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1.0: Introduction
1.1: Background
Social media has emerged as one of the most discussed and researched topics in the modern research framework. The usage of social media has grown at a fast pace in the last few years and it can be determined that the current trends are expected to continue in the near future owing to the vast digitization and growth in the extent of businesses shifting social media-based strategies. Social media marketing has been utilised by business across different industries and realms towards improving the market presence and enhancing market penetration (Voramontri and Klieb, 2019). Currently, social media marketing has been considered to be one of the most powerful tools for promotion and advertisement of products/services due to its ability to influence consumer buying behaviour positively by impacting key motivators of purchase behaviour. As the users of social media increase every day the ability of social media platforms to influence, consumer purchase decisions in a positive manner are also increasing at a fast pace (Gupta et al., 2021).  It is imperative that modern businesses especially those in the retail sector focus on social media marketing strategies as it enhances market exposure, promotes creation of a brand image and ultimately enforces a positive influence on the consumer purchase behaviour. 
1.2: Research Aim
The impact of the research is to understand and interpret the role of social media marketing on the consumer’s purchase behaviour. It prioritizes the development of measures to understand how social media has emerged as the primary marketing tool for businesses globally.
1.3: Research Objectives
1. What is the role of social media marketing in modern business framework?
2. How does social media marketing influence consumer purchase behaviour?
3. What are the future trends of social media marketing and its related impact on consumer buying behaviour?
1.4: Rationale
The impact of social media marketing on consumer purchase decisions have been significant. The research focuses on understand the extent of influence of social media marketing on the consumers and their respective behaviour towards buying products/services. A clear approach adapted by the research would also ensure that an understanding into the future trends of social media marketing with respect to the impact on consumer purchase decision is derived in an effective manner. 
2.0: Literature review
2.1: Social Media Marketing Revolution
There has been a significant explosion in the usage of social media as a marketing tool in the last decade. In fact, it is believed that social media has revolutionized the marketing sector by providing businesses with a dynamic framework through which marketing objectives can be achieved by businesses. Social media which emerged as a medium for online communication has now been used as a multipurpose tool for businesses (McClure and Seock, 2020). Marketing through social media has extensively transformed the modern marketing framework with businesses adapting towards it through investments at a fast pace. The edge that social media marketing provides facilitates the development of key measures which promotes market penetration and brand exposure (Lăzăroiu et al., 2020). The active users of social media are currently in excess of 3 billion which accounts for almost 50% of the global population. It is a singular platform through which businesses can reach out to audiences globally (Huang and Benyoucef, 2017). The enhanced presence of potential customers on social media platforms has made it the ideal medium through which organisations can market, promote its products while communicating with the customers to establish improved customer relationship management (Barcelos, Dantas and Sénécal, 2018).
2.2: Social Media Marketing Influence on Consumer Purchase Decision
Understanding the factors that impact consumer buyer behaviour is crucial in understanding how social media marketing has had an impact on the purchase decisions of modern customers. Personal, psychological and social aspects are the most important when it comes to purchase behaviour of the consumers (Oumayma, 2020). Maslow’s hierarchy of needs best describes the four stages of needs of a consumer who is determined to satisfy a particular need post which the priority shifts to the satisfaction of the other needs. Relating it to consumer behaviour, it can be determined that the marketing framework that can satisfy the maximum needs of the consumers is likely to have a positive influence on consumer purchase decisions (Loxton et al., 2020).
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Figure 1: Maslow’s Hierarchy of Needs
(Source: FitzGerald, 2019).
Statistics have been indicative of the fact that social media marketing programs are more likely to influence consumer purchase decisions positively in comparison to traditional marketing campaigns. The major reasons behind the growing influence of social media marketing and advertising is the fact that it has been growing in relevance with users spending a larger amount of time on these platforms (Jashari and Rrustemi, 2016). Social networks such as Facebook, YouTube and Instagram have witnessed unprecedented growth in the number of users and continue to achieve higher number of active users on a daily basis (Bhatti and Scholar, 2018). The current situation depicts that the relevance of social media marketing in the modern business framework is expected to increase continually and it can be stated that it would also have a continued influence consumer purchase decision.
2.3: Research Gap
Modern research has been extensively focused towards social media marketing and its positive influence on businesses. Most studies remain focused towards understanding the benefits of social media marketing and its influence on consumer behaviour through a qualitative approach as the topic is highly social in its nature (Scholz et al., 2018). This particular research aims to quantitively understand the extent of influence of social media marketing on consumer purchase behaviour. The in-depth approach would enable the study to contribute extensively towards the domain of social media marketing research with respect to its impact on consumer purchase decisions. 
3.0: Research methodology
3.1: Research Philosophy
The philosophy of the research is a crucial part of the methodology as it provides a clear direction that the researchers have to adapt in the processes of collection, evaluation, interpretation and representation of the data (Sim et al., 2018). There are four major research philosophies which is utilized commonly I.e., interpretivism, realism, positivism and post-positivism. This particular research focus on understanding the impact of social media marketing on consumer purchase decision is following a positivist philosophy which would enable the researchers to adapt towards a fact-based approach in the evaluation of the collected quantitative data (Park, Konge and Artino, 2020). 
3.2: Research Approach
The selection of the research approach is crucial in context of the research as it ensures the theories that are evaluated, analysed and developed during the course of the research. There are primarily three types of research approach I.e., inductive, deductive and abductive research approach. This particular research would be focusing on the deductive research approach. The adaptation of the deductive approach has been done to ensure that hypothesis development is conducted towards analysing key concepts and theories related to social media marketing and its influence on consumer purchase decisions (Stacey, 2019). 
3.3: Research Design
The explanatory research design has been selected for the particular research is it is effective in papers involving hypotheses development and testing. The particular design would ensure that the researchers able to effectively explain the topic of social media marketing with respect to its influence on consumer purchase decisions (Jain and Tiwari, 2020). The primary and secondary data collected for the research would be evaluated through an explanatory method which would ensure that the researchers are able to gather the relevant data and enable its effective explanation based on the results which would provide a better definition of the research topic and provide depth in terms of knowledge to the field of research. 
3.4: Data Collection and Research Instruments
