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[bookmark: _Toc513722107]Abstract
	The purpose of this study is to provide an evaluation regarding the impact of CSR on the consumer behaviour of British women within the cosmetic industry. The study examines secondary data in order to critically analyse the impact of CSR on overall consumer behaviour and within the cosmetics industry. In addition to this, primary data has also been used in order to effectively identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry.
	With regards to the research conducted within this study, an interpretivist philosophy has been undertaken as it considers societies views and how they are constructed by the interpretations of the world, thus making it the best suited approach with regards to this study. Regarding the collection of primary data within the study, a convenience sample has been used as the survey was published online in order to reach the desired sample size. Furthermore, self-selection sampling has also been conducted as the survey was posted on cosmetic forums and groups in order to gather more reliable results.
The findings gathered via secondary research within this study identified views regarding both sides of the argument, as the examination of existing literature uncovered that certain individuals regarded CSR as having an influence on consumer behaviour within the cosmetics industry, whilst others regarded the topic as being unimportant. However, the results gathered from the primary research uncovered that the majority of participants regard CSR as being unimportant in comparison to other factors such as price and quality. The primary data also found that although participants regarded certain initiatives as being important, this does not correlate with their buying behaviour as they stated that they would not avoid purchasing from a brand if it was found to be acting socially irresponsible. Thus, ultimately suggesting that the impact of CSR is rather limited with regards to the buying behaviour of British women within the cosmetics industry. However, although the study appears to have uncovered that CSR does not have an impact on buying behaviour, it has also been identified that in recent years both knowledge and interest has increased with regards to the topic. Therefore, suggesting that businesses should look to incorporate CSR initiatives within their strategies in order to be successful as importance surrounding the initiatives will continue to grow.
Having analysed all relevant literature and thoroughly examining the findings gathered from primary research, the study has managed to draw a conclusion on the research question. Recommendations for both companies operating within the cosmetics industry and further research on the topic have also been provided. 

	



[bookmark: _Toc513722108]1.0 Introduction
[bookmark: _Toc513722109]1.1 Rationale
[bookmark: _Hlk511914140]The purpose of this study is to uncover the impact of corporate social responsibility on the consumer behaviour of British women within the cosmetics industry. The study will aim to uncover whether CSR is as an influential factor when it comes to purchasing items or whether the industry is driven by other factors such as money. There have been numerous debates on the subject however very little in relation to the cosmetics industry which is one of the main reasons this topic has been chosen to be explored further. Furthermore, due to the lack of knowledge on this subject area within the cosmetics industry, this ultimately means that the information retrieved from this study has the potential to be of great use. Moreover, due to the apparent increase in CSR in recent years, the topic has been identified as being very current. In addition to this, research recently undertaken has identified that British beauty sales are currently at an all-time high and are predicted to increase further, which is upheld by (Wells, 2017) whom states that “the UK health and beauty market is expected to reach £26.7bn by 2022”. Therefore, with the cosmetics industry evidently thriving, the information gathered via this study is of extreme relevance with regards to uncovering the impact CSR has on consumer behaviour within the beauty industry. This investigation intends to expand on previous knowledge and research conducted on the topic of CSR and its overall influence on consumer buying behaviour to reach its own conclusion on just how important it is.
[bookmark: _Toc513722110]1.2 Background
	A large amount of research regarding the impact of CSR on consumer behaviour in has been undertaken previously, however most of the research conducted has focused on the topic generally with little focused solely on the beauty industry. This is mainly because most of the research conducted in relation to CSR and the influence it has on consumer buying behaviour within cosmetics industry has been gathered using importance rating surveys which are incompetent in explaining the exact factors that are involved and which are the most important in the purchasing decision. Nevertheless, evidence suggests that in recent years more cosmetic companies are implementing CSR initiatives within their business strategies. This is supported by whom state that “the beauty industry is cleaning up its image by investing in a raft of CSR & sustainability initiatives in order to effectively tackle long received criticism for unethical and non-environmentally friendly business practices” (Organic Monitor, 2010). Therefore, this ultimately suggests that the information gathered via this study has the ability to be of extreme importance due to the ever growing interest surrounding the topic. 
