level of public acceptance of their items. The goal of this study is to ascertain how much of a social impact people's purchases of athletic footwear have. The current study focuses on examining differences in social influence among customers according to their level of sports involvement and demographics. This may make it feasible to appreciate the impact that the social environment plays in the purchase of athletic goods and assist marketers in developing more effective advertising efforts for the target market.



[bookmark: _Toc148192041]1.3 Research Aim
Social networking websites have dominated the field of interpersonal tools. In other words, it has been used by people all over the world to engage with other people and organisations. As social media users have many 'connections,' many individuals are ingesting information. This knowledge affects consumers and their purchase choices. The research aims to show that customers commonly utilise social media, as a planning tool for upcoming purchasing decisions, gathering information and user reviews. In addition, it also aims to examine the social networks' influence, which focuses on the Rebook sports brands, by ascertaining how social media influences consumer purchase behaviour towards sports items in the UK.
[bookmark: _Toc148192042]1.4 Research Objectives
· To assess the importance of social media's impact on customer perceptions towards sporting goods
· [bookmark: _Hlk143526849]To examine the problems with social media's effect on consumers' purchases of sporting goods
· To detect the social networking influence variables that have an impact on UK consumers' purchasing decisions regarding sporting goods
· To suggest tactics for sports retailers to influence the consumers in UK in deciding whether or not to buy sports goods
[bookmark: _Toc148192043]1.5 Research Questions
· What significance does social media’s impact have in terms of how customers see sporting goods?
· What research looks at the issues with how social media affects customers' buying of athletic goods?
· What factors affect social networking that is found to have an effect on the athletic goods purchases made by UK consumers?
· What are the strategies for sports retailers to influence the consumers in UK customers in deciding whether or not to buy sports goods?
[bookmark: _Toc148192044]1.6 Rationale 
Social media is a fantastic platform for promoting businesses' goods and services, influencing consumers' purchase decisions and generating interest in the offerings because it is a particularly common form of communication for teenagers nowadays. In order to promote their products, sportswear businesses have turned to social media, and they have studied how social media influences consumer behaviour and sportswear preferences in the UK. Sutaguna, et al, (2023) opine that customers' actions are influenced by a variety of socioeconomic positions, psychological, cultural, and other factors. Consumer purchasing behaviour has to be studied and analysed in order to develop marketing methods like those employed by sportswear companies. Channa et al, (2022) assert that these activities have evolved as a result of changes in outside circumstances brought about by heightened competition, an expansion of the consumer's accessible choices, and changes in consumer requirements. Sportswear firms aim for perfection in their goods, both in regards to both price and quality, as well as in terms of promotion and marketing channels, taking into account the purchasing power of clients (de Silva et al, 2020). The purpose of the investigation is to determine the extent to which individual purchases of sporting shoes have an influence on society. The goal of the current study is to identify how consumer social influence varies by demographics and amount of sports participation. This may enable an understanding of the role that the social environment plays in the purchase of sports items and help marketers create more successful advertising campaigns for the target market. 
[bookmark: _heading=h.p4xwsetumsfq][bookmark: _Toc148192045]1.7 Significance/Scope 
Due to the fact that social media is currently a particularly common means of communication among teenagers, it provides a fantastic platform for promoting businesses' goods and services, influencing consumers' purchase decisions and generating interest in the offerings (Steven et al, 2021). Sportswear businesses have adopted a social media marketing strategy, examining how social media influences consumer behaviour and sportswear choices in the UK. Numerous economic factors, psychological factors of a cultural character, and other factors influence how customers behave. It is crucial to do market research and evaluate customer purchasing patterns in order to develop marketing techniques like those employed by sportswear companies. 
[bookmark: _Toc148192046]1.8 Timeline of research 
	The Dates of Research Activities
	The process of proceeding with the work
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	Research Methodology
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	Finding the valid Sources for LR
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	Preparing the LR
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	Preparing Results & discussions
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	Next, Meet with the Supervisor
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	Correcting the Feedbacks
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	Conclusion & recommendations
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	2nd Meeting with supervisor for 2nd Level corrections

	4th October
	FINAL documentation
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[bookmark: _Toc148192047]1.9 Conceptual framework
The below framework depicts the two variables associated with the topic. The theory and model laying foundation for research has been included in the framework.
Analysing the Effects of social media influence on Consumer Purchasing Decisions for sports shoes in the UK
Social media
Social media influencer 
Constant branding 
E-WOM
Consumer purchasing decision
Adaptableness of sports shoes
Loyalty 
Price 
Product design

Theory of Reasoned Action
Engel Kollat Blackwell's Model

Figure 1: Conceptual framework
(Source: self-developed)



[bookmark: _Toc148192048]Chapter 2: Literature Review
[bookmark: _Toc148192049]2.1 Introduction 
Sports clothing marketing is very profitable, and significant sums of money are invested in advertisements to sway customer decision-making. The purpose of this study is to examine how social media's impact affects consumer decisions to buy sports shoes in the UK. An overall critical evaluation of how social media affects consumer purchasing decisions while buying sportswear has been established in this literature review. Moreover, the paper has incorporated prior research related to the current topic to establish the critical perceptive of prior researchers. The paper has included papers from the years 2016 to 2023. Moreover, by the end of this section, the literature study has offered a section on identifying the gaps in gathered sources.
[bookmark: _Toc148192050]2.2 Theoretical Implication and Background
2.2.1 Theory of Reasoned Action
Indicating that producer competition is intensifying, an increasing number of companies are offering a range of commodities, or identical goods with an increasing number of benefits. Businesses are required to comprehend customer behaviour in order to successfully compete. This might help them determine the optimal strategy. In order to comprehend the impact social media has on customers' views of sports shoes, the theory of reasoned action has been applied in this study (Ajzen and Kruglanski, 2019). The Theory of Reasoned Action, which is predicated on the fundamental idea that individuals behave intentionally and take into consideration any relevant evidence, describes how a buyer arrives at a specific buying behaviour. Two distinct factors that influence desire are their attitude and arbitrary norms. 
[image: ]
Figure 2: Framework of Reasoned Action Theory
(Source: Conner, 2020)
It is feasible to suggest that opinions might affect behaviour via careful and intelligent decision-making, even though they may only have a little impact on three things. First, judgments on conduct are based on an analysis of the results of the action while it is engaged (Conner, 2020). A person's actions also take into consideration their own ideas about what is good or wrong, as well as the opinions and feelings of others who are close to them or with whom they have some connection. Khan and Idris (2019) opine that intentions to behave might become actual behaviour through paying attention to how others interpret or see your actions. An approach is a perception of an experience as either pleasant or undesirable in relation to the achievement of a goal.  
People might have an upbeat perspective if they believe that acting in a particular way might typically have favourable results. On the other hand, if a person believes that taking a certain action might mostly have bad effects, they may have a negative attitude (Ajzen, 2020). Furthermore, the TRA is a powerful instrument for understanding and predicting actions and beliefs. Since it might help identify the factors that influence people's perspectives and decisions, it is common. Since, they are well-known public figures with sizable fan bases, when a business collaborates with important people, it effectively asks them to advertise the company's products to their audience utilized for marketing initiatives as well as medical research. Plans for changing attitudes and behaviours may also be made using it. Conner (2020) asserts that the concept may be used to understand how people make plans and how these arrangements can be controlled to influence performance. Foreseeing and understanding attitudes and behaviours generally, TRA is a useful idea. The TRA offers a variety of advantages. Additionally, it has been shown to be among the most reliable models of human behaviour. Because it just considers a person's mindset and personal values, it is also rather easy to implement. Furthermore, it employs a more thorough approach by taking both the psychological and behavioural facets of behaviour into consideration. Furthermore, the use of this theory in this study is warranted since it clarifies how social media's impact affects consumer decisions to buy sports shoes in the UK. 


2.2.2 Engel Kollat Blackwell Model
Consumer behaviour is the combination of decisions taken by buyers that directly or indirectly influence their purchasing behaviour. Different parameters like economic, personal and other affect the decision-making process of a consumer. To study the same, Engel Kollat Blackwell's Model can be explained that is related to sociocultural theory. According to the theory, decisions are impacted by two major factors. In the first case, stimuli are processed in accordance with memories experienced by a buyer previously. Then, external factors play a major role in affecting the behaviour. Goswami (2020) identified these factors as personality, family, reference group, attitude, motives and others. It can be interpreted that when customers come across such stimuli remember and respond to the situation. Social media platforms enable buyers to come across some of these factors like family, reference groups and others. Thus, the application of the theory is justified in analysing buying decisions of customers.