The particular research focuses on the collection and analysis of both primary and secondary data. The combined approach has ensured that the qualitative and quantitative data is collected and analysed through the specific research methodologies. The secondary data collected through literature source such as books, journal articles and websites would be qualitative in its nature. Furthermore, the survey data I.e., primary information would be collecting quantitative data which would enable the researchers towards understanding key trends in social media marketing and its influence on consumer purchase decisions. The primary data collected through surveys is conducted through a structured questionnaire which involves a Likert Scale which provides the participants to evaluate their answers based on the grading. For example, it ranges from Strongly Agree to Strongly disagree.
3.5 Data Analysis and Sampling Strategy
Data analysis is critically important aspect of the research methodology which focuses on the proper evaluation and representation of the collected information in a strategic manner enabling a higher probability to achieve research objectives by answering the research questions. The primary data collected through structured questionnaires in a survey would be evaluated through a regression analysis (Bafadal et al., 2018). The particular data analysis method would ensure that the researchers are able to develop key patterns from the observational information towards developing an understanding about how social media influences consumer purchase decision. The secondary qualitative data would be evaluated in the literature review and finally be utilised to validate the observations of primary data analysis. The cross-sectional research design would be adapted which would ensure the collection of research data within a specified time-frame (Aluko et al., 2017).
Sampling strategy is crucial as it enables the selection of the participants of the primary study in an unbiased nature to promote the validity of the research. This particular research focuses on a non-probability convenience sampling methodology (Rivera, 2018). The adaptation of this sampling strategy would enable the collection of relevant information from the 25 participants of the survey. The particular survey has been conducted online keeping in mind the risks associated to the ongoing COVID-19 pandemic.
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ABSTRACT
This report evaluates the role of social media on consumer behaviour by evaluating the retail industry in the UK. Using a survey strategy and a regression analysis technique, this report has deduced that social media has a positive impact on consumer trust, meaning transfer, consumer attitudes and multiple uses. However, the respondents showed that social media does not have an impact on consumer belief and it cannot be used for gathering information. 
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[bookmark: _Toc71671997]1.1: Background
The emergence of social media as one of the most powerful marketing tools has caused significant transformation in the market strategies and functioning of the retail industry. Out of all the industrial sectors, the influence of social media marketing on the retail industry has been the highest owing to the transformative nature of the industry and the adaptation made by the organisations towards to digital platforms to conduct its business operations (Haida, 2019). The number of users of social media have been growing at a fast pace and it is expected that its relevance would continue to grow in the near future owing to the vast digitization of the modern society and business framework. Understanding the role of social media marketing on the consumer purchase decision would enable an insight into how retail organisations in the UK can utilize these marketing strategies towards positively influencing consumer behaviour which is known to improve brand awareness, brand recognition and ultimately sales (Szolnoki et al., 2018). 
Retail organisations across the UK have shown significant transformations in its marketing practices in adapting towards social media marketing as the positive impact of the marketing tool has been growing at a fast pace. Consumer purchase decisions in the retail sector are based on numerous motivations. Social media marketing practices tend to positively influence these motivations by ensuring the fulfilment of psychological, cultural and social needs (Haida, 2019). The research towards understanding the influence of social media marketing on consumer purchase decisions has extended with a larger number of researchers prioritizing the understanding of the concept. A clear consensus depicts that the growing relevance and utilization of social media makes it an effective platform towards conducting marketing activities for retailers. The future is expected to see further growth in the number of social media users which would attract retailers to prioritize its presence on social media platforms to create a brand image and ensure it is able to positively influence the purchase decision of the consumers (Pantano and Gandini, 2017). 
The retail sector in the UK is characterized by intense competition which makes the utilization of social media as a powerful marketing tool even more important. The constant growth in the number of users of social media platform has prompted strategies being adapted by retailers which enable a higher brand presence on social media platforms (Economic Times, 2020). The current trends have depicted that most retailers are present on the key social media sites such as Instagram, YouTube and Facebook. Regular interactions with customers along with advertising practices ensures that the companies are able to utilise social media as a multi-dimensional tool towards addressing its marketing requirements. 
The steps through which social media marketing practices influence consumer purchase decision is by impacting the motivators that prompt a user to make a purchase decision. Social media and its application in the marketing framework is expected to grow at a fast pace in the UK retail sector and the extent of investments made by the organisations have also grown to improve the brand presence on these platforms towards influencing the purchase decision of consumers positively through advertisements and enhanced customer relationship management strategies (Dabija, Bejan and Tipi, 2018). The adaptation of social media marketing strategies and its extensive utilisation has already proven to be a determining factor in the growth and market presence of retailers across the UK which has enabled it to emerge as the most powerful tool for marketing. 
[bookmark: _Toc71671998]1.2: Research Aims
The impact of the research is to understand and interpret the role of social media marketing on the consumer’s purchase behaviour. It prioritizes the development of measures to understand how social media has emerged as the primary marketing tool for businesses globally.
[bookmark: _Toc71671999]1.3: Research Questions
1. What is the role of social media marketing in modern business framework?
2. How does social media marketing influence consumer purchase behaviour in retail industry of the UK?
3. What are the future trends of social media marketing and its related impact on consumer buying behaviour in the UK retail sector?
[bookmark: _Toc71672000]1.4: Research Objectives
1. To understand the impact of social media marketing practices on consumer purchase decision in retail organisations of the UK.
2. To interpret future trends to social media marketing practitioners with respect to the influence of these strategies on consumer purchase behaviour.
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[bookmark: _Toc71672002]2.1: Overview
Literature pertaining to social media marketing has extensively discussed the benefits of applying social media based marketing strategies which provides higher exposure and improved sales volume. A common perception is that the influence of social media advertising and promotion positively influences consumer purchase decisions in the retail industry (Voramontri and Klieb, 2019). Evaluating the literature related to the performance of retail businesses in the UK utilizing social media strategies has depicted that the organisations that have been prioritizing measures to improve social media presence tend to gain more recognition and higher traffic on the respective digital platforms which are key contributors towards improved sales (Devereux, Grimmer and Grimmer, 2019). The marketing strategies used on social media platforms tend to positively impact the determining motivations that influence the consumers purchase decisions. The purchasing behaviour of consumer is highly complicated in its nature and retail businesses aim to impact the key psychological, social and cultural factors that tend to enhance the possibility of a positive purchase decision by the customers (Moorhouse, tom Dieck and Jung, 2017).
[bookmark: _Toc71672003]2.2: Social Media as an Effective Marketing Tool for UK based Retailers
