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Abstract  
Over the last few years there has been a large rise in social media influencers to the point that they are now an integral part of the marketing department and to many people lives. This dissertation aimed to find out if social media influencers were representative of a diverse society. The dissertation expanded on existing research conducted to see if brands recognised group theory and if so were brands doing enough to be diverse. The dissertation looked at workforce diversity and found it benefited brands, then look at social media influencers to determine if there was any research on diversity among social media influencers. The dissertation completed primary research and through using IBM SPSS and Chi-squares, found that social media users felt that brands were not diverse enough. Recommendations were made suggesting brands and social media users do more to combat this. 
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1. [bookmark: _Toc71755561]Introduction 
1.1 [bookmark: _Toc71755562]Introduction 
This chapter will introduce the dissertation by providing background and rationale to the study. The chapter will also explain the aims and objectives of the study then explain the structure of the dissertation with the aims to each chapter. 
Previous research suggests that consumers tend to buy products from brands that are in similar reference groups as the models advertising the products for the brands (An & Weber, 2018). To further this research the dissertation aims to understand if this can be applied to social media influencers and if consumers also follow this and are persuaded by those in the same reference group. 
1.2 [bookmark: _Toc71755563]Background and Rationale 
This section of the chapter will look at the background literature of this topic and aim to understand why this research is useful and needed within the current marketing and business industry as a whole. 
(CIPD, 2020) explains that there are seven different groups in when talking about diversity. These are age, disability, gender, race, religion and belief and sexual orientation, gender identity and gender reassignment. The CIPD explain that though everyone might have differences there are also many similarities and everyone should be treated equally. 
Influencer Marketing is now a large part of the marketing department, influencers are the link between the brand and the consumer, the brand asks for the influencer to market a product or service to their audience and the audience will respond on the creative content from the influencer (Forbes, 2020). 
Some of the biggest benefiters of influencer marketing are those whole are already celebrities due to other professions. (BBC, 2020) reported that Dwyane Johnson or by his alter ego ‘The Rock’ is the highest paid member of Instagram. Hopper HQ of social media marketing company reported that Dwayne Johnson makes around $1 million dollars per Instagram post. This is due to the advertisement he can bring to the channel and page, meaning marketing firms are likely to pay him more to reach his audience of 187 million followers.
 (Brown & Hayes, 2008) explains that Influencers are decision makers, and they are producing their own ‘ecosystems’ of buying choices that are being followed by all kinds of people. It is up to marketing firms and departments to find these decision makers to help with the promotion of their brand. 
As Social Influencers are such an important piece of the marketing term it begs the question do they represent a wider society? (Talbot, 2019) interviewed Eric Toda who was a former marketing executive for Nike and Snapchat among many others. Toda explained that marketing is largely a white industry and marketers tend to employ people who look similar to them instead of those who represent different part of society. 
This begs the question of how diverse the marketing industry actually is? (Marketing Week, 2020) did a survey among their readers to address the diversity issues within the marketing industry, they found that 88% of marketers are white with only 2% identifying as black. This supports Toda’s claim that marketing is largely a white industry and lacks diversity. 

This concludes the background chapter of this proposal; this chapter was to understand why the research should take place and the relevance it has the current business and marketing world.
1.3 [bookmark: _Toc71755564]Aims and Objectives 
1.3.1 [bookmark: _Toc71755565]Research Aims 
The Aim of this dissertation is to investigate the diversity among social influencers and to see if they are representative of society.
1.3.2 [bookmark: _Toc71755566]Research Objectives 
The objectives for this dissertation are: 
1. To perform a literature review to understand if diversity benefits brands 
2. To conduct primary research to see if consumers feel that social influencers are diverse and reflective of society
3. To make recommendations based on the findings of the data collected
[bookmark: _Toc71755567]1.4 Research Structure 
To meet the aims and objectives of this dissertation there will be five chapters, chapter one will be the introduction, chapter two the literature review, chapter three will be research methodology, chapter four data analysis and conclusions and recommendations.
Chapter one will have an introduction, background and rationale of the study, the research aims and objectives which will be conducted through primary research.
Chapter two will complete an extensive literature review, first looking to understand what workplace diversity is and then to look at a study completed that looks at diversity among brands which leads to in group reference theory. The chapter will then look to understand the place of social media influencers in the marketing department. 
Chapter three will set the parameters needed to complete primary research, the chapter will be guided by the research onion. The literature review matrix will be completed to give reason for the questions asked in the questionnaire. 
Chapter four will analyse the data collected in from the questionnaire, the chapter will use Chi-Squares to analyse the data and use crosstabulation to better analyse the data collected. 
The final chapter will make conclusions on the findings from the data that has been collected and then make recommendations based on these findings the chapter will then sought to explain future research.
[bookmark: _Toc71755568]2. Chapter two: Literature Review 
[bookmark: _Toc71755569]2.1 Introduction
The purpose of the chapter is to evaluate the current academic literature on the benefits diversity brings to brands and diversity among social media influencers. The chapter will first examine diversity and the impact diversity has on brands by exploring at two different theories, group reference theory and polarised appraisal theory. The chapter will then explore the social media influencer industry and consider what the public perception on social media influencers currently are. This first objective of the dissertation will be completed in this chapter.  
[bookmark: _Toc71755570]2.2 Diversity in the Workplace
(Wambui, et al., 2013) describes diversity as understanding, recognising and applauding differences among people. Types of diversity can be spilt into seven different groups, these are, race, religion, culture, age, sexual orientation, gender, and disability (Sexena, 2014). 
 It is suggested that having a diverse team in the workplace in beneficial to an organisation (Armache, 2012) expands stating that the benefits are that organisations with more diversity have improved decision making skills and are more efficient at problem solving. There is also reason to believe that there is improved manufactured goods advancement, these benefits are likely to be down to people of different diversity have had different experiences and are better benefiting the consumers. (Levine, 2020) confirmed this with the results of study by BCG examining 1700 organisations on how diversity affected their innovation in profits made, the study found that those with more diverse teams had more profits than those with lower.