	According to (Sorvino, 2017) the cosmetics industry is worth $445 billion globally, with it also being predicted to be worth over $675 billion by 2020, therefore making it one of the most lucrative industries in the world. It has been uncovered that in the UK the beauty industry is worth £17 billion and employs over a million people, with women aged 18 to 34 being the largest customer segment within the industry (Copp, 2017). Furthermore, it has been identified that grooming is a crucial part of everyday life and has been estimated that the average woman is thought to spend a heavy £100,000 on beauty products throughout her lifetime, whereas the average 30-year-old man spends near £100 per month on grooming products and treatments (Russell, 2014). Due to today’s societies’ increasing interest in the beauty sector has led to newly emerging markets within the industry such as men’s grooming and anti-ageing products, thus suggesting that despite the current economic uncertainty the beauty industry continues to grow proving this study to be extremely current.
It has been identified that the concept of corporate social responsibility (CSR) has gained an increase in importance over recent years with it also becoming more important for a business to consider in order to be perceived as socially responsible by the public (Maignan & Ferrell, 2004). This is upheld by (Banerjee, 2008) whom states that in 2007, almost every organisation ranked as a Fortune 500 company and many small and medium-sized enterprises had some sort of CSR activities embedded within their company strategy. However, CSR is a relatively new concept as it only dates back as far as the 1950’s, with one of the first perspectives being developed by (Bowen, 1953) whom defined CSR as “the obligation to pursue those policies, to make those decisions, or to follow those lines of action which are desirable in terms of the objectives and values of our society”. According to (Karna, et al., 2003), there are a number of challenges that ultimately influence a business into developing a CSR strategy such as globalisation, technological changes, environmental challenges, changing value systems and changing consumer preferences. In recent times, CSR has been used in order for a business to achieve competitive advantage and differentiate themselves in an ever-growing market in order to maintain profitability during the current economic crisis. This is supported by (Morsing, et al., 2008) whom claim that social responsibility is they key driver of corporate reputation and its importance is ever increasing.
CSR’s growing importance has become apparent in many sectors including the cosmetics industry. Originally, CSR initiatives proved popular among smaller cosmetic companies in niche markets, however recent pressures from stakeholders, consumers and the media has meant that larger companies are incorporating CSR activities within their business strategies. It has been identified that “beauty companies have historically received much criticism for unethical and non-environmentally friendly business practices that include animal testing, unsustainable sourcing and chemical pollution” (Ecovia Intelligence, 2010). It has been uncovered that an increasing number of companies within the beauty sector are adopting ethical, ecological and responsible business practices (Ecovia Intelligence, 2010) with ‘sustainability’ and ‘corporate social responsibility’ becoming buzz words within the sector (Pitman, 2010).
[bookmark: _Toc513722111]1.3 Aims and Objectives
	The overall aim of this study is to analyse the impact of CSR on the consumer behaviour of British women within the cosmetics industry. The researcher intends to identify the consumer behaviour of British women in the cosmetics industry by conducting primary research in the form of a questionnaire. In addition to this, secondary research will be used in order to come to a clear conclusion on the topic.
The objectives of this research are as follows:
· [bookmark: _Hlk513130342]Critically analyse the academic literature on the impact of CSR on overall consumer behaviour and within the cosmetics industry.
· Identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry.
· Evaluate the findings and make recommendations for the industry regarding the impact of CSR on the consumer behaviour of British women within the cosmetics industry.



[bookmark: _Toc513722112]2.0 Chapter 2 – Literature Review
	The overall purpose of this research is to analyse the impact of CSR on the consumer behaviour of British women within the cosmetics industry. This chapter’s aim is to uncover any literature related to the impact of CSR on consumer behaviour in general and within the cosmetics industry, this includes any literature on marketing, ethics in marketing, consumer behaviour and corporate social responsibility. Firstly, this chapter will define key terms before then providing an in-depth review of all relevant literature in order to aid the achievement of the overall aim. With regards to attaining the objectives of this paper. 
[bookmark: _Toc513722113]2.1 Marketing – A Concept
The enigma of marketing is that it is one of mankind’s oldest practices, but the most recent of the business disciplines (Porter, 1976).