The retailing environment in the UK is well-developed and highly sophisticated owing to the presence of the largest retail brands from across the globe. The UK market is stable in its nature and facilitates growth opportunities which has resulted in the retailers conducting businesses within the region through brick-and-mortar stores as well as e-commerce portals (Ertemel and Ammoura, 2019). The recent transformations being implemented in the marketing strategies of retailers have depicted the growing relevance of social media advertising and promotions which not only tends to provide higher brand exposure but also focuses on improving the positive purchase decisions being made by consumers (Lu and Miller, 2019). The major factor influencing the growing importance of social media marketing is the enhanced user base development of social media platforms which directly improves the brand exposure of organisations marking its presence on social media platforms. Important platforms such as Facebook, Instagram and YouTube have been widely utilised as an effective marketing tool to facilitate brand promotion and growth (Dabija, Bejan and Tipi, 2018). In-depth research has indicated that social media marketing practices positively influences the five factors that promote positive purchase decisions by the consumers in the UK retail industry. The five factors are:
· Need Recognition
· Information Search
· Evaluation of Alternatives
· Buying decision
· Post purchase evaluation (Xu et al., 2017)
Social media marketing is currently the most powerful marketing tool for retailers across the UK and throughout the globe in general as it ensures that vast social media user base is able to function as a leverage to provide the organisations with significant brand recognition, exposure and acts as a platform to establish customer relationships (Xu et al., 2017). Gupta and Bansal (2016) have opined that social media marketing satisfied all the key hierarchical needs of a consumer and hence is more likely to influence the purchase decision of consumers in comparison to traditional marketing strategies (Dodoo and Wu, 2019). Furthermore, the satisfaction of the criteria’s specified by the five steps need recognition model effectively highlights how social media has emerged as the ideal method for social media marketing and practices related to it are expected to continue in the years to come. Evidence has been suggestive of the fact that most retailers across the UK irrespective of magnitude of operations whether and SME or multinational corporate have transformed towards social media marketing strategies in some form in order to benefit from its perceived benefits which are proven to be pivotal in positively influencing the consumers purchase decisions (Dabija, Bejan and Tipi, 2018). Based on the discussions the following hypotheses are proposed:
H1: There is a positive relationship between social media advertising and product trust development.
H2: Social media marketing has multiple uses in the retail industry.
[bookmark: _Toc71672004]2.3: Role of Social Media Advertisements in Product Trust Development
Social media marketing has emerged as more than a platform for merely advertising products and services. It is considered as a two-way communication and coordination channel which enables brand to promote promotes while developing the trust and loyalty of the consumers. Customer relationship management has emerged as one of the most important aspects of social media marketing which is crucial in engaging and developing relationships with potential customers and existing consumers alike (Dodoo and Wu, 2019). The prospects related to social media advertisements which enable retailers to engage and communicate with customers builds trust and an informal relationship between the brand and the consumer. Social media marketing is known to have revolutionized marketing for modern retailers. A case from the UK highlights that Zara has been widely utilizing social media marketing strategies not only to promote its products but to actively engage with its existing customers. This enables the company to build a healthy relationship with its customers that enhances the probability of the development of trust which is a determining factor in facilitating a loyal customer base. The retail sector businesses have been using social media advertisements as a measure to not only gain exposure but to communicate with consumers and ensure the provision for improved customer experience (Cao et al., 2020). 
Social media has been used as a tool to facilitate the development of brand trust. The process of enhancing trust and its development is based on measures which includes the prioritization of factors which enhance the participation of the retail organisation with its consumers on the social media platforms. Improved engagement and communication ensure an improvement in development of brand relatability which improves trust of the consumers in the particular product. Production of high-quality marketing content which is innovative in its nature is one of the primary methods through which social media organisations can effectively improve the performance of its product trust development process (Pantano and Gandini, 2017). Customer relationship management frameworks enable businesses to improve its collaboration, communication and coordination with consumers which promotes product trust development. Subsequently, it is evident that social media marketing strategies are focused towards improving customer relationships and ensuring the development of measures which improve the performance of organisations in enhancing its product trust development among consumers through social media advertising measures (Cao et al., 2020).. The usage of social media advertising to promote product trust has been widely implemented by retailers across the UK due to its perceived benefits. Based on the above evaluations, the following hypotheses has been developed:
H3: There is a positive relationship between social media usage and consumer perception regarding products and services.
H4: There is a positive relationship between the use of social media and tis ability to procure information about goods and services.
[bookmark: _Toc71672005]2.4: Multiple Uses of Social Media through Marketing, Sociology and Computer Science
Social media is multi-dimensional and its influence is spread across a range of factors that have depicted an influence of the modern industries. Research has often been narrowed into social media as a marketing platform. There are other purposes of social media which include its sociological impact and its contributions to computer science. Sociology remains focused towards human interaction and social media has emerged as a medium which enables human interaction in a different manner in comparison to how it has been conducted (Pantano and Gandini, 2017). The role of social media in sociology I.e., towards influencing human interaction is significant. It can be specified that it has emerged as a new platform to meet social needs. Accounting for the influences of social media, it is depicted that the sociologically human communication, coordination and interaction has transformed at a fast pace owing to the current practices related to the usage of social media platforms. Healy (2017), has opined that social media and its roles hinges within core concepts of sociology. The concept emerged as a medium to promote human interaction in the age of technology. It has enabled individuals of common causes and viewpoints to interact and share the respective opinions content on these digitally organised public platforms. 
From a sociological perspective, social media marketing has emerged as a point of interaction between businesses and consumers enabling the marketers of social media to influence consumer behaviour positively towards convincing purchase decisions in the retail industry across the UK. The impact of social media often depends on a country and its sociological aspects. UK being a developed country, ensures technology accessibility a vast range of its population and the access of social media is common. This has ensured that the influence of social media marketing on consumer purchase behaviour is relatively high in the country as a vast majority of the country’s population conducts human and business interactions on social media. Approximately 77.9% of the total population of the UK utilizes social media which depicts the higher concentration of social media marketing strategies being conducted by the retail businesses in the country (Johnson, 2020). Social media is a product of computer science as it has been based on a technology that is known to effectively enhance human interaction through digital mediums irrespective of geographical barriers. The discussions highlight that social media is a multi-dimensional aspect which impacts varying realms and has been growing in terms of influence which depicts that its overall impact on consumer purchase decision is high (Healy, 2017). Since, the UK is a developed country with a vast majority of its population using social media, it is evident that the relevance of social media marketing to the retailers functioning in the country is very high.