It is important to mention that (Armache, 2012) also explained that there were some downsides to having high levels of workplace diversity, these were a difference in opinions leading towards productivity another common issue in workplace diversity is tokenism which is sometimes true perceived to be true. (Podoshen, et al., 2021) explained that tokenism when a member of a minority group receives the role that is perceived to be help for a member of the majority group. Tokenism is often perceived, however, when it is real it could lead to a lesser experienced individual getting that role. 
(Scarborough, et al., 2019) clarified that for diversity in the workplace to work their policies have to be supported by the employees of the organisation, but, more importantly the managers in the organisation. Support and leadership are a big driving factor to having a diverse workplace, the article also found that woman and those from ethnic backgrounds were more accepting of diversity policies in contrast to men and white people, this suggests that diversity policies start from those who are from diverse background and are not as accepting by the majority groups. 
[bookmark: _Toc71755571]2.3 Brands and Diversity 
Brands and branding can be an integral part of an organisation, with brand loyalty ensuring future sales for the organisation (Malik, et al., 2013) with this in mind does diversity in brands benefit them and do they see link between more diverse advertising and better consumer engagement.
It is important to evaluate the importance diversity has on brands and are consumers more engaged with brands that have more diverse content. (An & Weber, 2018) asked if diversity does benefit brands by looking at the content of 69 US brands on Facebook and Instagram, the case study asked if there was a lack of diversity in the brands content, if the audience reflected the diversity in the brands content and do users of certain diverse groups engage with more content that represents them.
The study found that diversity does benefit brands as the audience from the same diverse background tend to buy products that are advertised with models they can relate to. Two different theories were considered for this case study, they were Group reference theory and Polarised appraisal theory. 
[bookmark: _Toc71755572]2.3.1 Group Reference Theory 
Reference group theory is when society is split it to different groups with personality traits and physical characteristics or reference points to define different groupings (Dawson & Chatman, 2001). The theory can be broken down further with two different types of reference groups, one that an individual is already part of and one which an individual want to be a part of, when looking at consumer behaviour this is thought be more valuable.
 This is important to consider when looking at influencer marketing as consumer behaviour will be dictated by what reference they group they would like to be in and in a reference group there can be one top influencers to influence the rest of the group (Gajjar, 2013). This could be the way in which influencers on social media operate, in that they are the lead influences in different reference groups with marketing teams using them to understand consumer behaviour and to better sell their products or services. 
[bookmark: _Toc71755573]2.3.2 Polarised Appraisal Theory 
Polarised appraisal theory differs from reference group theory in that those not part of the reference group will have strong reactions to those groups, reactions can be favourable or unfavourable (Linville & Jones, 1980). An example of this would be a black social influencer promoting a product and white social media users being influenced to by this product despite being in different reference groups. 
(Lee & Kim, 2016) completed a study to see how different ethnic groups related to different models, the study looked at white models and found that Hispanic and Asian Americans associated the models as having a higher financial position. This is useful to consider when analysing influencers as a brand may decide to use an influencer of a particular reference group whilst targeting those of a different reference group of how they are perceived.
[bookmark: _Toc71755574]2.3.3 Social Identity Theory 
Reference group theory and Polarised appraisal theory is remarkably similar to Social Identity theory, which is when a person’s identity is founded on what social group they feel a part of and individuals in the group with try and improve the significance of the group the individuals belong to (Hogg, 2016). These groups can be cultural, religious, or even a certain the individual supports, it could be argued that an individual could be part of many groups through out society. 
This has strong similarities to both Reference group theory and Polarised appraisal theory with individuals’ beliefs in what groups of society they belong to (Stets & Burke, 2000) explains further that individuals are places in to certain groups as they few themselves to relate to other members of the group as seen in Reference Theory and would be aware of other groupings and could have positive or negative views on the other groups as seen in Polarised appraisal theory. It would be these theories that marketing teams use when selecting influencers to market products to the consumers, with different influences targeting different groupings. 
(An & Weber, 2018) found that of the 69 brands they looked at, the majority of the consumers reacted more positively with those in the same groups. There were some brands that did not follow this such as Ann Summers, where it was found the audience was mainly male, however. the models were mainly female. Using these findings, the same could be assumed when referring to social media influencers and the products they market with the majority of social media influencers being part of the same reference group as their audience and those interacting with their posts. 
[bookmark: _Toc71755575]2.4 Social Media Influencers 
Social media influencers use their platform on social media to influence their audiences’ attitudes to buy products or brands (Freberg, et al., 2011). The popularity social media influencers has risen enormously in recent years with the rise of social media  (Oritz-Ospina, 2019) explained that one in three people across the globe now use social media with the number of adults in the US using social media going from 5% in 2005 to 79% in 2019. 
[bookmark: _Toc71755576]2.4.1 Social Media Influencers benefiting brands 

