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[bookmark: _1fob9te]Chapter 1: Introduction
Social media has become an indispensable component of our everyday lives, revolutionizing how businesses interact with customers. Social media marketing has emerged as an effective strategy to promote products, engage audiences and drive sales - one such company taking full advantage of social media marketing is TK Maxx, an off-price clothing and home goods retailer well known for offering off-price merchandise at discounted prices. This dissertation proposal seeks to explore how social media marketing impacts sale promotion at TK Maxx.
[bookmark: _3znysh7]Research Significance 
The significance of this topic lies in the increasing importance of social media in shaping sales promotion in the retail industry. As consumers spend more time on social media platforms, it has become crucial for businesses to leverage these channels to engage with their target audience, improve the return of sales promotion activities, and ultimately drive sales (Cheung et al., 2019). By examining the impact of social media marketing on sales promotion, retailers like TK Maxx can optimize their strategies to enhance return of their promotional activities (Godey et al., 2016).
Understanding the role of social media marketing promotion is essential, as these factors significantly influence the organisations profitability (Bilgin, 2018). Moreover, exploring the relationship between social media marketing and sales promotion can provide valuable insights into how these strategies can be integrated to drive short-term sales while also contributing to long-term brand building efforts (Zhu & Chen, 2015).
[bookmark: _2et92p0]Proposed research aim and objectives 
The revised aim of this research is to evaluate the impact of social media marketing on sale promotion for TK Maxx. To achieve this aim, the following objectives have been set:
1. To identify the strategies employed by TK Maxx to utilise social media marketing for sales promotion. 
2. To analyse TK Maxx's social media strategies as they pertain to engaging customers and driving promotions.
3. To evaluate the positive and negative impact of social media marketing on sales promotion at TK Maxx.
4. To provide recommendations to strengthen TK Maxx's social media marketing strategies so as to enhance sale promotion efforts.
Research Questions 
1. What strategies employed by TK Maxx to utilise social media marketing for sales promotion. 
5. In what way TK Maxx use social media strategies as they pertain to engaging customers and driving promotions.
6. What are the positive and negative impact of social media marketing on sales promotion at TK Maxx.
7. What recommendations can be provided to strengthen TK Maxx's social media marketing strategies so as to enhance sale promotion efforts.

[bookmark: _26in1rg]Chapter 2: Literature Review
[bookmark: _3dy6vkm]Social media marketing
Social media marketing has emerged as a popular topic of academic inquiry, with multiple studies exploring its definition, characteristics, importance models theories advantages disadvantages and challenges. Social media marketing can be defined as using social media platforms to promote products services or brands for the purpose of engaging consumers and driving sales (Kaplan & Haenlein, 2010).
Social media marketing stands out from traditional marketing channels by providing two-way communication between businesses and customers. Social media platforms allow companies to interact directly with their audience in real time, responding quickly to queries, feedback or complaints (Mangold & Faulds, 2009). Studies have also indicated that its interactive nature increases brand loyalty and customer satisfaction (Erdogmus & Cicek, 2012).
Social media marketing's significance lies in its ability to reach a wide range of target customers at relatively low costs. Thanks to billions of active users across platforms like Facebook, Instagram and Twitter, businesses can utilize these channels for brand awareness-raising, driving website traffic and lead generation (Hanna et al., 2011). Social media also influences purchasing decisions of consumers who rely heavily on these networks for product recommendations (Mangold & Faulds, 2009).
[bookmark: _1t3h5sf]Theories of demonstrating the efficiency of social media marketing
Multiple models and theories have been put forth to demonstrate the efficacy of social media marketing. Kietzmann et al.'s (2011) Honeycomb Model provides an effective framework for understanding how these platforms function as marketing vehicles for businesses, providing an overview of identity, conversations, sharing, presence relationships reputation and groups as key building blocks of social media usage. This model serves as an essential way for understanding their operation as a marketing asset for any organization.
Technology Acceptance Model (TAM), proposed by Davis (1989), suggests that consumer acceptance and usage of new technologies, like social media, is determined by perceived usefulness and ease of use (Davis). From an advertising and social media marketing perspective, TAM emphasizes the significance of creating user-friendly and valuable content to increase consumer engagement and adoption of these new platforms.
Social media marketing provides numerous advantages, including cost-effectiveness, targeted reach, and real-time engagement, but also presents several challenges. One such challenge is the difficulty in measuring return on investment (ROI) of social media marketing efforts (Hoffman & Fodor, 2010). Businesses must also navigate an ever-evolving social media landscape by adapting to new platforms, algorithms and consumer preferences (Kaplan & Haenlein, 2010).
[bookmark: _4d34og8]The impact of social media on Sales promotion 
Existing literature reveals both positive and negative effects of social media on sales promotions. A review of seven articles provides insights into these effects:
Positive effects:
1. Social media platforms enable businesses to reach a wide audience quickly and cost-effectively, increasing the visibility of sales promotions (Belch & Belch, 2018).
2. Social media allows for targeted advertising, enabling businesses to tailor their sales promotions to specific demographics and interests (Lagrosen & Grundén, 2014).
3. The interactive nature of social media encourages customer engagement, which can lead to increased participation in sales promotions (Okazaki & Taylor, 2013).
4. Social media facilitates word-of-mouth marketing, as satisfied customers can easily share their experiences with sales promotions, attracting new customers (Akar & Topçu, 2011).
Negative effects:
1. The abundance of sales promotions on social media can lead to "deal fatigue," causing consumers to become less responsive to such offers (Liu et al., 2019).
2. Social media can amplify negative customer experiences with sales promotions, potentially damaging brand reputation (Lee, 2017).
3. The effectiveness of sales promotions on social media may be limited by algorithm changes and ad-blocking technologies, reducing their reach and impact (Goldfarb & Tucker, 2011).