H5: There is a positive relationship between social media usage and its ability to generate meaning transfer.
H6: There is a positive relationship between social media usage and consumer attitude. 
H7: There exists a positive relationship between the impact of social media and its impact on consumer belief. 
[bookmark: _Toc71672006]2.5: Impact of Social Media Advertisements on Product Perception
Retailers extensively utilize social media for marketing purposes and aim to change the brand perception of the consumers positively which enhances the probability of making positive consumer purchase decisions. Statista (2020) has indicated that consumers in the UK spend on average more than 60 minutes of social media platforms on a daily basis which is significantly higher than the consumer time spend on these platforms five years earlier. As the amount of time has increased, the probability of social media advertisements influencing consumer behaviour also grows as the exposure to social media marketing strategies and promotions have grown at a fast pace. Retailers including SMEs and multi-national corporations are heavily investing resources towards developing comprehensive social media advertisement campaigns as it enhances the brand perception enabling a positive influence on the sales of its product(s)/services. Economic Times (2020) stated that the major factor promoting the relevance of social media marketing’s high functionality is the fact that it does not hard sell the products but aims to interactively explain to potential customers how a product/service would be beneficial when purchased. The constant exposure, followed by the interactive nature of social media advertisements has enabled companies to ensure that the product perception is positively influenced which is an important contributor in enabling consumer purchase decisions positively (Healy, 2017).
Mainstream retailers based in the UK such as H&M and Marks & Spencer's have been increasing its social media presence at a rapid pace with daily activity on its social media account on Instagram, Facebook, YouTube etc owing to the presence of its customers on the aforementioned social media networks (Statista, 2020). The extensive presence of these brands allows it to regularly interact with consumers and ensure higher product exposure, awareness to potential customers. This influences the product perception and ensures that the social media users are purchasing products from the relevant retailers. The growth in the potential of social media in influencing product perception positively has prompted SME retailers with limited resources to opt for social media marketing as it provides these organisations with a significant opportunity to reach out to its potential customers (Moorhouse, tom Dieck and Jung, 2017). Data has been suggestive of the fact that 71% of social media users who regularly make purchase decisions through social media advertisements tend to recommend products through word to mouth marketing which highlights the positive impact on product perception through social media advertisement activities. Furthermore, a large number of consumers often get information about products being offered by retailers on social media platforms (Economic Times, 2020). The educative, interactive and communicative nature of social media advertisements has proven to be quintessential in ensuring that it is able to change the product perception of consumers in a positive manner. 
[bookmark: _Toc71672007]2.6: Research Gap
Social media marketing and its influence on consumer purchase decisions has emerged as highly relevant and widely research topic in the last decade. The growing influence of social media marketing ensues that a larger number of researches would be conducted in the near future. Discussions highlight that relevance of social media for retailers in the UK has grown as the utilisation of social media platforms continues to increase at a rapid pace (Healy, 2017). The future is expected to expedite the relevance of social media marketing due to the perceived positive impact it has on the consumer purchase decisions in the UK retail sector. This particular research adapts a rare approach towards evaluating social media marketing’s influence on the retail sector of the UK through a quantitative approach as most studies focus on qualitative frameworks. Hence, the contributions made by the research would significantly contribute to the body of knowledge and ensure a reduction in the prevalent research gap. 
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[bookmark: _Toc71672009]3.1: Overview
The research methodology involves the steps, procedures, techniques and measures adapted by the researcher towards collecting, evaluating, analysing and presenting the data that has been collected for the purpose of the research (Bryman, 2016). The methodology of a research is determined based on its suitability to the topic of research. Selection of an efficient research methodology is quintessential in determining the validity and reliability of the study (Mishra and Alok, 2017). The particular research evaluating the impact of social media marketing practices on consumer purchase decision in the UK retail sector focuses on adapting a comprehensive methodology to contribute to the body of knowledge and ensure it is able to achieve its research objectives. 
The research adapts towards a combined research approach within which it would be conducting both qualitative and quantitative analysis of primary and secondary data (Bryman, 2016). The particular research strategy would enable the collection of relevant information pertaining to the research and its presentation through the data analysis methodologies (Bryman, 2016). The focus of the researchers has been to ensure the development of a research methodology which is in synchronization with the research topic which would ensure a higher accuracy and validity of the research while supporting the researchers to complete the research within the specified time-frame and budget.
[bookmark: _Toc71672010]3.2: Research Philosophy
The research philosophy is an important part of the research methodology which deals with the nature of the development of knowledge and findings of the research (Bryman, 2016). The influence of research philosophy extends by providing direction to how the data for the research is collected, evaluated, analysed and presented in the final phases of the research. There are primarily four types of research philosophies which includes positivism, post-positivism, interpretivism and realism. Based on the nature of the research the positivism philosophy has been selected (Žukauskas, Vveinhardt and Andriukaitienė, 2018). The particular philosophy focuses on scientific data and distracts itself form personal values and social aspects. 
The independent nature of the positivism research philosophy ensures that the researchers are able to practically evaluate the data collected and ensure its effective presentation. The positivism philosophy is primarily utilized in quantitative research as it is usually suitable for the scientific evaluate and representation of numeric information to understand trends, patterns that are prevalent from the analysis of the collected data (Moon et al., 2019). A fact-based approach is adapted in the positivism philosophy which enhances the possibility of factually and scientifically representing the collected quantitative data. Hence, the role of the research philosophy within the scope of the research methodology is critically important. 
[bookmark: _Toc71672011]3.3: Research Approach
Research approach determines the overall plan and procedure for the study. The selection of the accurate research approach ensures that the researchers are able to effectively conduct the research in a manner that its key objectives are achieved (Phillips and Ritala, 2019). There are three major research approaches that are utilized which includes inductive, deductive and abductive research approach. Social media marketing and its application of the retail industry in context of the consumer purchase decision is a topic that has been addressed by researchers in the last few years (Mishra and Alok, 2017). This prompts the researchers to adapt a deductive approach which facilitates the evaluation of the current studies and research and utilizes it towards developing new findings which would contribute towards the body of knowledge for the topic (Bryman and Bell, 2015).