Most brands that use social media will use social media influencers to get their brand out to a wider audience (Glucksman, 2017) argued that through using social media influencers brands gain better relationships with their customers with brand loyalty also increasing.  
One of the largest industries social media influencers are used in is the fitness industry, with the rise most likely down to social media users being more health conscious due to social media websites (Ridgeway & Clayton, 2016). It could be argued that this is due to a rise of social media influencers posting about their lifestyle and users wanting to emulate that lifestyle. The fitness clothing brand Gymshark has grown enormously, (The Economist, 2020) made clear that the reason for the initial success of Gymshark was the work they did with YouTube bodybuilders to get the brand recognised. As the brand has no physical stores, social media plays a huge part the marketing for the brand now worth over £1 billion and a lot of the success owing to working with influencers. 
It is clear that social media influencers do benefit brands by which is why they are used by most brands. (Jimeneze-Castillo & Sanchez-Fernandez, 2019) conducted research on social media influences to see how effective they were and influencing users to engage with a particular brand. The study found that not only was there more engagement on social media for the brand, also, the thoughts users felt on the brand could also be changed. This suggests that social media influencers could increase brand loyalty, or it could be argued that the loyalty is with the influencer and in the influencer leaves a particular brand the users could follow them.
[bookmark: _Toc71755577]2.4.3 Perception of Social Media influencers

It is important to consider the public perception of social media influencers as this will help determine they usefulness in benefiting brands and to better understand the relationship influencers have with consumers.
Influencers are often labelled as a new type of celebrity, (Grave, 2017) sought to understand the difference between social media influencers and mainstream celebrities. The find showed that although celebrities were look on more favourably, when it came selling and endorsing a product the influencers had a higher impact. It could be argued that this is because social media influencers are more personable and can relate more to the consumer, that would suggest that the consumer identifies more with the influencer. Which would suggest that brands would in turn benefit more to have influencers that consumers could relate too meaning a more diverse group of influencers. 
Relatability is what makes social media influencers so key for brands, as they can relate directly to the consumer. However, the more popular an influencer gets it would lead to believe that the less relatable they get to the average consumer. (Luoma-aho, et al., 2019) suggests that influencers must keep an authenticity to be successful and not to show that they are closely linked to a cooperate brand. If the influencer is seen to be cooperate then they lose their relatability, just as they would if they were to become very famous they could lose that relatability. 
It could be argued, however, that the biggest and most successful influencers are very famous celebrities with big followings. An example of this is the Kardashian-Jenner family who were catapulted to fame from a reality show and have since become some of the most followed individuals on social media. (Statista , 2021) stated that Kylie Jenner alone has 221.61 million followers on Instagram and is thought to be worth over $1 billion. It could then be argued that like polarised theory consumers look to influencers to see what group they want to be in and not which one are in.
[bookmark: _Toc71755578]2.4.3 Diversity Among Social Media Influencers 

There is a gap in knowledge when considering diversity among social media influencers, there is a significant amount a research when looking at diversity in the workplace and at online marketing. This dissertation aims to expand on academic already conducted for a better understanding of diversity among social media influencers. 
Consumers are following more diverse influencers than ever before, (Williams, 2020) explained that users following more diverse influencers are up by 36% since the BLM protests happened last year suggesting that awareness for more diverse individuals has gown. However, there is still reason to believe social media influencers are not as diverse as the society they represent. 
Dote is a fashion app that was recently called out for a lack of diversity among the influencers used. (Talbot, 2019) explained that a YouTube star revealed that they felt there was racial exclusion with Dote, as a result many other influencers stopped working for the brand. It could be argued that some influencers have more control than some brands, and if an influencer calls out a brand the affects could be catastrophic for the brand. Talbot went on to say that more than ever brands are trying to pick the right influencers to market to the correct audience for their products. (Wiley, 2020) continued with this, suggesting that social media influencers and brands have a mutually beneficial partnership and for the partnership to keep thriving more diversity is needed to make sure the consumer can relate to both parties. This would also tie into group reference theory, as to achieve better engagement with the consumer they would like to see themselves in the influencers, so for a brand to benefit the correct influencers need to be chosen to make a partnership with. 