2.2.3 Social media and its types
 Ansari et al. (2019) defined social media as a way to connect with peers, friends and family around the world to exchange information with them. The rise of technological growth has opened many opportunities for users across the world.  Business managers have realised in recent times that organisational profitability can be improved with social media. The types of media used under this can be identified as social networks, game worlds, weblogs, content communities, collaborative projects and others (Norouzi et al., 2021). These are used for wide purposes like promotion, communication, awareness, education, entertainment and others. 
2.2.4 Social media marketing (SMM)
The wide use of social media has made marketers realise the effectiveness of SMM. It can convert a customer into an advertiser to promote a brand, service or product. Norouzi et al. (2021) highlighted that this acts as a word-of-mouth to reach at customers easily and faster. Sports organisations are creating their own pages where customers can follow and like their posts. Moreover, enterprises are able to contact directly with their followers and send them personalised offers, coupon codes and others thus resulting in increased engagement.  
2.2.5 Purchasing decision
Consumers have to reach a decision while involved in purchase-related decisions such as desired brand, place of purchasing, mode of payment, money to be spent, time to buy and others. According to the views of Hanaysha (2018), such decisions can be identified as a set of choices made by a buyer while willing to buy something to fulfilling own needs. Consumers have to undergo an assessment process to make the right choice and buy the same. Every consumer comes across five stages to make the final purchase. The first stage is problem or need recognition that has to be identified by a company to design products accordingly. Qazzafi (2019) stated that in the next stage, customers search for information on the desired products from sources like online search, social media, personal sources and others. After getting a number of choices, buyers rank and evaluate products based on their feasibility, quality, price and some other parameter. They buy products with the highest rank and that suit their needs. After purchase, they provide their reviews on whether the product has the ability to satisfy needs as recommended earlier. If they are satisfied, they make frequent purchases and recommend the same to others if not they continue to search for different products. Thus, these five stages are crucial for both buyers and organisations to engage with each other in the marketing process. The below figure shows the five stages associated with the purchase decision.
[image: ]
Figure 3: Decision-making process
(Source: Qazzafi, 2019)
[bookmark: _Toc148192051]2.3 Social media usage in the UK and contribution towards the sportswear industry
According to Statista (2023), the use of social media is increasing in the UK and most popular platforms are trying to increase their user numbers. The number of active users in the country is 57.1 million whereas the penetration rate is 97.17%.  As per the reports of Businesswire (2019), around 61% of buyers exercise in different forms every week and this number is highly witnessed among people more than 55 years old. It is clearly evident that these mature buyers will spend more on sportswear. Additionally, almost 58.2% of the buyers buy their preferred brand while purchasing and this habit is increasing among the young generation.  However, Becker et al. (2023) stated in the McKinsey report that the number of buyers having less or no intention to buy apparel, sports category and footwear is reducing during 2022. They are mostly trying to reduce their spending on these items. Around 20% of buyers state that they will buy less expensive sportswear whereas 50% of them may reduce their purchasing. It indicates that as compared to 2019, consumer confidence has been reduced in 2022. Social media could influence customers to increase their purchases through creative content, awareness videos on healthy lifestyles, promotional videos, blogs and others. Keeping customers engaged regularly enables buyers to make regular purchases and stay connected with brands for updated and trendy products.
[bookmark: _Toc148192052]2.4 Influence of social media on sportswear promotion
Building a sportswear company is an exciting process with great economic possibilities. But the site needs to be much more than just aesthetically pleasing in order to get the items into the hands of buyers. They need to start making plans on how to have a successful internet presence. 
2.4.1 Hire media influencers for promotion
Hanaysha, (2022) assert that regardless of how naturally the two might go together, their followers might be more inclined to support the company.  Working with a media celebrity may help the company reach a wider audience than if they tried it alone. However, Al-Azzam and Al-Mizeed, (2021) claim that followers are unlikely to be persuaded to purchase anything when the influencer requires to compel the connection and is unable to naturally promote the company's goods. The sportswear company's logo may be promoted by using influencer marketing on social media to increase brand recognition. The secret is identifying influencers who can market a business's goods in a natural manner.
2.4.2 Create constant branding 
Social media networks enable companies to advertise to potential customers and share information with their followers. This includes a mission statement, guiding principles, and specific objectives that might help the company succeed for many years to come. Pop et al, (2022) assert that without that brand, the business would struggle to sell to its intended audience. The company publishes a range of content, including blog posts and images. However, every post made by the company might be tailored to its target market. People might be inspired to take action and interact with the company's content. The top athletic companies produce content that encourages discussion in the comments. The postings are also liked and shared by their followers, expanding the reach of the business. Work with a branding company to hone the messaging they wish to convey about their company (Ansari et al, 2019). Keep the same picture on all of the company's social media outlets once they've developed a distinct brand identity. Remember that social media is a channel for informing clients about your offerings. Make sure the brand is appropriately represented in each discussion, post, image, and video. The assessment of this assortment of literature ended up leading to a critical review of the first study objective's component. Consequently, the first study's goal has been attained.
2.4.3 Perspectives of E-WOM and Trendiness
Electronic word of mouth (E-WOM) has powerful influences on the trust and the perception of buyers towards a brand. According to Niu and Zhang (2021), individuals become more convinced when they come across information shared by a user rather than the marketer itself. Additionally, it can be stated that in order to get quality eWOM, a brand must collect customer reviews and monitor them. Positive and verified reviews help brands to acquire new buyers easily and earn the trust of both old and new customers. It has been found that many consumers believe the products are purchased by their social media connections and the influencers that they follow. They buy the same products used by their favourite influencers and connections. In such cases, organisations need to actively connect with customers who share positive reviews and spread word of mouth to reach more customers. Niu and Zhang (2021) stated in their review that social media users try to get new information on fashion products from different platforms to stay updated and buy trendy products. Integrating fashion culture into social media content creates positive impacts on users and they suggest new types of products to the brand. In all, it can be inferred that social media has a significant value in spreading word of mouth and acquiring new buyers to help brands stay competitive.
[bookmark: _heading=h.f6mlue8aviey][bookmark: _Toc148192053]2.5 Influence of social networking on Customers' purchasing choices
Social networking websites now play a big part in the engagement. People from all around the world use social networking sites to communicate with other people and organizations. Customers input a wide range of data, including reviews of goods and services, details about their use, advice on diet or wellness, marketing alerts, and much more (Rehman and Al-Ghazali, 2022). Social media networks are being used by more individuals than ever before. Consumers are seeking for feedback and suggestions. A robust online presence across a range of platforms for social networking is crucial.
2.5.1 Increases brand awareness
Social networking websites are crucial for firms looking to raise consumer understanding of a particular item. Once faced with a challenging issue, people begin looking for a solution. However, consumers usually are unsure about which good or service will be able to fix their issues (Qin, 2020).  A sizeable fraction of the audience who views the shared content on social media gets introduced to the brand. According to Voramontri and Klieb, (2019), every business aspires to influence and understand consumer behaviour. Businesses may get a deeper insight into the needs and tastes of their customers by studying data from consumer interactions. Any business that neglects to be active on social media may be losing out on a huge opportunity to influence customers' purchase decisions.
2.5.2 Alters consumers' purchasing choices
[bookmark: _heading=h.gjdgxs]A stronger role in deciding what to buy now is authenticity evidence due to social media. People's predisposition to emulate those who are close to them or in authoritative positions led to the creation of the concept of social proof. Prasad et al, (2019) opine that customers that are satisfied with the products are more inclined to post about them, like them, and leave comments about them. Marketers are fostering brand confidence and raising conversion rates by posting comments, feedback, likes, messages, and pins posted on social media to their delighted customers (Manzoor et al, 2020). The market of cosmetics and beauty items is one of the most well-known industries that successfully utilizes this customer contact on internet forums. The importance of this type of proof cannot be emphasized, given how widespread internet presence is among buyers and sellers alike (Abdullah et al, 2020). Social marketers might offer trustworthy social evidence in the form of examples, images, videos, audio reviews, and personalities as part of their sales strategy. As a result of everything, the rate of conversion might steadily increase. 