The deductive approach is ideal for hypotheses development as it would enable the evaluation and analysis of key concepts prior to the presentation of the relevant information through the findings (Bryman and Bell, 2015). The deductive approach ensures that the existing research is used as a basis to develop the new findings of the particular research that ensues (Phillips and Ritala, 2019).  The selection of the correct research approach based on the nature of the methodology has proven to be critically important in ensuring the achievement of key research objectives and ensuring an ability to answer the research questions. 
[bookmark: _Toc71672012]3.4: Research Design
The explanatory research design has been opted for in the research which is suitable for papers focusing on hypothesis development and survey-based evaluation (Bryman and Bell, 2015). There are other types of research designs that are prevalent. Based on the nature of the research which focuses on the evaluation of the influence of social media marketing on purchase decisions in the retail industry of the UK, the explanatory design has been opted for as it ensures that the key aspects and concepts pertaining to the research are explained in an effective manner (Turnbull, Chugh and Luck, 2020). Subsequently, both the sets of data I.e., primary and secondary information would be conducted through an explanatory research design. The utilization and selection of the research design is quintessential as it ensures that the researchers are able to effectively improve the functioning and promote the measures through which the research can be conducted in an effective manner (Bryman and Bell, 2015). The explanatory research design focuses on an in-depth evaluation and explanation of the research topic and its related aspects which facilitates a higher accuracy of the research paper in providing information based on the research objectives (Haydon, Browne and van der Riet, 2018). It is evident that the selection of the correct research design is crucial in context of the research due to its impact on the approach that the researchers would be adapting towards evaluating and analysing the collected data.
[bookmark: _Toc71672013]3.5: Data Collection and Sampling Strategy
Data collection has proven to be critically important in scope of the research. The particular research involves the collection of both primary and secondary data (Gray, 2013). It would be utilized further to conduct quantitative analysis. The quantitative data would be collected through a survey and its related structured questions (Mohajan, 2018). Furthermore, the responses would be recorded through a Likert Scale which focuses on grading and would be providing a range of options to the survey participants which would be ranging from strongly agree to strongly disagree (Gray, 2013). The selection of the participants has been conducted from a large population of individuals who are suitable to function as consumers in the retail sector of the UK and are also regular users of social media which ensures the relevance of the collected data. The collection of the secondary data would be done through a range of literature sources which includes books, journal articles and verified websites (Bryman, 2016). The vast range of data collection would ensure that the researchers are able to utilize the data towards developing an understanding about the research topic in-depth (Ngozwana, 2018). The major reason behind the selection of a combined research data collection methodology is to promote an evaluation of social media marketing in a manner that all the related aspects of it is addressed which would enable to reduce the research gap to an extent. 
The sampling strategy is crucial in ensuring the selection of the suitable number of participants in a manner that the data collected is unbiased in its nature (Bryman, 2016). There are numerous sampling strategies that are conveniently utilised based on the nature of the research and its applicability. Towards collecting the primary data, a non-probability convenience sampling strategy has been used which ensures that the data is collected from a large population through the selection of suitable participants (Matthew, 2020). The selection of the particular sampling strategy ensures that the collected data is relevant in its nature and facilitates the collection of the relevant research information which would be further evaluated through the data analysis mechanisms (Bryman, 2016). The secondary data has been selected through a rigorous method in which high-quality journal articles and books have been prioritized (Goldberg et al., 2017). The selection of the literature has been based on keyword searches which included ‘social media’, consumer purchase decision, 'UK ‘and retail sector. A comprehensive data collection strategy has been adapted which ensures the collection of the relevant data pertaining to the research which is crucial in facilitating the achievement of the research objectives. 
[bookmark: _Toc71672014]3.5: Data Analysis
Data analysis has proven to be one of the most important aspects of the research methodology as it involves in-depth evaluation of the collected data (Saunders, Lewis and Thornhill, 2009). The correct procedures and methods utilized towards data analysis ensures that the research is able to contribute towards the research topic by providing in-depth information and insights pertaining to the subject (Saunders, Lewis and Thornhill, 2009). The research has adapted towards a comprehensive data analysis methodology which involves the regression analysis of the primary data collected through the survey questionnaire (Goldberg et al., 2017). The utilization of the regression would ensure that the researchers able to identify key patterns and trends within social media marketing and its influence on consumer purchase decision with respect to the retail industry in the UK. The observational information would be varied with the secondary data collected through the literature sources to gain an insight into how the analysis varies from the existing literature while highlighting how it can contribute towards the research subject. Furthermore, the data would be analysed through a cross-sectional study (Matthew, 2020). It would ensure that the quantitative and qualitative data is effectively evaluated and are utilised towards presenting a uniformed set of findings allowing the research to contribute towards the current research practices of social media and its influence of consumer purchase decision in the retail sector of the UK. 
[bookmark: _Toc71672015]3.6: Research Ethics and Limitations
Compliance to research ethics has proven to be one of the most important aspects of modern research. It is important for the researchers to ensure that the activities pertaining to the research are conducted in synchronization to the ethical policies (Saunders, Lewis and Thornhill, 2009). The research involves the collection of primary data and the researchers have ensured that the ethical framework is followed to protect the privacy and security of the participants of the research. Adequate permission has been derived through ethical forms from each of the participants and adequate disclosures pertaining to it have been made (Turnbull, Chugh and Luck, 2020).. Furthermore, the collection of the secondary data has been conducted after gathering permission and due credit has been provided to each of the authors through proper referencing measures. Ensuring the compliance to the ethical guidelines has ensured that the research is able to achieve its objectives without having any negative impact on any individuals who is directly or indirectly related to the research. Towards ensuring that the research ethics are followed throughout the research, the researchers have regularly referred to the ethical guidelines as specified which ensures a higher probability of compliance to the ethical framework for modern social research (Matthew, 2020).
The research is not without limitations. One of the major limitations of the research is the time limitation, an increase time-frame would have ensured that the researchers were able to strategically analyse the data in a more in-depth manner to gain improved findings. The challenges related to it have been mitigated as the researchers have comprehensively utilized the research methodology and instruments to develop an accurate, valid and reliable research which is able to contribute towards the subject of research. Another limitation was the budgetary constraints. A higher budget would have ensured that the researchers able to conduct a vaster survey and ensured a more in-depth research of literature. This would have a direct positive impact by enhancing the scope of the research (Haydon, Browne and van der Riet, 2018). The researchers have focused on overcoming this challenge by ensuring that adequate measures are adapted towards thoroughly evaluating the available information to maintain the accuracy of the research findings. Despite limitations, the strategic approach adapted by the researchers has ensured that the research is able to achieve its key objectives in an effective manner. 