[bookmark: _lnxbz9]Chapter 3: Research Methodology 
This research will adopt a pragmatic research philosophy, emphasizing practical outcomes of research as well as using multiple methods to address research questions (Creswell, 2014). This philosophy aligns well with its goal - which is to offer insights into how social media marketing impacts sale promotion at TK Maxx.
Research will employ a mixed-methods approach, employing both quantitative and qualitative methods of data collection and analysis. This strategy provides for more holistic understanding of the research problem as it utilizes both quantitative and qualitative methodologies simultaneously (Tashakkori & Teddlie, 2010).
Research will employ an abductive methodology, which involves moving back and forth between theory and data using both inductive and deductive reasoning (Saunders et al., 2019). This approach suits this study well as it allows for exploration of existing theories and models related to social media marketing while at the same time yielding new insights from collected data.
Research methodology will focus on an in-depth case study of TK Maxx's social media marketing practices. Case studies provide an effective means of investigating contemporary phenomena within their real-life context (Yin, 2014), thus giving this investigation an in-depth examination of how the company uses social media marketing to promote sales and engage consumers.
Research Strategy will utilize surveys and semi-structured interviews. Surveys will collect quantitative data from TK Maxx customers regarding their perceptions of social media marketing efforts and its influence on purchasing decisions, while semi-structured interviews with marketing managers from TK Maxx will gain qualitative insight into their company's social media strategies, challenges, and successes.
Sampling will employ both purposive and snowball sampling methodologies. Purposive sampling will be employed for selecting marketing managers at TK Maxx who specialize in social media marketing efforts; snowball sampling will recruit customers through initial participants who agree to refer any who meet inclusion criteria into the survey pool.
Data collection will involve online surveys administered through platforms like Google Forms or SurveyMonkey and semi-structured interviews conducted via video conferencing tools such as Zoom or Skype. The surveys will use closed-ended questions with Likert scales to measure customer perceptions and behaviours; in contrast, semi-structured interview guides will include open-ended inquiries on social media marketing strategies, challenges, and performance metrics.
Data analysis will involve both statistical and thematic analysis on both quantitative survey data and qualitative interview data. Descriptive and inferential statistics will be employed to examine trends, correlations, and differences across customer segments; while thematic analysis will help uncover patterns and themes that reveal insight into TK Maxx's social media marketing practices.
Ethics will be prioritized throughout the research process. All participants will provide informed consent after being fully briefed about its purpose, risks and benefits. They will be assured anonymity and confidentiality with data stored safely by the research team - as per university and professional association ethical guidelines.

[bookmark: _35nkun2]Chapter 4: Conclusion
This dissertation proposal presents a comprehensive plan to analyse the impact of social media marketing on sale promotion at TK Maxx. Utilizing pragmatic research ethics, mixed methods approaches and case study methodology techniques this study seeks to gain valuable insights into how effective TK Maxx's social media marketing strategies and their effects are on consumer behaviour.
This research will add to our growing body of knowledge regarding social media marketing in retail. By highlighting TK Maxx-specific best practices and challenges, this study should offer tangible recommendations to businesses aiming to optimize their social media efforts for sale promotion.
This research will bridge the gap between academic theories and real-world applications of social media marketing, by drawing from existing literature as well as primary data collected from TK Maxx customers and marketing managers, this study will provide an holistic view of its effect on sale promotion.
In summation, this dissertation proposal presents an organized plan for researching an essential and timely topic in marketing. The proposed research methods and methodologies aim to collect high-quality data while producing actionable insights that can influence both academic research and business practice.
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