[image: ]	The term marketing has been defined as ‘a philosophy of business that places the customer at the centre of the universe’ (Doyle, 2002). This definition is one that describes marketing as being all about the customer as it is often misinterpreted as being concerned with just advertising alone which is not the case. This is upheld by (Blick, 2001) whom states in her book that “most business owners are in business because they have seen the potential in striking out on their own with what they believe is a winning product or service. However, once the initial excitement has subsided, they will only be successful in growing their fledging idea into a sustainable and profitable business if they are fully customer focused”. Moreover, this has also been supported by (Blythe, 2009) whom states that it in the hundred or so years of its existence as an academic subject, marketing has become a complex area of study. At the same time, the practice of marketing has become more sophisticated and a great deal more important in the business world – the old assumption that all a firm needed to do was produce a better product than its competitors has long been discredited. The misconception regarding marketing and it being an unnecessary extra has also been explained by (Baker & Hart, 2016) whom describes the process as being like an ‘iceberg’ due to the fact that the most visible part (advertising, etc.) represents only an extremely small percentage of the total marketing efforts. This is again upheld by Peter Drucker whom declared that “marketing is essential to the long-term success of the organisation” (Drucker, 1954). Therefore, if the product idea is not developed right then all costs incurred in relation to this would be a waste and no amount of advertising or promotion would be able to correct this. This therefore proves that although advertising and promotion are important, they are not as influential as they are made out to be.   [bookmark: _Toc513144767][bookmark: _Toc513144866]Figure 1: The Marketing Iceberg

[bookmark: _Toc513722114]2.1.1 Market Research and Segmentation
	Market research is currently one of the most vital interfaces between an organisation and the public. As market research relies heavily on collating personal information/data it has been exposed to a large amount of scrutiny therefore presenting numerous ethical challenges, including the practices of data collection and the use of the data that has been collected. A number of issues have been uncovered in relation to the professional conduct of market researchers including: the duty not to engage in deceptive practices; the duty not to invade privacy; and the duty to manifest concern for respondents (Murphy, et al., 2005). Organisations are often accused of inappropriate stereotyping and sharing personal details with other companies not to mention the data collected can also be easily manipulated or presented in a certain manner leading to the misinterpretation of the data. Nevertheless, it has been argued that recent developments within the marketing environment have enabled new opportunities for market research and segmentation. For example, new developments in information technology provide marketers with much richer information on customers’ actual behaviour, and with more direct access to individual customers via databases marketing and geo-demographic segmentation (Wedel & Kamakura, 2012). Moreover, more ethical issues could potentially arise concerning segmentation and vulnerable participants (children, teens, older consumers). This is supported by research undertaken by (Smith & Cooper-Martin, 1997) whom uncovered that there was ‘significant public disquiet over the ethics of some targeting strategies’. However, it has been argued that although certain individuals may be members of vulnerable target groups, they may not always be vulnerable and that all individuals may experience vulnerability at some point in their lives due to a family death, illness, etc. This is supported by (Baker, et al., 2005) whom state that ‘consumer vulnerability is multi-dimensional, context specific and does not have to be enduring’.
Due to the fact that marketing is a broad concept, there are a number of areas that most people are unaware of. A prime example of this would be the process regarding the implementation of marketing, also known as the marketing mix.