[bookmark: _Toc71672016]CHAPTER 4.0: ANALYSIS OF DATA COLLECTED
[bookmark: _Toc71672017]4.1: Findings
This chapter of the research presents the findings from the survey and the literature review. It presents numerous descriptive statistics followed by the coefficients and the model summary of the regression model. Findings from the descriptive analysis and regression analysis would be contrasted with empirical literature as presented above. 
Empirical literature on the use of social media marketing has shed light on numerous benefits associated with the use of social media marketing. The use of social media for marketing has a myriad of benefits. As seen above, social media has been playing a diverse role in addressing consumer requirements amidst changing business environments. Based on Lu and Miller (2019)’s views, social media usage has grown tremendously over the past decade and individuals consider social media to play a pivotal role in networking and addressing consumer requirements.
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Figure 1: Model Summary
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Figure 2: Coefficients
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Figure 3: Coefficient Correlations
The following insights shed light on the extent to which respondents agreed or disagreed to a particular question. These findings can be compared with empirical evidence to identify any contradictions or similarities with empirical evidence. 
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Figure 4: Trust as a Construct of Social Media
Figure 4 shows that 43.33% of the respondents surveyed strongly agreed that social media can have a positive impact on the trust of consumers. Similarly, 20% of the respondents agreed that social media mediates consumer trust.
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Figure 5: Social Media Serves Multiple Uses
Figure 5 shows that 56.67% of the respondents surveyed strongly agreed that social media serves multiple purposes. None of the respondents disagreed that social media serves multiple purposes.
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Figure 6: Social Media Influences Consumer Perception
Figure 6 measures the proportion of respondents that consider social media to have an ability of influencing consumer perception. 50% of the respondents agreed and 36.67% of the respondents strongly agreed that social media influences the perception of consumers.
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Figure 7: Social Media Helps Procure Information
Figure 7 shows that 56.67% of the respondents strongly agreed that social media plays a profound role in procuring information related to products and services. Similarly, 43.33% of the respondents agreed that social media is useful for procuring information. None of the respondents disagreed or were even neutral about social media being useful for procuring information. 
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Figure 8: Meaning Transfer
Figure 8 shows that 43.33% of the respondents strongly agreed that social media is useful for meaning transfer. 6.67% of the respondents disagree that social media is not useful for meaning transfer. 
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Figure 9: Social Media Impacts Attitude of Consumers
Figure 9 indicates that 56.67% of the respondents Strongly Agreed that social media impacts the attitudes of consumers. 3.33% of the respondents disagreed that social media influences consumer attitude. 36.67% of the respondents also agreed that social media influenced the attitudes of consumers. 
[image: ]
Figure 10: Social Media Influences Consumer Belief
Figure 10 shows that 43.33% of the respondents disagreed that social media influences the beliefs of consumers. None of the respondents strongly agreed that social media influenced the beliefs of consumers.
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Drawing in on the discussion above, social media adoption has accelerated over the past decade and it is widely used across businesses for marketing, communication and customer service. For the retail industry, social media has emerged as a very critical component. Over the years, numerous retailers have adopted to use social media within their marketing frameworks and this trend is in line with empirical studies that suggest that retailers use social media to gain higher exposure to markets. As noted above, empirical research has deduced that social media has a myriad of benefits and uses in the retail industry. The following discussion presents an analysis of primary data using regression. 
Each hypothesis identified in the literature is tested at the 5% level of significance. If the p-value of the independent variable is greater than 0.05 (α), the null hypothesis is to be accepted (fail to be rejected). If the null hypothesis is rejected, there exists a relationship between the dependent and the independent variable. 
The regression model created had an R-Squared of 60.3%. This suggests that 60.3% of the variation in the dependent variable is explained by the independent variables. 
Hypothesis 1
The first hypothesis tests the impact of social media on consumer trust. The p-value of the independent variable (trust) is 0.009. α is greater than the p-value of (trust) and this suggests that the null hypothesis is accepted at the 5% level of significance. As a result, there exists a significant relationship between the use of social media and consumer trust. Even Figure 4 showed that 43.335 of the respondents strongly agreed that social media influences the trust of consumers. Thus, findings from descriptive statistics also support the hypothesis as both pinpoint at a significant relationship between the use of social media and its impact on consumer trust. 
Hypothesis 2
The second hypothesis tests the relationship between social media and whether it has multiple uses. At the 5% level of significance, the null hypothesis has been rejected as α (0.05) is greater than 0.001. This suggests that a significant relationship exists between social media usage and that it has multiple uses. 
Figure 5 above has shown that 56.67% of the respondents surveyed considered social media to serve multiple uses. This suggests that findings from descriptive statistics directly support the hypothesis testing as both pinpoint at a significant relationship between social media and its multiple uses. 
Hypothesis 3
The third hypothesis evaluates whether social media impacts the consumer perception. At the 5% level of significance, the null hypothesis has been accepted as the p-value of the independent variable (consumer perception; 0.251) is greater than the level of significance (Alpha; 0.05). This indicates that social media has no impact on consumer perception in the retail industry. 
Figure 6 above represents the proportion of individuals that consider social media to have the ability of influencing consumer perception. Figure 6 shows that 50% of the respondents agreed that social media has the ability of influencing the perception of consumers. 
Hypothesis 4
The fourth hypothesis tests whether social media helps procure information about products and services. At the 5% level of significance, H4 has been accepted as the p-value of the independent variable (procuring information) is greater than α (0.05). As a result, no significant relationship exists between the role of social media and its ability of procuring information about different products and services. 