2.5.3 Influencers on social media
Getting suggestions from trusted sources increases a consumer's likelihood of making a purchase. Public opinion and consumer behaviour are influenced by well-known individuals and popular celebrities. For example, a well-known athlete would suggest gadgets and sporting goods. Doyle et al, (2022) assert that users turn to these celebrities on social networking platforms for product recommendations and advice. A persuading element could persuade the buyer to buy the products. Influencer marketing might work wonders for a company's brand by attracting more customers (Qin, 2020). Advertisers are replacing celebrities with popular users from social media platforms. Customers love these online celebrities' candid product evaluations since they are so widely read.
[bookmark: _Toc148192054]2.6 Factors affecting Consumer Purchasing Decisions for sports shoes in the UK 
2.6.1 Adaptableness of sport shoes
This first and vital factor in this sector is adaptableness which affects purchasing decision of the customers. In the country the UK, manufacturing of shoes focuses on maintaining good quality that can attract the customers.  As per the view of Karasinska, (2022), quality of shoes depends on the quality materials which can attract customers, especially sport persons. On the other hand, they even consent to act in advertise for the sport shoe company. As a result, ordinary people gain faith in the company to use their products. It can also be stated that, satisfaction level of customers depends on the production quality. People agree to buy durable products at any cost especially in the country the UK. Human foot is set in various ligaments, bones, tendons, and joints. Good adaptableness of sport shoes can maintain the mentioned sections while running or playing.  
Using the perfect sport shoe for individual sport activities develop good performance and comfort along with mitigating injuries. Any kind of sport meets horrible pressure on the legs, feet, and ankles. So, it is important to adapt the best quality sport shoe to attract customers in the context of the UK. This particular factor is very much essential in this sector through which customers can decide to buy the sport shoes. In contrast, Gulas and Imre (2020), claims that adaptive shoes are also manufactured for those who are disable or has limitation of troublesome or dexterity. This specific feature can invite more customers along with their own purchasing decision. 
2.6.2 Loyalty of the brand
The term brand loyalty is illustrating as the favourable behaviour of the customers to a specific brand which is according to the repurchase of the similar brand invariably over the time. Brand loyalty is extremely essential according to the main fact that the customers can motivate others through communication. This particular term can be easier to access whether pressure is applied by the business. Firstly, loyalty of the brand was considered as a repetition of purchase by the customers through which the measurement of loyalty could be acted by the company. This type of measurement of loyalty of the brand could be established through the sensitivity that the customers have for the loyalty (Bisen and Nuangjamnong, 2021). This specific term loyalty of the brand can reduce the marketing and advertising costs and also build up the profit of the entire institution or farm. On the other hand, the efficiency of marketing of the farm uplifts various production with the support of the loyalty of the brand. 
The company of sport shoe must concentrate on the best supervision over the need of the customer, special discount and offers to the customers. Along with this, the company has to focus on frequent surprise in production, enhancing the experience of the customers in terms of feedback, delivering the best value to their customers and so on. This particular brand loyalty can enhance the promotion of the company which effects customer purchasing decision in the context of the UK. The comparison among international sports Shoe Company in this particular context is remarkable and significant to understand the customer purchase decision over the manifold.
2.6.3 Expediency
Expediency or usefulness of sport shoe is one of the most essential parts of customer purchasing decision. Through this fact a practical selection is to choose a brand that is the best reputed and illustrated. According to Yeh (2020), sports shoe can be enhanced through its usefulness by the quality production with maintaining the quality of raw materials, manufacturing style, and frequent special offer and so on. The entire process of the manufacture can be generated by the best quality service providers who can drive the overall project to implement the strategies of effective factor in this particular segment. As a result, consumers can easily able to choose the brand they purchase amongst all brands according to the remarkable usefulness of the products.
Additionally, it can be stated that, customers can choose the brand of sport shoe as per their choice. The choice depends on several usefulness of the sport shoe which can enhance its quality. Especially, the sports person can judge the quality of the sport shoe according to various quality of the production. The expediency of sports shoe depends on reducing stress on heels, ankles, and toes, preventing hip, knee pain, and back, helping to mitigate the happening of stress fractures, tendonitis, and joint pain, developing running or playing performance, giving support for arches, and so on. Effective shoes is about effective results. These effective shoes have various types of cushions at the right position, so they serve comfort which an individual wants whether he is playing for long times. Among the sport shoes, several types have comparatively soft cushions than other shoes, and it has dependence on personal choice where people can feel comfort and they have easy access on that. 
2.6.4 Price
Price is termed the fee or amount charged to customers for a specific product. Widayati et al. (2021) opined that with impose of a fair price, customers get satisfied and prefer buying a product regularly. If customers think that shoe brands are charging heavy amounts, they will reduce purchasing or switch to alternative brands. Though the price is charged to convey to people the value that they are availing after purchasing a product, still high price is the major cause that can persuade customers not to buy. However, discounts, offers, coupons and others are other elements of price to influence customers to buy their desired products. It indicates the role of price as a major factor to influence buyers in their decision-making process.  
2.6.5 Product design
Design is considered as a measure of product quality consisting of all features that enable how the product is seen. Shoe companies are completely aware of design and its importance among consumers. Two major parameters are considered for product design including quality and colour. Some customers want shoes in bright colours whereas others want shoes with much durability. Widyastuti and Said (2017) found in their research that companies use different innovative design strategies in order to create the foundation for designing a product. The strategy used by a brand influence whether a customer will prefer buying the shoe from the same design or not. In all, style or design can be demonstrated in many ways and this connects a brand with its potential customers. 
[bookmark: _Toc148192055]2.7 Problems with social media's effect on consumers' purchases
Though social media has developed many opportunities for organisations in terms of higher brand values, customer engagement, more sales, high brand value and others but it has some problems that can hamper reputation and weaken the bond between the brand and its customers.
2.7.1 Impacts of online reviews
Online reviews have a significant role in gaining an effective understanding of the limitations and benefits of a product. Consumers are more likely to make informed choices based on reviews that they found on social media sites. Their decision-making process is merely affected based on the reviews provided by other customers. Chen et al. (2022) argued that consumers show more attention when they find a negative review rather than a positive review. Sometimes, these negative reviews contribute towards the final buying decision of a customer. The authors have emphasised the comparative behaviour shown by users from both positive and negative reviews. It can be determined that positive reviews or feedback lead to emotional trust however negative reviews decrease emotional trust thus, resulting in poor purchasing intention of buyers. This happens as customers feel negative reviews are more useful and valuable as compared to positive ones. Such negative deviation creates a problem for brands while they focus on using social media to improve customer purchases. 
2.7.2 Lack of transparency and quality concerns 
Social media influencers are trying to increase brands’ reach among customers and help them to get a highly engaged audience. Ujjwal (2023) reported some of the problems that brands are facing while attracting and influencing customer purchasing decisions due to social media influencers. Lack of transparency is a major issue because in some cases they fail to highlight their collaboration with the concerned brand resulting in deceptive practices. Such practices create risks for consumers, as they are open to misleading content and they cannot decide whether to trust the brand or not. Though influencers act as the face of a company and promote their products, the risk of quality compromise is high. There might be chance influencers promote certain products for monetary gain without purchasing or using them. In this case, brands face questions about their integrity and quality resulting in a failed approach to using influencers for product recommendations. 
2.7.3 Information overload
Voramontri and Klieb (2019) identified information overload as a major issue consumers and organisations face during the decision-making process through social media use. A large amount of information from different social media platforms regarding sportswear creates confusion among consumers. They face difficulties in navigating all types of information found on social media pages. Additionally, the authors stated that it becomes challenging for buyers to evaluate all alternatives and make the right decision. Therefore, despite of all efforts made and strategies executed by marketers, organisations still face difficulties in acquiring customers. 
[bookmark: _Toc148192056]2.8 Tactics for social media effect on UK consumers' purchasing decisions
To strengthen the relationship and help customers to do appropriate selections, some strategies can be identified. Some of the strategies are reviewed in the below section.
2.8.1 Raising the online profile
Ryan (2016) stated that to influence purchasing decisions of buyers, marketers need to use microblogging to enhance their online profile. They will be able to establish their expertise in front of the online audience, provide them with interesting facts, answer questions framed by the audience, and encourage consumers to post informative blogs that will enable the marketers in designing products of their preference. Social media platform Twitter helps marketers to share links to useful content for buyers. This enables building traffic for a company. 