[bookmark: _Toc513722115]2.1.2 The Marketing Mix
	The marketing mix is ultimately a marketing concept that includes all of the tools available to marketers to develop efficient actions and achieve their sales penetration targets within a target market (50MINUTES.COM, 2015). Neil H. Borden – a professor of marketing and advertising at Harvard Business School first mentioned the term ‘marketing mix’ within his article titled ‘The Concept of the Marketing Mix’. Within this article he tells the evolution of the marketing mix concept and how he was inspired by a study that defined the business executive as a “decider, an “artist” – a “mixer of ingredients,” who sometimes follows a recipe prepared by others, sometimes prepares his own recipe as he goes along, sometimes adapts a recipe to the ingredients immediately available, and sometimes experiments with or invents ingredients nobody else has tried” (Culliton, 1948). Borden states that he “liked Culliton’s idea of calling a marketing executive a “mixer of ingredients”, one who is constantly engaged in fashioning creatively a mix of marketing procedures and policies in his efforts to produce a profitable enterprise” (Borden, 1964). This ultimately led to Borden proposing a list of twelve elements of the industrial marketing mix. Borden’s theory was then expanded on by (McCarthy, 1960) in which he kept four main points named the four P’s (product, price, place and promotion). One of the obvious advantages of applying the marketing mix strategy is that due to the fact that “a business relies heavily on the wants and needs of consumers, by taking into account the components of the marketing mix a business will know both when and how to promote their products/services” (Ferraioli, 2017). This would then proceed to an increase in customers and an overall boost in sales. However, a number of criticisms with regards to the marketing mix strategy have been uncovered, the first includes the fact that the mix has been regards customers as passive and therefore does not allow interaction and cannot capture relationships (Möller, 2006). Moreover, this is supported by (Popovic, 2006)as it has been stated that “the concept of 4Ps has been criticised as being a production oriented definition of marketing, and not a customer oriented”.
[bookmark: _Toc513722116]2.1.3 Product and Brand Management
As touched upon previously, product and brand management is essential in relation to the success of an organisation’s product/service. Brand management is ultimately known as the marketing activity that is responsible for how a certain brand is perceived within the market. Previous research undertaken by (Murphy, et al., 2005) has led to the discovery of a set of ethical issues with regards to product and brand management. One of the key findings asks to ‘what degree of disclosure does a product manager owe consumers who will be using the organisations branded product? And what responsibilities do product managers and retailers have related to the social ramifications of their products?’ (Murphy, et al., 2005). One of the major ethical issues in relation to product and brand management is the promotion of harmful products, including alcohol, tobacco and fast foods. Regarding unhealthy foods, the argument is that the information being provided by manufacturers and retailers regarding the nutritional value of the products is misleading and proceeding to the over-consuming of the products, ultimately leading to obesity. However, (Robinson, et al., 2005) states that ‘those who try to hold food companies legally liable for the costs associated with obesity have a difficult road ahead’. They also suggest that the focus should be on social marketing in order to tackle such issues.
[bookmark: _Toc513722117]2.1.4 Advertising
Advertising has simply been defined as a ‘form of communication paid for by individuals or companies, with the aim of influencing people to think or act in a particular way or providing information. The aim of most advertisements is to persuade us to buy goods or services offered by the advertiser’ (Green, 2011). Due to the fact that advertising is one of the largest marketing activities undertaken by an organisation it has therefore attracted the most criticism over the years. Previous research undertaken suggests that consumers distrust advertising. Surveys conducted on the beliefs about advertising have uncovered that ‘70% think advertising is often untruthful, it seeks (perhaps successfully) to persuade people to buy things they do not want, it should be more strictly regulated, and it nonetheless provides valuable information’ (Calfee & Jones Ringold, 1994). Moreover, advertising has also been associated with encouraging increased levels of anxiety and insecurity in society. This is primarily because social comparison in contrast with idealised images is encouraged. Furthermore, (Reventos, 1998) suggests that ‘hidden beneath the glamorous ideals in beauty ads there are subtexts that play on women’s anxieties and feelings of inadequacy, while promising a sense of self-worth’. This ultimately implies that the industry is guilty of promoting a range of issues that women were unaware they had such as pale skin, in which they are then offered a ‘quick fix’ remedy. In relation to the cosmetics industry, the bold allegations made by manufacturers have caused much controversy over the years. In order to prove that their products are ‘effective’, advertisements within the cosmetics industry usually call upon the authority of scientific research. For example, companies will list key ingredients found within their products that will help improve the appearance of the consumer, using scientific language in order to encourage them to purchase the product. However, it has been discovered that cosmetic firms are misleading consumers over the effectiveness of their products with ‘incomprehensible scientific jargon’ (Sims, 2007). Despite the ethical issues uncovered in relation to advertising, the activity does possess some beneficial qualities. It has been suggested that ‘advertising can create a unique personality for a brand. It is undeniably true that it is the brand personality that is the key to sparking consumer desire. Advertising creates specific impressions of a brand which are left beyond the actual message of the advertisement’ (Yeshin, 2006). Therefore, it is extremely beneficial for a company to portray their brand as being ethical due to the lasting impression that advertising creates for a company.