[bookmark: _Toc71755579]2.5 Conclusion 
This chapter of the dissertation achieved the first objective, to conduct a literature review to understand if diversity benefits brands.
The chapter discovered that diversity in the workplace is beneficial to the organisation with the results leading to higher profits and productivity and the policies for the implementation of a diverse coming from people with diverse backgrounds (Armache, 2012; Levine, 2020; Scarborough, et al., 2019). Studies have shown the positive impact diveristy has on brands, these were down to looking at different theories. Group reference theory groups people into different groups and those in the group relate more to those in the same group. Polarised group theory again breaks in down into groups but people have postive or neagaitive reactaions to those in a different group. (An & Weber, 2018; Dawson & Chatman, 2001; Linville & Jones, 1980; Stets & Burke, 2000). 
The chapter then sought to understand the benefits social media influencers had on brands and to dicsover if they were diverse and representing society. Studies revelaed that social media influencers do benefit brands and are an integral part of the marketing team with many orgainsiations using them. Influencers, however, have to realte to the consumers to be succesful like is seen with group reference theory. There was a lack of research to verify if there was there was diversity among social media influencers, however, articles detailing brands having negative press due to a lack of social media diveristy. 
The next chapter of the dissertation will discover suitable research methods and methodology to find solutions for the gaps in knowledge found in this chapter. 



[bookmark: _Toc71755580]3. Chapter three: Research Method
[bookmark: _Toc71755581]3.1 Introduction 
In the previous chapter the first objective was achieved by better understanding if diversity benefits brands. Whilst there is a large amount of research looking and diversity and branding in general there seems to be a gap when looking at diversity among social media influencers. 
This chapter aims to set out the processes needed to conduct primary research to achieve the next objective ‘To conduct primary research to see if consumers feel that social influencers are diverse and reflective of society’. This objective will be achieved through using the research onion developed by (Saunders, et al., 2009) as a guide to conducting research. The chapter will also aim to reflect on the reliability, validity, limitations, and ethical issues that may arise from conducting primary research. 
[bookmark: _Toc71755582]3.2 Research Onion 
(Collis & Hussey, 2013) argued that research is a way of examining a phenomenon through using a systemic method to further knowledge. The research onion developed by (Saunders, et al., 2009) will guide the research methodology chapter and guide the way in which the research is conducted. The chapter will explore each part of the research onion to gain better understanding. 

[image: Understanding the Research Onion | Writing Guides | 15 Writers]Figure 3.1 The Research Onion (Saunders, et al., 2009)

[bookmark: _Toc71755583]3.2.1 Philosophy 
 Philosophy aids understanding of research design and highlights limitations. There are two fields of philosophy that have been employed for this study, these are Ontology which studies concepts such as existence, being, becoming, and reality including the belief of multiple versions shaped by context (Cresswell & Cresswell, 2003). The other is Epistemology – how knowledge is gained and where research is subjective. Choice of philosophy is important as both justification and reflection are required. Interpretivism has been used due to the study providing many possible subjective answers which would require the participants view to derive an understanding. As stated by (Bhattacherjee, 2012) despite interpretivist research usually obtaining qualitative data, quantitative data can increase precision and provide a clearer understanding. With further reading it can be seen that each philosophy has benefits although much depends on suitability.
[bookmark: _Toc71755584]3.2.2 Approach 
To better understand the patterns observed data and theories that arise this study will use an inductive approach (Bhattacherjee, 2012). This is due to a lack of previous research where the opinions of the public are unknown. As there is little existing literature in this area the benefit to this approach is that it aids in finding reasons for complex social processes in turn providing relevant questions and issues for further research.
[bookmark: _Toc71755585]3.2.3 Strategy 
Techniques and procedures are methods of data gathering and analysis, within this research surveys have been used to collect public views in order to provide a comparison of social responsibility versus environmental issues and the associated pressures. In order to compare exploratory research and standardised results, surveys appear to be the most appropriate choice. By using a survey the study has the advantage of obtaining large amounts of data which through quantitative analysis can focus on attitudes and perceptions of a phenomenon (Cresswell & Cresswell, 2003). In order to facilitate this survey, a confidential questionnaire was produced using Google Docs then distributed via social media. In this manner and in difference to a qualitative method a larger audience could be targeted thus allowing comparison, awareness of the issues presented and agreement to the subjects contained within. The target audience were invited to click on a link which as well as the questionnaire also gave them a brief overview of the research along with how it would be used, and the researchers contact details should they wish further discussion. 
[bookmark: _Toc71755586]3.2.4 Choice 
There are two mono methods this study could use for analysis and interpretation of the data. These are quantitative or qualitative. Due to the restrictions imposed by the Covid 19 pandemic my research is centred on the use of the quantitative method which involves the collection of numerical data for statistical analysis in order to explain phenomena. However it should be pointed out that there are some limitations with this method in terms of the difficulty in understanding context and complex issues, however, use of this method gives better consistency through the ease of data analysis along with improved reliability, consistency, and precision (Bhattacherjee, 2012)
[bookmark: _Toc71755587]3.2.5 Time Horizon 
With this exercise a cross sectional study has been used in order it can obtain data from as many groups as possible at a single point in time in order for best assessment of any hi-lighted phenomena. Though it should be pointed out a longitudinal study could have been used but results may vary over time and would focus on a smaller group of individuals.
[bookmark: _Toc71755588]3.2.6 Data Collection, Process and Analysis 
[bookmark: _Toc71755589]3.2.6.1 Data Collection 
In the distribution of a questionnaire to the general public and collection of the data contained therein will be the formation of the Primary research as the questionnaire will identify the variance in phenomena thus allowing comparison. Although (Ghauri, et al., 2020) does state the disadvantages of using questionnaires in terms of resources and time, on this occasion this is outweighed by the advantages in getting g direct access to the general public and thus sufficient time for a cross sectional study.