2.8.2 Engaging Customers through user-generated contents
User-generated contents are the forms of video, audio, texts or others developed and shared by customers. By sharing those contents through social media pages, marketers can engage buyers in an authentic way with less effort. They can share this content in Facebook and Instagram stories for better reach and develop a road map for their marketing strategies (Forbes, 2021). Organisations can request customers to share such creative contents that will influence the behaviour and decisions of other consumers. Pütter (2017) demonstrated that such types of strategic approaches need effective maintenance from organisations and require a strong commitment to maintaining online relationships with audiences engaged with user-generated content.
2.8.3 Developing brand trust and positive word of mouth 
In order to build trust and ensure frequent purchases by buyers, it is crucial for marketers to encourage customers to share honest feedback through social media. Hanaysha (2022) opined that brand trust acts as a mediator between social media activities and purchasing decisions of consumers. Through social media, customers share their reviews, feedback and suggestions regarding the brand that they have already bought and used. These users’ reviews act as positive word of mouth for other customers. Thus, it indicates a higher trust among buyers resulting in long-term loyalty and a bond with the concerned brand. 
2.8.4 Integration of search engines through social media
Social media is the simplest way to help customers in getting relevant information through keyword searches. Integration of search engine optimisation into social media can be beneficial for organisations to influence customers’ buying decisions and intentions (Hajli et al., 2017). This shall help in tweaking the website so that consumers can find the link or suggestions on the brand while surfing social media. Creating customised content and optimising keywords will drive users towards the website. Engagement will be increased if marketers will share original content regularly and try to communicate with customers on a daily basis.
2.8.5 Relationship marketing
Improving relationships with customers is another integral way to influence buying decisions made by buyers through social media. It involves the process used to interact with customers and prioritise long-term outcomes. Sportwear companies need to enjoy profitability and loyalty from customers through a relationship marketing approach. It is essential for them to invest in dedicated relationships so that they can analyse consumers’ evaluations towards their products and the experience from their purchasing. Doyle et al. (2022) argued in their research that the quality of their relationship with sports consumers also affects their social media consumption activities. Sports organisations are trying to collaborate with athletes to post their views regarding the product using creative posts and hashtags to improve customer relationships with the brand. Thus, it can be deduced that social media posts and athlete engagement can be fundamental ways to enhance relationship marketing by sportswear organisations. 
[bookmark: _Toc148192057]2.9 Literature Gap
The authors have contributed towards the discussion on the role of social media in consumer decisions in general or in context sport industry. However, no such specific focus has been given to purchasing decisions related to sports shoes. The way consumers react towards social media problems has not been stated well. This could have added detailed attention towards the research topic. Additionally, authors have focused less on UK consumers in their research for which it was difficult to analyse their perspectives from wide ranges of sources. 
[bookmark: _Toc148192058]2.10 Chapter Summary 
The review has included the views on social media along with its effects on buyers' intentions, decisions and behaviour. It has reviewed the theory of reasoned actions to study social media behaviour-related actions and behaviours. The current scenario of the social media and sportswear sector has been analysed with some statistical figures. 


[bookmark: _Toc148192059]Chapter 3: Research Methodology
[bookmark: _Toc148192060]3.1 Introduction 
Research methodology is the process used to identify tools and techniques through which the research problem will be addressed (Pandey and Pandey, 2021). The current study aims to determine the effects of social media on buying decisions of consumers in the context of sports shoes in the UK. To address the aim, the methodology section will select and justify the methods based on Saunder’s research onion framework. Inclusion and exclusion criteria will be set before collecting qualitative data. 
[bookmark: _Toc148192061]3.2 Research Onion
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Figure 4: Research Onion
(Source: Saunders et al., 2003)
Research onion developed by Saunders helps to create a design for the study considering certain layers. It provides a foundation for methodology based on which methods have been developed in a systematic manner.
[bookmark: _Toc148192062]3.3 Research Philosophy
It reflects assumptions based on which a researcher views the world. It forms the outer layer of research with types: pragmatism, realism, positivism and interpretivism (Melnikovas, 2018). Pragmatism is used for multi or mixed methods and is appropriate for both quantitative and qualitative approaches. Positivism is considered a structured philosophy and beneficial in large samples. Realism is based on the concept that the selected method must complement the chosen topic area. Interpretivism is widely used for research done with smaller sample sizes and is effective in qualitative studies. 
Here, the study on the importance of social media for consumer perception and decision is subjective in nature. In order to achieve the aim, the suitable method is interpretivism. The primary reason is its ability to produce data that are more accurate and valid. It is built on personal motivation and meaning that in turn develops a scope to execute research with more detailed facts and insights (Melnikovas, 2018). The researcher while studying the impact of social media has earned the benefits of changing the focus of study with different perspectives. The relationship between consumer buying decisions and social media depends upon the qualitative and descriptive data for which using interpretivism philosophy will guide the study in getting valid qualitative data. As stated earlier, other types of philosophies like pragmatism and positivism are suitable for the mixed and quantitative methods for which these cannot be used like interpretivism to depict personal perspectives. 
[bookmark: _Toc148192063]3.4 Research approach 
The plan or procedure adopted to identify the wider assumptions for data collection is referred to as the research approach (Woiceshyn and Daellenbach, 2018). It mainly consists of abductive, inductive and deductive approaches. In case abductive, themes are identified to test through data collection. However, themes are used to build a conceptual framework in an inductive approach. Lastly, the deductive approach enables researchers to assess a hypothesis linked to an existing concept.
To evaluate how social media and networking sites are influencing purchasing behaviour of buyers in the UK, the researcher needs detailed observation. Therefore, to support the same, inductive research has been used. The researcher was able to carry out observation by analysing different circumstances related to them. Findings become simple and concepts related to consumer decision-making and social media can be expressed easily. Using different assumptions on the impact has helped in getting insights on different perspectives. As compared to other approaches like deductive and abductive, it improves the creativity and innovation skills of researchers giving them the freedom to formulate new theories or concepts. Another advantage that the study witnessed while researching problems with social media's effect on consumers' purchases of sports shoes is its ability to comprehend and appreciate complex concepts. These reasons have led the researcher in selecting an inductive approach for the stated qualitative study.
[bookmark: _Toc148192064]3.5 Research Design
It is termed a master plan for executing a project with the application of certain methods. The primary types of research design are conclusive and exploratory (Melnikovas, 2018). Conclusive research is defined as the way to generate useful findings suitable for decision-making in research. However, in the case of exploratory research, the researcher focuses on a specific aspect but fails to give conclusive answers. Conclusive research design is again divided into two subcategories consisting of causal and descriptive research. Causal is used to determine specific impacts of changes on different processes whereas descriptive research aims at determining and describing a situation. 
In this study, the focus is on finding the effects of social media on buying decisions made by UK consumers while purchasing sportswear. Therefore, to analyse the effects, an exploratory design has been implemented. As compared to other designs, this selected design is solely dependent on qualitative research. It has enabled the researcher in identifying the purpose of social media being used in businesses and the problems and benefits it poses for a specific aspect. It has not posed any rules while conducting the secondary qualitative research. Possible causes behind how social media has made to change their purchasing decisions have been identified through the foundation built by exploratory research. The research design is much effective to ensure a detailed analysis and accurately interpret secondary data. 
[bookmark: _Toc148192065]3.6 Research method 
It has been classified into areas such as mono and mixed method. The combination of strategies under qualitative and quantitative methods to collect, analyse, interpret and display data for better understanding and comprehension is known as the mixed method (Bazeley, 2015: Creswell and Creswell, 2017). However, the mono method signifies the use of one method. The research study on the effect of social media on purchasing decisions of buyers in the sports sector requires a specific focus. Considering the mixed method might have created confusion in the collection of data from different perspectives. In order to maintain clarity in data interpretation, the researcher has used mono method using only secondary qualitative data. The application of the mono method has saved time and reduced the complexity associated with mixed methods. The researcher does not have to compare the accuracy of both methods. Findings become more simplified and easier to comprehend using mono method. 