[bookmark: _Toc513722118]2.1.5 Consumer Buying Behaviour
“Consumer buying behaviour is the study of the ways of buying and disposing of goods, services, ideas or experiences by the individuals, groups and organisations in order to satisfy their needs and wants” (Kotler & Keller, 2011).
[bookmark: _Hlk511913633]	Consumer buying behaviour focuses on how individuals make decisions to spend their available resources (time, money, effort) on consumption-related items that includes what they buy, why they buy, when they buy it, where they buy it, how often they buy it, how often they use it, how they evaluate it after the purchase and the impact of such evaluations on future purchases, and how they dispose of it (Singh, et al., 2014). Cultural, social, personal and psychological characteristics heavily influence consumer’s buying behaviour and the resulting purchase decision, therefore it is essential for marketers to have a good understanding of these factors in order to develop an efficient marketing mix to appeal to the target customer. In regards to consumer buying behaviour, there is currently a broad range of literature available in order to come to an understanding on the process and the factors that ultimately influence it. Firstly, (Lawrence, 1966) observed that within a multi-brand market almost every customer has their own individual pattern of brand purchases through time. They also uncovered within their research that consumer behaviour has been regarded as a dichotomy (“bought brand A” and “bought some other brand than A”) in a number of models of decision processes. However, it has also been identified that there is a risk that significant differences in behaviour can be obscured, therefore the information gathered via paired product comparisons are often misleading and incorrect. The roles that religiosity and one’s money ethic plays in relation to determining consumer attitudes and beliefs regarding questionable consumer practices have also been investigated. The results gathered from research undertaken by (Vitell, et al., 2006) indicated that religiousness and one’s money ethic were both considerable determinants of most types of consumer ethical beliefs. However, it has been identified that ethically minded consumers rarely add ethical products to their shopping baskets, regardless of their ethical intentions (Carrington, et al., 2010). Thus, despite best efforts to understand the buying behaviour of consumers, it is extremely difficult to determine the exact reasons as to why a consumer purchases and prefers one product or service over another one. This is ultimately due to the fact that consumers sometimes make purchasing decisions based on their emotional beliefs which they even themselves are not well aware of (Singh, et al., 2014).
[bookmark: _Toc513722119]2.1.6 Ethics within Marketing
“Ethics are a set of guidelines, sometimes clear, often not so” (Argandoña, 2017).
	It has been suggested that the most common definition in relation to ethics is “norms for conduct that distinguish between acceptable and unacceptable behaviour” (Resnik, 2015). In relation to marketing, ethics remains a topic of vigorous debate due to the large amount of societal scrutiny that the process is subject to. This is ultimately due to the fact that marketing is the fundamental form of communication between a business and the public. It has been implied that marketing ethics could be considered as ‘standards of conduct and moral judgement applied to marketing practice’ (Gaski, 1999). Moreover, (Murphy, et al., 2005) expand on the previous definition by defining marketing ethics as ‘the systematic study of how moral standards are applied to marketing decisions, behaviours and institutions. Nevertheless, ethical standards typically vary depending on both institutional environments and cultural standards therefore making universal application of a set of ethical marketing guidelines potentially problematic. Complications could also potentially arise due to differing perspectives on ethics and ethical behaviour. This is supported by research undertaken by Laczniak et al. whom uncovered that the views of American consumers and CEO’s differed extensively, with consumers being far more pessimistic than CEOs in relation to the ethical climate of businesses. 