[bookmark: _Toc71755590]3.2.6.1 Questionnaire Design 
The questionnaire need to be constructed to ensure data pertinent to the research question was achieved (Ghauri, et al., 2020). The questionnaire has 19 questions, one will be asking for consent, three demographic and all will be closed questions to gain clear answers. 
[bookmark: _Toc71755591]3.3 Sample 
It is typically unfeasible to conduct research on entire populations for a number of reasons, including cost considerations and practicality issues (Israe, 1992) . A smaller sample population is therefore frequently used (Ghauri, et al., 2020). As this study was designed to target the general public, the sample population comprised of a smaller quantity of this area. (Collis & Hussey, 2013) suggest that a poor sample could result in a misleading measurement of data and therefore less reliable or valid research. Sample size is the number of units used in the sample population, it is also suggested that the minimum sample size should be 100 units (Desu & Raghavarao, 1990). This study had a sample size of 106 participants.
This study used a mixed sampling method to recruit participants. A combination of voluntary and convenience sampling was used due to a reliance on general public participation as well as time constraints. Voluntary sampling relies of respondents who are willing and qualifying to participate in the survey (Cresswell & Cresswell, 2003). Convenience sampling draws on factors such as ease of accessibility, availability at a given time and willingness to participates. This method is therefore quick, convenient, and inexpensive (Desu & Raghavarao, 1990). As both these methods rely on participants who have self-selected, an element of selection bias occurs 11 which can result in the sample not being truly representative.
[bookmark: _Toc71755592]3.4 Reliability and Validity 
Reliability and validity are useful tools to assess the quality of a study. The validity of data refers to how accurately the concept has been measured in the study. The reliability of data, however, refers to how consistent the results are. This means if your study was to be repeated, results gained should be relatively similar. 
Questionnaires are seen to be a reliable and valid method of data collection due to their ability to collect a large amount of data quickly and with relative ease. Using a mono-method approach such as a questionnaire, does however, limit the validity and reliability of the research due to the inability to collect qualitative responses. While collecting a wider range of data would have improved the quality of the research, the Covid-19 pandemic made this unfeasible
[bookmark: _Toc71755593]3.5 Limitations 
A key limitation of this study is the risk of participants giving socially desirable responses (SDR). This occurs when participants may alter their responses in order to present themselves in a positive light. Diversity within society is particularly complex topic meaning some respondents may provide what they believe to be moral response rather than one which is truthful. Measures used to prevent SDR include ensuring confidentiality and anonymity as well as the use of eight “dummy questions” and a broad questionnaire title to ensure participants were not aware of the true study objective. 

The methods of data collection used also brought about limitations. Whilst convenience sampling allows for views of the general public to be better understood, it is vulnerable to selection bias. The sampled population is rarely representative of the general population, which may then affect the results of the data. In order to manage these
[bookmark: _Toc71755594]3.6 Ethical Considerations 
Ensuring the study was conducted in an ethical manner was a key consideration when designing the research methodology of this study. Ethical standards must be considered in all parts of the research such as design, participant recruitment and the use and storage of data. The importance of ethics in research relates to the increase in public support, adherence to research aims and ensuring accountability for moral and social values.

This research was conducted in line with ethical standards of the UWTSD, with approval from the research supervisor and co-ordinator obtained via an ethics approval form (see appendix?).

Ethical considerations were met in this study by ensuring anonymity, confidentiality, and the security of data. Data collected was stored using password protection on a singular device, preventing the occurrence of data misuse. Informed consent is also a key part of this process and was gained prior to participants completing the questionnaire. Furthermore, all participants took part voluntarily and were confirmed to be over the age of 18.  No potential psychological harm was to participants was anticipated.
[bookmark: _Toc71755595]4. Chapter Four: Data Analysis 
[bookmark: _Toc71755596]4.1 Introduction 
The previous chapter sought to understand the research methodology to complete the third objective to complete primary research to understand if social media influencers are representative of a diverse society. 
This chapter aims to present and analyse data collected from one hundred and six to applicants to complete the objective with a particular focus on under standing whether those from different races feel represented. 
[bookmark: _Toc71755597]4.2 Data Analysis 
Data analysis is the method of looking to understand the data collected to better understand patters in the data, visual representations make reading the data more user friendly. The data collected was analysed using IMB SPSS statistics 26.0 software package. To understand better understand the data Chi-Square tests were used to see association between two sets of data. 
[bookmark: _Toc71755598]4.3 Methods 
Participants who completed the study were categorised by race, gender, and age to investigate if there were any discrepancies between participants, also to focus specifically on race to see if they felt represented by social media influencers. All different rangers within race, age and gender were kept giving the most detailed analysis of the data possible 
[bookmark: _Toc71755599]4.4 Demographics 
There were 106 participants to this study all were aged eighteen and over and volunteered to participate. The study recruited applicants through social media only as the study concerned social media users. 
From the 106 participants of the study, 12.3% identified as black, 15.1% as black or minority ethnic, 60.4% as white, 3.8% as white mixed and 8.5% self-described. In regard to age, 50.9% were 18-24, 36.8% were 25-34, 8.5% were 35-44, 2.8% were 45-54 and 0.9% were 55+. With gender 34% were male, 59.4% were female, 5.7% were non-binary and 0.9% self-described. 
[bookmark: _Toc71755600]4.5 Chi-Square Analysis 
Chi-square analyses were conducted to compare the data collected.
[bookmark: _Toc71755601]4.5.1 Chi-Square Analysis for Race
six looked at race of the participants and how they answered questions relating to diversity of social media influencers. Questions 7, 8, 9,10,18 and 19 were used to for the Chi-squares, these can be found in appendix. 
[image: ]The figures below show the relationship between race identification and questions 7,8,9,10,18, and 19. 
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[bookmark: _Toc71755602]4.5.2 Chi-Square Analysis for Age 
There will be four Chi-Square analyses completed to understand if those of all ages feel represented in society. The following figures will compare question 3, identifying age range to questions 7,8,15 and 19 which can be found on appendix. 
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Figure 4.7
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Figure 4.10 