[bookmark: _Toc148192066]3.7 Research Strategy 
The selection of research strategy is dependent on the time given to complete the research, developed research objectives, existing knowledge and philosophical underpinnings. Different types are surveys, grounded theory, interviews, experiments, case studies, archival studies and others. From these types, surveys, experiments and interviews are widely used for generating primary data. Grounded theory starts with analysing a theory related to the topic whereas case studies can be used for both primary and secondary research. The archival study is used to collect historical data and is related to secondary research. As the current research uses secondary research, the suitable research strategy is the combination of case study and archival research. The case study has been used, as to analyse the consumer decision-making process, Rebook has been considered as the case. It is suitable for researchers is gaining a richer understanding of the context and process enacted with the research topic. Additionally, archival study has helped to gather data from published articles where authors have already presented pre-evaluated data. 
[bookmark: _Toc148192067]3.8 Data collection and analysis
The process used to extract data from wide sources to analyse findings is known as data collection. Secondary and primary are two sources used in research. Primary data is gathered by researchers by themselves involving field work whereas secondary data is gathered by someone else. Questionnaires, experiments, surveys, interviews, focus groups and others are certain methods used to gather primary data (Pandey and Pandey, 2021). However, secondary data is easy to collect from internal records, books, magazines, articles, Government pages and others. Google Scholar has been used to search the keywords and get relevant journals on the topic.
The study on finding the impact of social media on consumer decisions and identification of strategies is based on secondary qualitative research. This is less complex as compared to the primary as the researcher has not contacted any participants for the survey or interview and did not arrange any settings for these. Therefore, a lot of time has been saved and the same was used to collect quality secondary data. 
The data drawn through secondary research has been analysed using the thematic analysis method. Here, different themes have been developed using keywords found in the research topic. Then, themes are analysed using data gathered from different sources. The keywords used to generate themes in this research are purchasing decisions, customers, the sportswear sector of the UK, and others. This analysis has helped in having flexibility with research design. As a large number of data was required due to the nature of the study, the analysis enabled gaining wide perspectives from different sources. Due to the subjective nature of secondary qualitative data, the researcher was able to answer research questions in a descriptive way and able to meet each objective using own knowledge of social media and its relationship with consumer behaviour. Therefore, developing themes with similar patterns to analyse the data proved the effectiveness of thematic data analysis.
[bookmark: _Toc148192068]3.9 Exclusion and inclusion criteria
Inclusion criteria 
The articles chosen for the research must have two to three keywords from social media, consumers, purchasing decisions, buying behaviour, sports shoes, sporting goods, or the UK.  It is mandatory to filter articles with full pdf and published after 2016. 
Exclusion criteria
Articles written in Spanish, Chinese or any other language except English will not be part of the research study. The study will not include any sources published before 2016 for data collection purposes. Irrelevant sources like blogs shall not be used here.
[bookmark: _Toc148192069]3.10 Sampling 
Sampling is an approach used to collect data from a specific group of participants from a large population. Probability and non-probability are two forms of sampling used in research (Pace, 2021). Probability sampling involves selecting samples randomly where all members have the same chance to participate in research. On the contrary, non-probability sampling is associated with subjective judgment while selecting the sample. To gather knowledge about how consumer decision is impacted by social media strategy, only a secondary method has been used. Therefore, the researcher has not considered any sampling technique for surveys or interviews. Non-probability sampling has been implemented to identify the articles to be used in the research. This is because the articles are chosen based on the researcher’s own judgment and knowledge considering the keywords and research topic. Total of 15 sources have been used to do thematic analysis and develop insights into the research objective. This sampling has provided flexibility in getting control of the research findings and interpretation. 
[bookmark: _Toc148192070]3.11 Ethical consideration 
In every research, adhering to ethics justifies the validity, accuracy and reliability of a study. As the study used secondary qualitative, it is ensured that data are taken from popular newspapers, Government websites and reputed journals. Each journal article has full access so that it was easy to read, research and comprehend things. Articles written in other languages have been ignored. Peer-reviewed articles have been prioritised while extracting data. The arranged data from different sources have not been disclosed to others associated with similar projects. Each source chosen for data collection has been published after 2016 to maintain accuracy in findings. Password has been used in folders where data has been stored and no one has access to the same. Additionally, as the research is based on secondary qualitative data, no employees and managers from Reebok will be contacted to share information.
[bookmark: _Toc148192071]3.12 Validity and reliability 
Research validity can be considered as the measure of the chosen technique concerning how effectively it analyses data. Reliability ensures the extent to which the chosen method is able to provide consistent results in data collection (Hayashi, 2019). In this secondary research, both have been maintained by taking articles from 2016 onwards. Credible authors with peer-reviewed articles and authentic websites such as newspapers and Government publications are part of the study. Additionally, open-access sources have been used to avoid falsified data.
[bookmark: _Toc148192072]3.12 Research Limitation 
The study used interpretivism philosophy for which there is a high chance that data cannot be generalised to the selected population. The limitation of the inductive approach is sometimes it leads to reaching at wrong conclusion even after an accurate observation. The use of exploratory research has posed a limitation in secondary research the chance of getting not updated content and data. The application of secondary research does not provide recent data like primary research and there is a chance that collected data might not completely fulfil the research objectives. Cost and time are two other limitations that have been faced during execution of the research. 
[bookmark: _Toc148192073]3.13 Timeline
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Table 1: Timeline
(Source: Self-developed)
[bookmark: _Toc148192074]3.14 Chapter Summary
In order to achieve the objective of analysing the impact of social media in the context of the decision-making of UK consumers, a detailed methodology has been developed. It is deduced that secondary research has been chosen to get existing data on social media. To support the data collection, the mono method has been implemented. The use of an inductive approach and interpretivism philosophy has contributed to designing the overall research framework. Some ethical points have been noted down to ensure the accuracy of collected data. 


[bookmark: _Toc148192075]Chapter 4: Research findings and analysis
[bookmark: _Toc148192076]4.1 Introduction 
The thematic analysis will be executed in this section by developing themes using keywords like social media, social networking, consumer purchasing decisions, the Sports fashion sector, UK consumers and others. The author of this research has used N-vivo software to generate themes from articles that are included from secondary resources that include newspaper articles, magazines and company reports. A total of 11 secondary qualitative articles are included, screened and extracted and analysed with the use of the above-mentioned software. Following this software, a total of four themes are identified that satisfies the objectives of the research as mentioned in the introduction section of this research report.   
[bookmark: _Toc148192077]4.2 Main Body
Theme 1: Current social media strategies used by Rebook for promotion 
An article was published by Zalando (2021), where the focus was given on the approach followed by Reebok to leverage data to comprehend consumers and steer perception of brand.  The article focused specifically on the adaption of the data analysis and high-end technologies for product marketing as it significantly helps in the identification of consumers’ preferences. Burns (2016) reported that Reebok is leveraging its social media sites to promote the fitness aspect. The article has focused on Reebok’s worldwide approach to boosting social media to grab the attention of people. Through social media, it conveys to people its approach to helping buyers be the best version. The company is using social media to redefine the meaning of its brands in the consumers’ minds. Its major social media platforms to communicate with customers are Facebook, YouTube, Snapchat, Instagram and others, where marketers try to build brand prioritise resources to manage initiatives. It always follows a value indicating “no comment left behind” that aims to understand customers better, develop an authentic relationship with them, and create a large community focused on fitness and health. The major priority of the company was on Twitter and Instagram where it found higher engagement from customers. The company has used social media as an opportunity to upload engaging content and provide brand information so that customers will be directed towards its brand loyalty could be established through the customers' sensitivity to presenting its products and messages in an authentic way to grab customers' attention and stay ahead of the competition among sports retailers. However, in terms of posts uploaded in Instagram or any other platforms, the company is not putting much efforts as compared to Nike, Adidas, Puma and others. The below statistic illustrates the posts of each company in their respective Instagram account. 