[bookmark: _Toc513722120]2.1.7 Corporate Social Responsibility
“Corporate social responsibility involves the conduct of a business so that it is economically profitable, law abiding, ethical and socially supportive. To be socially responsible then means that profitability and obedience to the law are foremost conditions when discussing the firm’s ethics and the extent to which it supports the society in which it exists with contributions of money, time and talent.” (Carroll, 1983)
It has been uncovered by (Carroll & Shabana, 2010) that the question as to whether a business has a broader responsibility to society than solely making a profit for shareholders can be traced back for centuries. The examination of various research and literature in regard to corporate social responsibility has led to the conclusion that there is no single generally accepted definition of the concept, however many institutions/authors have defined the term in similar ways. For example, (Buhmann, 2006) simply defines the term CSR as “doing more than what is required by law” in comparison to (Johnson, et al., 2005) whom define the term as “the ways in which an organisation exceeds its minimum obligations to stakeholders specified through regulation”. Moreover, (Carroll, 1979) argues that “the social responsibility of a business encompasses the economic, legal, ethical and discretionary (philanthropic) expectations that society has of organisations at a given point in time”.
	Numerous benefits associated with corporate social responsibility have been uncovered. Both (Gildea, 1994) and (Zaman, 1991) stress that research has indicated that “companies that care for the environment and exhibit good CSR practices experienced increased consumer purchase preference in addition to increased investment appeal”. Moreover, a survey conducted by (Cone Inc., 2004) uncovered that 91% of consumers that took part in the survey have a more positive image of a product or company when it supports a cause. In addition to this, 90% of consumers that took part in the survey said they would consider switching brands if they uncovered any unlawful or unethical practices, therefore indicating that many consumers prefer to purchase from ethical businesses. Nevertheless, there are many that are opposed to the idea of CSR and integrating the concept’s practices into their organisations. For example, it has been argued that “there is one and only one social responsibility of business is to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say engages in open and free competition without deception or fraud.” (Friedman, 1970). Supporting this view, (Balabanis, et al., 1998) state that “organisations are seen purely as legal entities and are incapable of value decisions. A manager whom uses a firm’s resources for non-profit social purposes is thought to be diverting economic efficiency and levying an “illegal tax” on the organisation”.
As referred to previously within this paper, it has been suggested by (Carroll, 1991) that there are four social responsibilities that a business should take into consideration whilst undertaking their activities and therefore constituting total CSR. Carroll then went onto incorporate the four social responsibilities mentioned previously in a four-layered pyramid model, named ‘The Pyramid of Responsibilities’. At the base of the pyramid is the economic responsibility layer which ultimately focuses on making a profit as if the business does not do this then it won’t survive. The second layer of the pyramid is regarding the legal requirements that a business faces by law. The third layer of the pyramid is regarding ethical responsibilities that a business has relating to fairness and morality. The final layer within the pyramid is the philanthropic responsibilities that a business has that ultimately urge them to be good corporate citizens. The responsibilities are placed in a pyramid in order to demonstrate the necessity of all four of the responsibilities, as if one of them were absent then the ones above are unable to be achieved. However, it has been argued that Carroll’s pyramid model is ‘altruistic’ or ‘humanitarian’ and that it is able to be used as a marketing tool in order to promote a firm’s image (Lantos, 2001).
[image: ]
[bookmark: _Toc513144867]Figure 2: The Pyramid of Corporate Social Responsibility (Carroll, 1991)
[bookmark: _Toc513722121] 2.1.8 CSR and Consumer Buying Behavior
[bookmark: _Hlk511237405][bookmark: _Hlk511914314][bookmark: _Hlk511667934][bookmark: _Hlk511394564][bookmark: _Hlk511915420][bookmark: _Hlk511665019][bookmark: _Hlk511663382][bookmark: _Hlk511665198]	The debate with regards to whether corporate social responsibility plays an active role in consumer buying behavior has been apparent for quite some time with no real conclusion on the topic being identified. A large body of literature has uncovered that the buying behavior of customers is heavily influenced by CSR. (Carrigan & Attalla, 2001) state that “a small number of highly ethical consumers do exist, as their buying behaviour and consumption choices are heavily influenced by producers’ CSR strategies”. Moreover, (Dawkins & Lewis, 2003) state that “customers prefer to purchase from companies that act in a socially responsible way and are intolerant towards organisations that fail in fulfilling their social obligations”. In support of this argument, (Mohr, et al., 2001) conducted a consumer interview in order to examine the impact of firms’ CSR on consumer behavior. The interview asked participants “How well are consumers aware of the CSR level of individual firms? Are the purchase decisions of consumers affected by a firm’s CSR, and how much? How do consumers think about firms’ motivation for being socially responsible?”