[bookmark: _Toc71755603]4.5.3 Chi-Square Gender 
This section will compare the fourth question of the survey, gender identification with questions 7,8,11 and 18, all of which can be found in the appendix. This is to determine whether different genders feels represented. 
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Figure 4.11
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Figure 4.12
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Figure 4.13
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Figure 4.14
[bookmark: _Toc71755604]4.6 Discussion 
The study was conducted to complete objective two by conducting primary research on understanding on whether consumers feel that social media influencers are representative of a diverse society. The research was motivated by (An & Weber, 2018) and looks to further expand by looking in depth and social media influencers rather than brands as a whole. 
The survey used dummy questions relating to all aspects of work diversity (Wambui, et al., 2013) (Sexena, 2014) this was to get a broad level of results so participants would give answers on diversity as a whole while the finding narrowed in on age, gender and even more specifically race. A total of 19 questions were asked in the questionnaire with 11 being used for crosstabulation, questions 2, 3 and, 4 were identifying the participants and questions 7,8,9,10,11,15,18 and, 19 were asked to see if the participants social media influencers represented a diverse society. 
The first group of analyses will be looking at race and how different races answered by using crosstabulation of question 2 ‘Which group do you feel best represents you in society?”
The first question it was analysed against was question 7 “Do you think social media influencers represent you in society?”  the findings showed that all different groupings did not feel that were represented by social media influencers in society, when looking more closely it found that over half white participants did not feel that social media influencers represented them in society, however, black, and black minority ethnic this number was much more even. 
Question 2 was then analysed against question 8 “Do you think social media influencers represent a diverse society?”. It was found that the majority of participants did not think that social media influencers were representative of a diverse society, with the majority of black and, black minority stating this. However, white participants were nearly split halfway, with a slightly more leaning toward not representing society and those who self-describe had a majority for believing they do represent a diverse society. 
The next data analysed against question 2 was question 9 which sought to understand if participants followed social media influencers from the same reference group as them. The studies showed that the majority of black and black minority followed those from the similar reference groups which supports (Gajjar, 2013) (Dawson & Chatman, 2001). White participants stated that they follow a mix of social media influencers suggesting that there could be an element of participants giving socially desirable answers as mentioned in the limitations. 
The next question was to see if participants believed that social media influencers were reflective of different races, white participants believed that social media influencers do represent a diverse society whilst black and black minority believed that they don’t, this is in line with (Talbot, 2019) suggesting that those who aren’t from minorities do not see a lack of representation of social media influencers as they are part of a different reference group (Dawson & Chatman, 2001). 
Question 18 “Should brands do more to ensure social media influencers are representative of society?” sought to understand how consumers felt about if social media influencers are representative of a diverse society. The findings showed that nearly all participants believed that brands should ensure influencers are representative of society with all black participants believing this. Suggesting that black participants would like to be more represented by brands confirming group theory (Hogg, 2016) and in line with the findings by (An & Weber, 2018). 
The last crosstabulation question for question 2 is question 19 which asks whether participants prefers black or white social media influencers or if participant are influenced by the product or not influenced at all. The study found that black and black minority participants preferred black social media influencers confirming previous research (Dawson & Chatman, 2001) (Hogg, 2016). The crosstabulation of data found that white participants were more influenced by the product, suggesting again that they are socially desirable answers. White participants also stated that they were not influenced by social media influencers. 
Crosstabulation of data sets was also used to analyse participants of different ages to understand the diversity of influencers from different reference groups. Question 3 was used in which participants were asked to state their age groups with 9-year increments. Question 7 was once again used and the findings showed that the majority of applicants did not feel that social media influencers represented them in society, however, the 18-24 group which was the biggest sample, two thirds of that group felt that they were represented suggesting that influencers are of a younger age. However, not a broad sample was taken of high age groups.
Question 3 then analyses the data from question 8 which had similar response to the last data set analysed, the majority of applicants across most group felt that social media influencers are not representative of a diverse society, with two thirds of 18–24-year-old believing that they are, meaning that social media influencers are not representative of different ages. 
The next question, 15 asked if participants felt that social media influencers where representative of all ages. The majority of applicants found that influencers were not representative of different ages with age being part of the diversity groupings (Sexena, 2014), this could be a fair assumption, however, with influencers aimed that the younger generations. 
The last question to be analysed against question 3 was question 18, there were similar findings to the crosstabulation between question 2 and 18 with the majority of participants across all ages stating that brands should do more to have more diverse influencers, suggesting that all ages feel that brands doing more will be beneficial to representation across society on social media. 
Crosstabulation with question 4 “How do you identify?” and questions 7,8,11,18 was completed to see if different genders felt represented by social media influencers. Question 7 found that the majority of participants did not feel that social media influencers represented them, this could be down to the wording of the question not being specific enough about reference groupings, participants could have felt that the question alluded to representation of different factors. 
Question 11 asked participants if social media influencers were representative of different genders, the majority of male participants felt that influencers were representative of different genders with one third believing they are not. Female participants had similar results with a high majority believing social media influencers were representative of different genders, this could be down to participants following those from the same reference group (Dawson & Chatman, 2001) therefore believing that they are representative of different genders. 
With question 18 the majority of female applicant believe that brands should do more to represent a diverse society, the majority of men also agreed that brands should do more, however, the number of those who believed brands should not do more were equal for male and females despite females being the larger sample size suggesting that those from diverse groups believe that brands should do more to represent a diverse society, as seen with all black participants believing the same, 
[bookmark: _Toc71755605]4.7 Conclusion 
This chapter achieved the second objective which was to conduct primary research to see if consumers feel that social media influencers represent a diverse society. The findings agreed with research conducted by (An & Weber, 2018) relating to groupings and in group theory (Dawson & Chatman, 2001).
The chapter analysed data to discover that the majority of applicants believe that brands should do more to encourage more diverse social media influencers, however, this proved more evident in diverse groupings. 
The next chapter will aim to complete the third objective which is to make recommendations from the data collected. 
