Figure 7 on the contrary shows that most respondents agreed that social media helps procure information. This contradiction suggests that respondents do not use social media for gathering information about products and services. 
Hypothesis 5
Hypothesis 5 tests the relationship that exists between social media and its ability to generate meaning transfer. At the 5% level of significance, H5 has been rejected as the p-value of the independent variable (Meaning Transfer; 0.033) is lower than the level of significance (0.05; α). This suggests that no significant relationship exists between the use of social media and its ability to transfer meanings. Findings from H5 contradict the descriptive statistics as 43.33% of the respondents strongly agreed that social media is useful for transferring meaning about services and products (Figure 8). 
Hypothesis 6
Hypothesis 6 evaluates the relationship between social media and consumer attitude. H6 shows that at the 5% level of significance, H6 is rejected as the p-value of the independent variable (0.032) is greater than level of significance (0.05). This shows that social media has a significant relationship with consumer attitude. Figure 9 shows that 56.67% of the respondents strongly agreed that social media has the ability of impacting consumer attitudes.
Hypothesis 7
H7 tests the relationship between social media and its impact on consumer belief. At the 5% level of significance, H7 is accepted as the p-value of the independent variable is greater than alpha (0.05). This suggests that no significant relationship exists between social media and its impact on consumer belief. Findings from the descriptive statistics support the hypothesis testing as 43.33% of the respondents asserted that the use of social media influences consumer belief.
Drawing in on the literature presented above, UK’s retail industry is developed and it is dominated by the presence of numerous sophisticated retailers that are spread across the globe. UK has a stable market and its stability facilitates numerous growth opportunities that has resulted in businesses shifting from conventional brick-mortar stores to online modes of sale. The hypothesis testing has revealed that the common consensus in UK’s retail industry is that social media is considered as a two-way communication and channel for coordination that brands use to promote the trust of consumers. H1’s findings are similar to Dodoo and Wu (2019). In line with the views of Cao et al., (2020), social media is helpful for development trust and retailers in the UK use it for retaining consumers. 
On evaluating H2’s findings, it can be inferred that social media can be used for multiple purposes. Even Pantano and Gandini (2017) opined that social media can be used for multiple purposes. For example, social media’s usage in sociology is recognised in academic literature. Healy (2017) has added that social media helps individuals to share their respective opinions and viewpoints on public platforms. This suggests that social media marketing has been recognised from a sociological perspective. H3’s findings suggest that social media does not have the ability to influence the perception of users. However, empirical evidence has presented significant evidence on the impact of social media on consumer perception. For example, social media influencers such as Instagram influencers are having a profound impact on consumer perception. Cao et al., (2020)’s studies have deduced that social media social media is useful for improving product consumer perception. This contradiction opens up a gap in academic research that future researchers can aim to exploit. 
It is imperative that online social media platforms offer companies with the opportunity of growing their potential and actual consumer base for maintaining and creating a sense of intimacy with consumers, and for establishing a solid relationship with them. Drawing in on the views of Johnson (2020), a large proportion of individuals in the UK utilise social media marketing strategies for retail businesses. Healy (2017)’s studies also added that social media is used as a multi-dimensional construct, and its adoption has been growing due to its impact on consumer purchase decision. If social media has the ability of influencing consumers and gaining their trust, it can also entice them to purchase products and services. Even findings of H4 support empirical literature as it suggests that the use of social media helps businesses procure information about products and services. This suggests that businesses can use social media to identify trending products and services, and based upon these trends, businesses can change their products and services.  
Statistics presented above show that social media is being used by a large proportion of individuals in the UK. Mainstream retailers such as Zara, H&M and Marks and Spencer’s, are focusing on improving their social media presence given the benefits witnessed as per academic literature. Findings from Moorhouse, tom Dieck and Jung (2017) show that social media provides organisations with a significant opportunity to reach out to prospective consumers. Findings from H6 and H7 suggest that social media has a positive impact on consumer attitude and beliefs. Beliefs and attitudes are important determinants of purchase intentions (Moorhouse, to m Dieck and Jung, 2017). Consumer attitude and beliefs act as external and internal motivations for consumers, and these factors influence the behaviour of consumers. Empirical research has also deduced that the proliferation of active users on social media platforms has an impact on the consumer-decision process and social media is used to gain information and inspiration in the retail industry. Survey data, as shown above has supported empirical literature. However, amongst the pool of respondents selected for the research, few inconsistencies and contradictions were noted with regards to empirical literature (Nash, 2019).
The rise in social media usage in the UK suggests that social media is used as a critical marketing mechanism for retailers. However, existing literature as presented has documented the impact of social media on consumer-decision making process. Findings from the hypothesis testing and the descriptive analysis suggest that consumers use social media marketing for internal and external motivations on the consumer level. As seen above, this involves influencing the perception, attitude and beliefs of consumers. 
Despite the myriad of benefits of social media, retailers in the UK are facing significant disadvantages that have intensified the extent of competition and limited the influence of social media on consumer behaviour. In such situations, retailers must increase their focus on social media marketing to develop comprehensive and extensive social media strategies for growth.  
[bookmark: _Toc71672019]CHAPTER 5.0: IMPLICATION OF FINDINGS
Before social media emerged and was adopted amongst retailers, individuals relied on two methods to sell goods. For example, consumers relied on brick-and-mortar stores and e-Commerce platforms. However, with the advent of social media adoption, retailers are using social media platforms as venues of selling goods and services. From Instagram to Facebook, social media is providing retailers with a platform to advertise and sell their products and services. Hypothesis testing and findings from the descriptive statistics have shown that social media plays a mediating role on consumer perception, beliefs and attitudes. Additionally, social media has been used as a tool by retailers for procuring information about products and services and for meaning transfer. From this, it is imperative that brands can use social media in multiple ways and the use of social media is helping brands become personal and market their products and services in a way that promotes communication.