. (Mohr, et al., 2001) uncovered that consumers expect firms to be socially responsible and the attitudes of consumers towards socially responsible firms are more positive than toward irresponsible firms. Moreover, they also identified that consumers are aware that socially responsible firms are benefiting themselves by practicing CSR. However, this perception from consumers does not harm the positive consumer evaluations towards socially responsible firms. (Becker-Olsen, et al., 2006) gathered the assumption that consumers will always reward firms for their socially responsible initiatives unselectively. (Becker-Olsen, et al., 2006) developed two studies in order to investigate the different ways in which consumers act towards different CSR activities. In addition to this, they also explored the impact of the motivations and time choice of CSR initiatives. (Sen & Bhattacharya, 2001) also identified that consumers’ reactions to CSR are heavily related to the congruence between CSR activities and the individual interests of consumers’. They also uncovered that the quality of a product does matter and consumer’s CSR perception of the organization also plays a key role in relation to purchase intention, as low CSR evaluation can reduce the purchase intention even though the product itself may be of high quality. They also recognised that consumers are exposed to information about a company earlier than they are exposed to the information of a product. Therefore, the perception of a product’s quality is already assumed before consumers know a product. Nevertheless, it has been argued that there is no influence from CSR on the buying behaviour of customers, as customers do not really care that much about whether companies behave socially responsible or not (Boulstridge & M, 2000). (Öberseder, et al., 2011) state that although consumers consider firms’ CSR in their purchase decision-making process, the impact of CSR is rather limited in comparison with the consideration of price, quality, brand and service. Moreover, the financial status of an individual has an impact on the relative weight CSR plays within the decision-making process as individuals in good financial conditions show more interest in CSR than those that are under financial stress. Furthermore, a study conducted by (Carrigan & Attalla, 2001) in order to uncover whether consumers care about a company’s ethical behavior identified that a company’s poor ethical practices does not necessarily have a negative impact on consumer choice. This is ultimately due to the fact that consumers usually have some knowledge about different firms’ CSR although limited. They also found that a main reason for consumer choice is whether the consumer favours the product rather than the producer’s CSR.
There has been vigorous debate as to whether corporate social responsibility has been used as a tool in order to gain a competitive advantage. (Porter & Kramer, 2006) claim that CSR activities within a firm can lead to opportunity, innovation and competitive advantage. Moreover, it has also been said that the “adoption of CSR also gives the company an opportunity to premium price its product also helping in the promotions of the product and attracting consumers which impacts positively on the company's financial performance” (Mason & Simmons, 2011). As touched on previously, advertising is one of the most influential forms of marketing used to gain a competitive advantage for a business. It has been claimed that “CSR activities improve employee cohesion and give a company a fresh sense of purpose. Furthermore, CSR marketing also helps attract customers who may be more loyal because of shared values and beliefs” (Taylor, 2010). However, it has been uncovered that backlash is always a possibility with regards to CSR marketing. For example, KFC’s decision to team up with a cancer research organisation in order to raise money ultimately caused outrage as obesity is linked to both fast-food and cancer. This then led to “accusations of "pinkwashing" meaning an unhealthy product trying to improve its image by giving to breast cancer-related efforts” (Taylor, 2010). 

	




[bookmark: _Toc513722122]

3.0 Chapter 3 – Methodology
[bookmark: _Toc513722123]3.1 Introduction
[bookmark: _Hlk511138786]This chapter will outline the research methodology, data collection methods and data analysis techniques used to gather information in order to achieve the second objective of the study which is to ‘identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry’. This will then be accompanied by a justification for the preferred data collection method and approach selected in order to collect relevant information.
The term ‘research’ has been defined as ‘an intensive and purposeful search for knowledge and understanding’ (Kumar, 2008). Furthermore, (Collis & Hussey, 2009) describe research as a ‘process of enquiry and investigation that is systematic, methodical and ethical, and can help solve practical problems and increase knowledge’. In order for research to be undertaken effectively, it is crucial to be aware of the different levels and methods of research. This study has been conducted using the ‘research onion’ methodology (figure 3) developed by (Saunders, et al., 2009) which ultimately identifies the levels of research in a series of layers: The research philosophy, research approach, research strategies, choice of method, time horizon and techniques and procedures.