[bookmark: _Toc71755606]5. Conclusions and Recommendations
The last chapter completed the second objective of conducting primary research to understand if consumers felt that social media influencers were representative of a diverse society. 
This chapter will present the main findings from the primary research completed, the chapter will then look to complete the third objective by setting recommendation based on the findings from this dissertation. The chapter will then look to set recommendations for future research, 
[bookmark: _Toc71755607]5.1 Main Findings 
In conclusion the main findings of the research showed that people from different background believe that brands should do more in encouraging diversity among social media influencers, this was more evident from participants from diverse backgrounds. These findings are supported by the research conducted by (An & Weber, 2018) which found that in reference group theory is what consumers are drawn to in marketing (An & Weber, 2018) (Dawson & Chatman, 2001). As social media marketing is rising (Freberg, et al., 2011) the findings from this study confirm reference group theory is relevant for social media users who are influenced by social media influencers.
The findings from the dissertation also discovered that the participants of this study believe that social media influencers are not representative of a diverse society, more specifically when concerning race. Black participants all found that social media influencers are not representative of a diverse society meaning there is little representation of those online. The importance of work force diversity was highlighted by (Armache, 2012). Age and gender diversity was also highlighted not to be representative of a diverse society meaning that those reference groups (Dawson & Chatman, 2001) could feel underrepresented by social media influencers. 
[bookmark: _Toc71755608]5.2 Recommendations 
The first recommendation this dissertation will make will be in response to the first paragraph of the main findings, brands should work closer with social media influencers from diverse backgrounds. As seen by the research conducted, social media users would like brands to do more to improve the diversity of social media influencers, this was supported by the findings in the literature review by (Talbot, 2019) who explained why diversity among social media influencers was important and (Armache, 2012) who highlighted the benefits having a more diverse workforce can bring to the business. 
The second recommendation this dissertation will make will be for consumers to actively seek out influencers from more diverse backgrounds to be more desired by brands to work with them. If the social media users are following more social media influencers from diverse backgrounds it give brands no other option but to work with diverse influencers (Grave, 2017) highlights the importance of social media influencers to the marketing department, with this in mind it would lead to more representation of diverse grouping among social media influencers. 
[bookmark: _Toc71755609]5.3 Future Research 
On the basis on this study future research can be conducted to explore the motivations behind the results found, further findings could be found by using a qualitative approach to talk directly to brands and social media users. 
Future research should also consider focusing on all types of diversity mentioned by (Wambui, et al., 2013) to gain a better understanding of a more diverse society without specifically concentrating on race, age, and gender. More races and genders should be considered to gain a more in depth understanding with a larger sample size so the data presented could be more accurate. 
[bookmark: _Toc71755610]5.4 Conclusion 
In conclusion this chapter completed the third objective to make recommendations based on the findings from the data collected in the fourth chapter. 
The dissertation also completed the second objective to complete to perform a literature review to understand if diversity benefits brands. 
The fourth chapter also completed the third objective to conduct primary research to understand if consumers feel that social media influencers are representative of society. 
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	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	N/A


(this box should expand as you type)

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	Risk to Investigator:
1. Risk of personal safety when conducting face to face interview.
2. Self-disclosure and objective displays of emotion during the interviews.
3. Occurrence of contingencies not related to the investigator himself. For instance, participants quit midway or unable to find enough participants within the limited time.