Figure 5: Number Posts on Instagram
(Source: taken from Instagram)
The company’s Twitter strategy was based on the motto “Tweet us, we will tweet back”. According to the views of Team (2016), it always focuses on executing one-to-one partnerships with users where a separate team will respond to every post made by a single customer. The article shows the way influencer marketing is significant in building trust among buyers and bringing higher engagement. Through this, consumers get a wide range of advice on which shoe to purchase, the place to buy and discounts availed on specific product segments. The company’s Instagram account is divided into three parts such as Reebok Classics, Reebok Women and Reebok. The feeds are presented with photos of fitness competitions, Reebok products with their features, and short videos on fitness training. On another popular platform, Snapchat, marketers upload behind-the-scenes videos of popular events like CrossFit and also it is used for new product reveals. Another way the company try to influence through social media is by tapping into an audience of top influencers. Thus, it can be stated that social media tactics of Reebok are strong and evident to create awareness among buyers. The following graphs shows brand awareness and popularity of Reebok among sports and online shop users.
[image: ]
Figure 6: Reebok brand awareness, usage, popularity, loyalty, and buzz
(Source: Statista, 2023)
[bookmark: _Toc148192078]Theme 2: Importance of Social media platform among UK consumers towards Sporting goods and Rebook
An article was published by The Guardian (2018b) where the authors focused on the social media copies gambling approaches in order to create psychological cravings for its viewers and hence pushes viewers to purchase a product. In the above mentioned article the author has showed that social media platforms are utilising the same approaches as gambling firms to develop psychological cravings and push their products in the lives of their users. The author also mentioned that these approaches are very potential that they can activate very similar approaches as cocaine in the brain develop psychological dependencies and even develop phantom calls and notification where viewers or users often sense the buzz of a smartphone, even when there is no existence of that in real. Different social media platforms like Twitter, Facebook and other companies as well utilise the very similar approach to the gambling industry to maintain their traffic on their sites. The author of the article has also added that in this current era of digital or online economy, organisational revenue is a function of a persistent attention of consumer which is often assessed in time spent and clicks. Different retail companies also use this facility to reach their products to a broader category of audiences which is also applicable for sports goods in different places across the world including the UK.  In continuation of the finding of the article published in the guardian, another instance that can be mentioned here from the article published by Jaekel (2023), highlighted on the innovative marketing strategy employed by Reebok for Instagram users to promote its new Zpump. In this article, the author has mentioned that athletic footwear brand reebok uses individuals with good number of followers on Instagram for example, CrossFit expert Kenny Santucci and fitness celebrity named Jamie Eason Middleton to spur fans in order to get involved in a range of social media fitness activities. Users showing interest to the games further will get a chance to win a pair of Zpump. Such campaign on Instagram is an example of how sport goods companies are leveraging the power of social media to promote its product to a wider number of individuals. As per the article Instagram is having more than 300 million users on a monthly basis and it means that the overall percentage of every internet users that have account on Instagram is only 20 percent, with numbers like that it can be a significant oversight to not use Instagram as a powerful social media tool for campaign or marketing challenge that includes visual messages. The organisation has also promoted its newly launched product called Zpump and also marketed the product by partnering with different popular ambassadors in order to get engaged and incited a social call-to-action via the mentioned social media platform. Similar to all the above-mentioned marketing campaigns, the organisation is also expecting to launch a viral challenge across Instagram. A range of fitness faces are throwing challenges to their followers to accomplish a range of exercise of 15 minutes of duration for a significant chance to get a pair of shoes as prize. Such challenges significantly help in developing interest among the fans of companies like Adidas, Nike and Puma and by leveraging the potential of different social media platforms like Instagram, Facebook, Twitter and Tiktok they are increasing their reach to a broader amount of target audience.   
Also, Team (2016) reported that Reebok has collaborated with Gigi Hadid to involve her in its social media campaign #PerfectNever. With this, the company was able to reposition its market and this has resulted in engagement from more numbers of new customers for the first time. As Gigi Hadid is a top model and has many followers on Instagram, customer engagement with Reebok was higher. It has also collaborated with NFL and NBL sports leagues with their new campaign #BeMoreHuman to focus on fitness. This made to focus consumers’ solely on fitness and created a new target group for Reebok considering areas like dancing, yoga, combat training and running. In all, social media has an integral role in this major shift in Reebok and influencing the decisions of buyers. 
According to the report by Statista (2023), it is deduced that Gen Z is the largest proportion of consumers who are highly influenced by moves made by influencers and content creators. The below graph shows the buying decisions influenced by influencers generation wise. 
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Figure 7: Buying decisions by generation
(Source: Statista, 2023)
In the last year, the company has launched a new campaign to encourage customers to pursue passion and build their own individuality. The aim behind the same is to help consumers to become active participants in the journey around the world. According to the views of bestmediainfo (2022), the tagline of the campaign was “Life is Not a Spectator Sport” and the focus was on ensuring the rebirth of lifestyle and sports brands. The article is effective in demonstrating the campaign launched by the company to revive its products and influence people through encouragement. Through this, it was able to encourage people to know their potential in different activities that they like including sports, music, fashion, art and others. The campaign was launched on YouTube and shared on various other platforms for which the company has an opportunity to reach a greater number of customers who cannot recognise their talent. This has developed a massive interest among the young generation to buy its products and remain engaged with it for the latest updates. The most useful effort made by the company is to involve stunning hero films with determined, creative and inspirational talents. They used to share real and motivational stories and have a higher potential to ensure everyone is engaged with their growth and commitments. 
[bookmark: _Toc148192079]Theme 3: Problems affecting consumers' purchases of sporting goods due to social media 
Despite the significant effectiveness of social media marketing it raises some challenges for the consumers as well to purchase sporting goods. Sometimes, the purchase decision is affected because of fake review, misleading information shared by influencers who promote a product to social media users. In this regard an article collected from Dailymai (2014), indicated that ad campaign that featured the most famous sports stars ultimately backfired significantly when it invited Twitter audiences to get involved in the event. The advertisement of Puma that encouraged users of Twitter to actively participate by twitting with the hashtag #ForeverFaster in order to receive some personalised messages from the most famous ambassadors of the brand, experienced a very difficult situation because of the actions of the pranksters of the social media. These peoples took significant advantage of the reliance of the campaign on profile details of the profile to craft messages that made it appear as if well-known sports celebrities for example, Radamel Falcao, Usain Bolt, and Cesc Faregas has endorsed some offensive content over there. Apart from the above-mentioned issue, Reebok is facing cutthroat competition in social media, as all platforms have become crowded with the number of brands of shoemakers (Team 2016). Without any proper strategy, it has become a challenging aspect to take the attention of users. Also, it is creating confusion among consumers regarding the brand to choose. Apart from all the above-mentioned factors, sometimes organisations also neglect to respond to the feedback of the users and neglect interacting with the consumers and this also affect the consumer trust on a brand that sales sporting goods. In this regard, an article was published by Podolsky in the year 2022. In this article the author has stated that online reviews are having significant importance to manage businesses as it helps them to develop particular exposure and discover new services and products to its’ consumers. Negative reviews in this regard have the potential to significantly affect the reputational issues of a business and at the very same time negative comments can also further raise to legal consequences for organisations. Sometimes, fake reviews on social media pages of companies mislead and confuse its’ consumers and therefore, this is one of the key determinants linked with the aspect of social media marketing that affects the purchase decision of consumers.  
[bookmark: _Toc148192080]Theme 4: Strategies for sports retailers like rebook to influence purchasing decision of consumers in the UK
An article was published in the Guardian (2015),that focused on the relevance of discounts in case of sporting good companies to influence the purchase decision of customers in the UK. Despite the effectiveness of discounts, the article focused on some tactics that have raised concerns about transparency. These tactics include immediate offering discount price on newly launched products without maintaining any adherence with the recommended guidelines, advertising lucrative discounts that may be smaller than what they look like and utilising blocking out practice where newly declared price tags are positioned over original prices. However, despite the concerns linked with discount, companies like Reebok got significant success in sales revenue by giving discount on prices. As Rebook did earlier considering all comments to optimise the social media strategy, it needs to consider feedback given by all buyers on social media sites. As stated by Podolsky (2022), organisations need to train their customer service team so that they can respond to feedback in a proactive and prompt way.  It is required to be transparent with customers and let them know the aspects that they want to know. Making them stay informed and engaged can only be possible by interacting with them regularly through social media or their own website. Another article was published on the Guardian (2016), that focused on the development of a global brand marketing approach. This article focuses on the importance of some essential determinants of social media marketing that need to be adapted by sport goods organisations in the UK. The determinants are local differences, influences of technology, challenges in e-commerce, discounts offered by retailers and strategies to tailor the practice. In regard to the local differences, shopping preferences differ across countries and influenced by a range of factors for example, stores proximity and influence of modern trade. As demography wise individuals in the UK prefer purchasing good products than cheap-price products, while advertising company like Reebok needs to provide the ultimate quality product at a right price range. It is found from the research that emotional advertisements have a crucial role in generating emotional responses from consumers. Therefore, the same can be designed through social media and appeal to consumers. Emotional advertisements are crucial in increasing connection with customers and developing stronger loyalty (Forbes, 2022). The article provides different benefits associated with the emotional marketing approach used by brands.  With the increased number of active users, campaigns and videos tend to spread rapidly. Through this, the retailer will be able to keep the product memorable for a longer period. It can be noted that when the sports retailers like Reebok to build personal relationships with buyers and are able to manage and control their decision-making process by knowing their interests, needs and requirements.