Today, businesses are constantly finding newer ways to promote their products and services by changing their marketing practices. As seen above, social media has a myriad of uses and it has the ability of impacting consumer perception and attitude. With an increase in the number of shoppers visiting in store and using social media for connecting, it has become important that businesses carry over their interests in social media and implement social media marketing for giving the store a real world-wide angle. Given that social media influences consumer perception and attitudes, a retail social media strategy is of utmost importance as it increases online and in-store sales for building relationships with consumers and establishing your brand in newer target markets.  
The rise in online shopping is suggesting that an increasing number of people are spending time on social media. The literature review conducted above has shown that a large number of product purchases are conducted online and owing to the coronavirus pandemic, this number has grown even further. Drawing in on the discussion above, the ability of social media to influence consumer attitude, belief and perception regarding products and services has transformed the customer journey by shortening it. The hypothesis findings suggest that consumers that view a product on social media, feel positive about the product and they are more inclined to purchase it. This implies that social media can be used as an important communication by retailers across as it helps connect people (consumers) with organisations. By building trust, social media levies an important impact on consumers that are trying to build awareness regarding a product. Today, the aim of every business is to influence consumer behaviour. Businesses that do not have a brand presence on social media, are missing out on an important opportunity to influence consumer buying behaviour. 
[bookmark: _Toc71672020]CHAPTER 6.0: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc71672021]6.1: Conclusion
The aim of the research had been to evaluate the role of social media on influencing consumer purchase decision in the retail industry of the UK. Selection of a positivist philosophy, deductive approach, explanatory design and survey research strategy has been helpful in analysing the impact of social media on consumer purchase decision by undertaking a primary data analysis. The research has deduced that social media is an effective tool of marketing that is used by retailers for influencing consumer perception, attitude, and consumer beliefs.  
In the UK, social media is the most prominent tool for retailers in the UK as it serves retailers with multiple purposes. The UK being a technology developed region has witnessed proliferation of the use of the technology. On conducting the survey with respondents, the research deduced that social media has a positive impact on consumer trust, meaning transfer, multiple uses and consumer attitude. Findings from the hypothesis also deduced that the use of social media has no impact on consumer perception and it cannot be used for procuring information about products and it has no impact of consumer belief. 
Descriptive statistics also shed light on the uses of social media amongst retailers. A large number of respondents have strongly agreed that social media helps build trust, serve multiple uses, influence consumer perception, procure information and impact the attitude of consumers. A large proportion of respondents have strongly disagreed that social media does not impact consumer belief. This suggests that consumers in the retail industry do not believe advertisements that they view on social media platforms.
[bookmark: _Toc71672022]6.2: Recommendations
In light of the discussion presented above, some of the recommendations for retailers in the UK, are as follows.
· Retailers should hire professional social media managers to manage social platforms and cater advertisements to emotionally impact and entice consumers to purchase products and services. 
· Retailers in the industry should identify global consumer trends and change their social media strategy to cater to international consumers. 
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Dear Interviewee, 
I request you to take the time to fill the questionnaire that relates to the research topic; “Impact of Social Media on Consumer Purchase Decisions: An Analysis of UK’s Retail Industry”. This survey comprises questions that are graded on the basis of a Likert-Scale and each question is scored as follows. 
· 1: Strongly Agree
· 2: Agree
· 3: Neutral
· 4: Disagree
· 5: Strongly Disagree
Upon analysing your inputs to this questionnaire, I can help complete the research and understand the role of social media in the contemporary business environment, and this would help me understand how social media can be used by retailers in the United Kingdom. Your private confidential information is kept secured and after competition of the research, research related information would be deleted. 
Demographic Questions
· What is your age?
· 18 years to 30 years
· 30 years to 50 years
· Greater than 50 years
· What is your income?
· Unemployed. 
· Greater than $20,000
· Greater than $50,000
· What is your profession?
· Teacher
· Student
· Business
· Working Professional
· What social media platforms do you use?
· Instagram
· Facebook
· Snapchat
· Twitter
Survey Questions
The following table presents the survey questions, and the insights from the survey would help me complete my research. Each box indicates the extent to which you agree to the statement. 
	Particulars/Question
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Social media serves as an effective marketing tool for retailers in the United Kingdom.
	
	
	
	
	

	Viewing advertisements on social media helps improve your trust regarding a product or service.
	
	
	
	
	

	Social media has multiple uses such as marketing, sociology and computer science. 
	
	
	
	
	

	Viewing social media advertisements affects your perception about products. 
	
	
	
	
	

	Social media is used as a tool for procuring information about products and services in the retail industry.
	
	
	
	
	

	Social media has the ability of levying an endorsement effect as it results in meaning transfer. 
	
	
	
	
	

	Social media transforms your attitude about a product or service, enticing you to purchase a product.
	
	
	
	
	

	Social media influencers impact consumer belief and opinions.
	
	
	
	
	



Thank you for taking up the time to fill up this questionnaire. Your insights will be helpful for my research. 
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a. Dependent Variable: Social Media
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a. Predictors: (Constant), Consumer Belief, Consumer Perception, Attitude, Procuring Information, Multiple Uses, Meaning
Transfer, Trust
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a. Dependent Variable: Social Media