	How will you mitigate the Risk to Investigator:
1. Terminate the interview.
2. The emotional distance strategy needs to be considered.
3. Be fully prepared to deal with any potential difficulties.



	University/institutional risks
For example: adverse publicity, financial loss, data protection

	Risk to University:
A negative impact on the university.


(this box should expand as you type)
	How will you mitigate the Risk to University:
The goodstanding and reputation of the university will be borne in mind at all times.

(this box should expand as you type)



	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐





SECTION I: Feedback, Consent and Confidentiality
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
The feedback will take place on a shared free website site after completion of the research activity. 


	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
I will ensure that both the consent process and the consent form must be approved by the Ethic committee. The potential participants who are capable of volunteering to participate in a research study must be given sufficient information to allow them to make an informed decision about participation. I will make sure that the participant understands all the important elements of the consent form at the time the consent form is written signed, and, all during the research study. For those online questionnaires, before the questions start, potential participants will be presented (either verbally or in writing) with the same information required in a written consent document. 


	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
Confidentiality and anonymity will be guaranteed by the researcher. 
I will employ a number of methods to keep my subjects' identity confidential and anonymous. Foremost, keep their records secure through the use of password protected files, encryption when sending information over the internet. Do not record information in a way that links subject responses with identifying information (usually by use of a code known only to them). And ensure removing the contributor's name as the basic step to protect a participant's identity. Besides, avoiding more pieces of information that are presented together, for example: job title, age, gender, length of service, membership of clubs, and strongly expressed opinions. I will often only report aggregate findings, not individual-level data, to the public. 






SECTION J: Data Protection and Storage
In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒

	If YES, provide a description of the special category data and explain why this data needs to be collected:

	




(this box should expand as you type)


	
Will the research activity involve storing personal data and/or special category data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☒

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☐
	☒

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☒

	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of password protection, encryption, anonymisation and pseudonymisation:

	
1.Take technical and organisational measures to prevent any unauthorised access. The way to verify the identity of a user is a strong password. Key aspects of a strong password: length (the longer the better), a mix of letters (upper and lower cases), numbers and symbols with no ties to your personal information, and no dictionary words.
2. Establish clear access rules.  Make the mechanism to allow or deny access to certain data: based on predefined user lists and access rights, e.g. only myself and my supervisor can access data, based on the functions of each user within the project.
3. Organise the processing in a way that gives you the best possible control, for
example by allowing for tracking of access (logbook)
4. All the participants information will not be recorded in a way that links subject responses with identifying information (usually by use of a code known only to them).


	All Data Storage

	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☒
	☐

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☒
	☐

	Data archiving?
	☒
	☐

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and DPA (and/or any international equivalent):

	
1. Ensure the storage security. Storage concerns are equally important even when my data are on my local PC, portable storage device or in the cloud storage. For instance, operating system controls (authentication & access control), use of passwords to access electronic files (e.g. use the text editor function to save a document password-protected), local encrypted storage (enable the full disk encryption, enable the file system, enable the text editor encryption), database encryption: turning data into a form that makes them unintelligible (for anyone not having access to the key)  
2. Endure safe electronic communication for transferring the data. For instance, encrypted communication (SSL/TLS); (e.g. use web services whose URL starts with ‘https://’ and not only http://), firewall systems and access control lists (e.g. make sure the firewall service is enabled
on my PC), anti-virus & anti-malware systems protect data and data carriers when they are physically transferred (paper notes, laptop etc.).
3. Ensure other IT technical controls. PC configuration: security-aware settings at user level (e.g. installing security updates, anti-virus protection, local back-ups, blocking of certain software installation, etc.).


	List all who will have access to the data generated by the research activity:

	
Myself.


	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
Only myself


	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
Research data must be stored in a managed environment that protects against data loss and corruption, unauthorised access and modification, and complies with relevant legal, regulatory, contractual, and other obligations for the period that it needs to be kept. In my circumstance where institutional storage is not available, I should take steps to maintain the integrity of the data, and ensure that appropriate security measures are in place to prevent unauthorised access. The research data must be transferred into a managed storage environment at the earliest opportunity. Data will be stored on my local PC, portable storage device and in the cloud storage on the University Office 365 system with a strong password to verify the user authentication. Unauthorised access will be prevented through operating system controls, full local data and database encryption, turning data into a form that makes them unintelligible. The data will be stored until the completion of the project and then deleted.


	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	


(this box should expand as you type)

	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

	YES
	☒

	
	NO
	☐

	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒

	
	NO
	☐





SECTION K: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	Signature of applicant:
	W. Spencer
	Date:
01/12/20



For STUDENT Submissions:
	Director of Studies/Supervisor:
	Dr Caroline Jawad
	Date:

	Signature:
	

	



For STAFF Submissions:
	Academic Director/ Assistant Dean:
	
	Date:

	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.

	☒

	I have deleted the guidance notes before submitting the PG2 for consideration






	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/ 



Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Research Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Institute procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Institutes.  Institutes will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Institute will refer these to the University Research Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   



Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Institutes (Institutes provide specific details of these processes)
· Staff, by agreement by the Academic Director/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  This section must explain how the methods described will lead to the collection of necessary and sufficient data, but not excessive data.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.

Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Academic Director/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Academic Director / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that yo
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