[bookmark: _Toc148192081]4.3 Conclusion 
From the findings, some secondary qualitative data have been drawn from different resources such as journal articles, website articles and others. Developing a thematic table has led to a structured way to collect data without any complexities. 
For the thematic table, refer to the appendix


[bookmark: _Toc148192082]Chapter 5: Discussion 
[bookmark: _Toc148192083]5.1 Introduction 
This chapter will interpret the data collected in the previous section. It will discuss whether the research questions on social media and its influence on consumer decision-making have been addressed or not. Then, limitations associated with the current findings will be discussed.
[bookmark: _Toc148192084]5.2 Main Body 
5.2.1 Interpretation of research questions 
The first research question designed to conduct the study was investigating the significance of social media in the context of customers' perception of sporting goods. By the secondary data, it is determined that the major significance demonstrates how customers are getting ideas for comparing sports shoes, taking advice from others, and sharing their thoughts about the type of products that they want to purchase. Consumers can form a broad impression of the product's value and reliability, as well as the price, features, and lifespan that will determine whether or not they will buy it. A product or brand with the most favourable ratings will naturally outsell its competitors. According to Slaton and Pookulangara (2022), today's consumers are far more likely to buy a product if their favourite celebrity or social media influencer uses or endorses it. Sportswear retailers like Reebok may simplify the decision-making process for their customers by reaching out to influencers like these in order to promote and evaluate their items. While the description of social media activities, communities, and groups is helpful, it does not go into enough depth to show how these sites improve consumers' understanding of brands and products. The statement refers to the significance of conducting market research, being honest with clients, and using emotive marketing as techniques used by sports shops to sway their clientele. Insightful examples or case studies of these tactics being put into practise in the sports retail sector would be helpful. In 2016, Reebok started following a social media principle of not ignoring any comments made by buyers. The company was also investing in developing large communities to promote fitness that can change the perception of consumers towards its offerings. 
Earlier, in the literature review section, the concept of eWOM was discussed which has focused on buyers being more concerned and inclined towards the information provided by another shopper rather than the marketer itself through any promotion. This shows the level of trust they show for online reviews. The opinion from the study of Niu and Zhang (2021) also demonstrates social media presents information regarding various latest products launched by companies. It can be interpreted that the medium is the faster form of spreading information and creating awareness among people as compared to the traditional model. According to Cooley and Parks-Yancy (2019), social media strengthens consumers' attachment to their chosen companies. Customers have been flocking to online groups where they can voice their opinions and where manufacturers are responding by creating tailor-made goods. In this way, we can simplify the decision-making process and increase customer satisfaction. Although a critical appraisal of possible biases in online reviews would be useful, it is missing from the topic of eWOM (electronic word of mouth) and the amount of faith customers place in online evaluations. To provide a whole picture, it is important to address issues like fabricated reviews, bought endorsements, and the effects of review manipulation.
The next research question focuses on areas concerning issues with how social media affects buying decisions. The primary issue witnessed from various types of research is negative word-of-mouth. According to Steven et al. (2021), if a shopper returns an item to a sporting goods store because they are unhappy with it, the store's employees may disseminate false information about the item and the manufacturer. Customers that do market research in order to purchase a suitable sporting product end up developing an unfavourable impression of the reputable brand. As the number of complaints about a product increases, it gets harder to persuade potential buyers to go with it. It can also be deduced from the data that Rebook faces tough competition from businesses also keen in raising their profile with consumers. Many factors contribute to a customer's feeling of being overwhelmed when trying to make an informed purchase decision. Also, different platforms show different information that creates difficulties in evaluating the alternatives. Similar points have been discussed in the literature review section. However, an additional point has been highlighted regarding the lack of transparency and quality concerns. This was highlighted in the research of Ujjwal (2023). Sometimes, influencers due to higher monetary gain do not highlight the exact features and benefits of the product. 
The third research question involves identifying factors responsible for affecting social networking and tend to affect sports goods purchases made by UK consumers. To address the same, some variables have been identified that showcase how UK consumers’ behaviour is impacted. It is determined that price, product choice and quality are crucial factors that affect their decisions. A customer's interest in a brand increase when they discover it is less expensive than competing brands. This demonstrates the price range from which a specific segment of consumers can choose. Similarly, consumers are mostly driven to buy sports equipment because of the great quality of the product. According to Haley and Pittman (2022), due to growing competition, customers now expect free returns and shipping both ways. Sportswear shops like Reebok draw customers in with eye-catching material on social media to provide information like this. Also, the information related to discounts, coupon codes and sales on special occasions is being uploaded to these platforms. Due to the presence of a higher number of users, the information spreads faster among them. Considering this, their buying decision also becomes faster through easy evaluation. 
Nowadays, social media users are strengthening their network by joining various groups and communities where they are engaging themselves in discussion regarding the latest trends, fashions, styles and others. These social media activities are helping buyers to know about different brands and their latest launches. Reebok is also making efforts to post creative content in partnership with the ZMS creative team. The team was responsible for promoting Reebok’s popular shoe range Kinetica. It can be demonstrated that such creative content are attracting young consumers and making them to become aware of top brands. Thus, it can be established that social media groups, communities and creative content are integral factors that determine the purchase decisions of buyers. 
In the literature section, the study deduced from the research of Yeh (2020) depicts that the usefulness of shoes is the major factor that helps customers in the selection of products. The findings show that the quality of shoes can be maintained by improving raw materials used in the production process.  According to Ming et al. (2022), mmanufacturers of popular shoe brands often back their products with warranties in the event of any defects or malfunctions. Key characteristics with substantial impact on consumer behaviour are pricing and product design. Shoe stores cater to a wide variety of customers since they are aware of the widespread need for stylish footwear. Brands in the sports industry are capitalising on the popularity of social media in order to provide as much useful information as possible to their target audiences. As per the findings of research done by Voramontri and Klieb (2019), it can be stated that social networking websites help businesses understand their target customers and their tastes and preferences. By increasing bonds and engagement with customers, sports retailers can know their customers personally and influence their buying decisions. 
The next questions indicate understanding the strategies that are crucial for sports retailers to influence the customers whether they should buy or not. It is found from the research that uncovering the needs of buyers must be the priority of every organisation. According to Rhee and Lee (2021), an effective way to get to know clients better is to conduct a poll using social media in order to enquire into their wants and desires. It has been demonstrated that useful information may be obtained with minimal effort via this medium. Consumers who have already purchased and used Reebok sneakers share their thoughts and experiences on the brand's social media channels. Taking into account feedback from a wide variety of customers helps businesses and consumers alike get a clearer picture of what others who have used the product have experienced. If a customer leaves bad feedback, the company should respond in a human way by trying to understand what went wrong and offering the customer a discount on their next purchase. Thus, it can be established that customers are the central priority of every business and resolving their concerns timely with an effective strategy can help influence their buying behaviour. According to Maeem and Ozuem (2021), keeping consumers in the loop is another crucial strategy that sportswear merchants like Reebok may employ to sway consumer purchasing decisions. For clients to have faith in the business and not propagate unfavourable features they have experienced, the customer service staff must deliver the facts as they are. Maintaining happy consumers and regaining their confidence requires quick and proactive problem solving.  
Apart from this, another finding that was witnessed from the secondary research is the use of emotional advertisement. Using this method, it is easy to get emotional responses from the consumers and they can remember the product for a longer time. Such advertisements and related products get the maximum acceptance from customers. The research question has some findings demonstrated in the literature review section. According to Ryan (2016), businesses may boost their online presence, therefore increasing client interaction and, in turn, traffic. Using Instagram and Facebook stories, users may contribute audio, text, and video material that is optimised for maximum views and conversions. Sports shops may influence consumer decisions favourably by expanding their online customer connections and bothering customer interest with unique, customised content. Important tactics in the study of customer purchasing habits include investing in relationship marketing and using SEO to improve the keyword usage. The key findings of Hajli et al. (2017) were useful in how SEO can drive users towards the website and draw their attention to continue their search. Thus, from combined views from the literature review and data analysis, it can be demonstrated that the questions have been addressed with adequate evidence and facts. 
[bookmark: _Toc148192085]5.2.2 Limitation of the findings
Due to time and cost constraints, a limited number of articles have been used to collect data. The major lack was identified as Reebok's recent initiatives through social media to ensure consumers are getting attracted towards its sports products have not been found. The way Reebok is responding to consumer reviews and negative feedback in recent years has not been found. It is also noticed that the social media posts by Reebok on its pages are very less as compared to its competitors. Therefore, it was quite difficult to know the approach used by the company in influencing existing and potential buyers. Another limitation was found regarding the lack of information available related to issues that sports retailers are facing in influencing decisions through social media. Only a few insights have been presented however with further details, the quality of research can be enhanced. The limitations of the research findings could have been improved further by collecting primary qualitative and as well as quantitative data of UK individuals who purchase sport goods from brand like Puma, Adidas and Reebok. This might significantly help in the collection of contemporary and relevant data and the comprehension of the association between the effectiveness of marketing strategies of sport goods organisations and the cultural and other factors of the consumers that often influence the purchase decisions of them. 
[bookmark: _Toc148192086]5.3 Conclusion
From the chapter, it is found that Reebok is a successful sports retailer and it can achieve more success by spending more money and efforts in its social marketing strategies. The findings complement the review conducted in the literature review chapter and no such unexpected results have been found. 



[bookmark: _Toc148192087]Chapter 6: Conclusion and Recommendations

[bookmark: _Toc148192088]6.1 Conclusion
The impact of social media on the lives of human beings in the present could be considered a massive sphere as each of the aspects of the same is dependent on social media. Among those aspects, one of the major parts is purchasing activities which could be found to be a daily activity in human life. The impact of social media in these activities is huge as social media has given quite a broader scale to advertise and market the products. Depending on the fact that social media marketing is influencing the activities of purchase in the modern world, a research study has been developed to find out about one of the most demanding sports shoe brands, Reebok. The study is closely linked with the impacts of social media and consumer purchase decisions in the UK. The broad scope of discussion and research on the research has brought massive significance to the study.
The research has been divided into several traditional chapters to bring the findings precisely and as accurately as possible. The foundation chapter of the research is an introduction to the topic along with the area where the statement of main problems has been disclosed. The background study on the use of social media and the purchase styles of consumers in the past have been elaborated in this section. The following section depends more on the present-time scenarios while indicating the issues in the field of social media influence and the pattern of consumer behaviour. The area of focus in the research article has been mentioned in the problem statement. Therefore, disclosure of the aims and objectives of the study has been done. Here four concise objectives along with research questions have been developed. Concerns of deriving the best outcome of the analysis were significant in this section. Another important addition to the introductory chapter is the timeline of research along with a conceptual framework. The chapter followed by the introduction is the literature review. The section has also been divided into several sub-sections to make the completion easy. Beginning with a general introduction the literature review denoted the theoretical implications along with a review of existing literature. This helped a lot in gaining the understating of diverse variables existing within the subject of the research. Various themes and models related to the field have been discussed in the first section. The second section began with a theme that stated the use of social media in the UK and the contribution of the same towards the sportswear business. It was followed by the second theme which stated the influence of social media on the promotional activities of sportswear exclusively. Therefore, the literature was reviewed based on the impacts of social media on the choices of consumers. The factors influencing the patterns of consumer behaviour regarding the purchase of sports shoes were also reviewed in this section. The negative side of social media marketing along with the developmental activities of online profiles were also included in this section. The methodology chapter of the research study could be considered as the most fundamental part. It could also be considered as the constructive chapter that provided the structure of the entire study. the reference of research onion has been provided at the beginning of this chapter which followed by the research philosophy and research approach. Interpretivism philosophy along with the inductive approach have been selected for the present research. The research design for the study has been set to exploratory. The researcher also decided to apply the mono method and adopted only the secondary qualitative data collection method to progress the analysis. the method of the research signified the clarification of the criteria for inclusion and exclusion as well.
Depending on the findings of the secondary qualitative research, it is well evident that social media marketing has a significant impact on purchasing decisions of consumers for sports shoes and other products in the UK. The findings of the research unveiled some key themes that shed light on the social media strategies of Reebok, the relevance of social media for the consumers of the UK, challenges affecting decisions of consumers and effective approaches and strategies for sports retailers to influence the choices of consumers. Reebok like other companies like Puma and Adidas identifies the overall significance of using social media platforms to develop engagement with its potential audiences and customers, establishing brand awareness and influencing purchase decision of its consumers. Through a range of social media platforms like Instagram, Facebook, Twitter, Instagram, Reebok effectively communicates its brand values and identify, establishing itself as a lifestyle and fitness brand that significantly empowers peoples to convert from audiences to consumers. The research findings also highlighted the overall roles of digital marketers and influencers in shaping behaviour of consumers. Influencer marketing where personalities of social media management endorse and promote their products, has developed as an effective strategy. Negative influences of social media marketing and marketing approaches of sports brand are also very much well-evidenced in this research where it was shown that purchase decision of individuals in the UK of sports goods are often influenced by misleading information, negative feedback, fake reviews and the presence of competing brands on social media platforms often make the visitors and audiences confused. In order to navigate the above-mentioned challenges in a successful way, retailers of sports goods industry like Reebok need to adopt personalised, tailored, and culturally appropriate social media marketing strategies to get the emotional point of its consumers. Through the comprehension of the preferences and as well as desires of their consumers, sport goods retailers can also position them as trusted brands across the UK. 
[bookmark: _Toc148192089]6.2 Recommendations
Enhance market presence: To secure its presence in the online market, the efforts of Reebok regarding its social media activities should be intensified. It can be achieved by strategically increasing the frequency of interactive content and posts by Reebok. The company should also aim at not only reaching the height of its market competitors but also exceeding them as well. The brand, Reebok should try to engage the potential buyers through posting appealing and diverse content. The company would be able to capture consumer interest and maintain it as well by ensuring that the online platforms become a significant place of discussion regarding the brand only. Through constant promotional activities Reebok might be able to build a brand-community on several virtual platforms (Chapman and Dilmperi 2022). Moreover, these activities will not only increase the brand visibility but might also help to gain a loyal customer base gradually.
Negative feedback addressing: One of the many customer-centric approaches, direct communication about the negative feedback of customers is quite significant. As the customers are the most valuable stakeholders of these types of brands, it has become quite noteworthy these days to address the answers and queries of the customers proactively. Not only the queries, if there is any negative feedback, the brands should communicate with them openly. Otherwise, a negative image of the brand might emerge on social media gradually. Implementation of a prompt and systematic response mechanism has become highly crucial to resolve the issues of customers. Reebok could demonstrate to keep their commitment to maintaining customer satisfaction by actively addressing and acknowledging the negative reviews and comments on its social media profile (Roshandel et al. 2023). The brand could also take a personalised approach such as offering minimum solutions, coupons, or discounts for future purchases. Communicating with absolute transparency could help Reebok to show that its customer service is as effective as its operational activities in physical stores.
Utilisation of emotional advertising: The brand resonance of Reebok, Nike and Adidas could be elevated through harnessing emotional advertising strategies. Several campaigns could be crafted to evoke emotional responses to prominently establish a connection between the customers and the brand itself. It might also be helpful to foster a lasting brand impression. With the strategic involvement of emotion in the marketing activities, the concerned brand will be able to create a remarkable identity that will be found to resonate with the targeted audiences. The significance of emotional advertising is that it could increase brand recall through the influence of consumers so that they become able to relate the products of a company with their personal experiences (Pina and Dias 2021). The ties made with emotional advertising assisted in creating a lasting relationship with the consumer's mind. It also extends the lifetime of advertisement influences which means that influenced by the advertisement’s customers go for the products of Reebok over other brands.
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