With regards to this study an interpretivist philosophy has been undertaken along with an inductive data collection approach. A mono-method approach has also been applied within this study in the form of a self-administered survey over a cross-sectional time frame. This therefore making the research primarily quantitative, as data has been accumulated from a convenience sample and then examined using descriptive statistics withdrawn from spreadsheet analysis.
[image: C04NF001]
[bookmark: _Toc513144868]Figure 3: The Research Onion
[bookmark: _Toc513722124]3.2 Research Paradigm
	The research paradigm has been defined as “a world view or perspective about research held by a community of researchers that is based on a set of shared assumptions, concepts, values and practices” (Johnson & Christensen, 2016). Thus, suggesting that the research paradigm can be used when planning and undertaking research.
[bookmark: _Toc513722125]3.3 Research Philosophy
	For the purpose of this research, an interpretivist epistemology approach has been applied with regards to the data collection methods. It has been suggested that interpretivists believe that the reality is multiple and relative in contrast to the positivist belief that there is a single objective reality to any research phenomenon or situation regardless of the researcher’s perspective or belief (Hudson & Ozanne, 1988). Therefore, the knowledge acquired within the discipline is socially constructed rather than objectively determined and perceived (Carson, et al., 2001). (Hudson & Ozanne, 1988) also state that “an interpretivist researcher enters the field with some sort of prior insight of the research context but assumes that this is insufficient in developing a fixed research design due to complex, multiple and unpredictable nature of what is perceived as reality”. Thus, it has been implied that the goal of interpretivist research is to comprehend and interpret the meanings with regard to human behaviour rather than to generalise and predict the causes and effects (Neuman, 2000). Therefore, the interpretivist approach is best suited to this study as it takes into consideration societies views and how they are constructed by the interpretations of the world. 
[bookmark: _Toc513722126]3.4 Research Approach
	An inductive approach to research has been adopted with regards to this study. (Bernard, 2011) states that “Inductive research “involves the search for pattern from observation and the development of explanations – theories – for those patterns through series of hypotheses”. Thus, meaning that no theories or hypothesis are applicable at the start of the research and the direction of the study is able to be altered by the researcher after it has commenced. However, it has been uncovered that “the inductive approach does not prevent the researcher from using existing theory to formulate the research question to be explored” (Saunders, et al., 2012). Ultimately, the researcher is able to use the data set collected to identify patterns and relationships in order to build a theory. Existing theory has been explored within chapter two of this study in order to develop ground theory and explore the research question further. The literature review has also been used in order to devise suitable data collection questions.
[bookmark: _Toc513722127]3.5 Research Method
	(Lancaster, 2007) states that there are numerous research methods able to be used in order to gather data, including case studies, interviews, surveys, observation, secondary data collection and experimentation. For the purpose of this study, a survey strategy has been adopted in order to gather an efficient amount of data able to be analysed further. Thus, a mono-method approach has been undertaken as the survey will be the only form of data collection performed by the researcher. The survey will be based online using SurveyMonkey, an online survey development cloud-based software. A link to the survey will then be posted online via social media, therefore enabling the collection of a sizeable amount of data. A link to the survey will also be distributed through cosmetic based groups and forums on social media in order to reach the target audience effectively. Due to the fact that the survey will be distributed online, it will therefore be available for participants to complete in their own time (Conway, 2004) which is extremely beneficial with regards to gathering data. Furthermore, the use of an online survey software ultimately means that results are able to be examined quicker and more effectively, as the software is able to analyse the data and produce graphs and charts automatically (Conway, 2004). However, it has also been argued that as internet access and some computer expertise are required to be able to complete the survey, this could potentially be a disadvantage (Conway, 2004). 
The data gathered from this study will be examined through the use of descriptive statistics, in order to further inform the discussion surrounding corporate social responsibility and its influence on consumer buyer behaviour among British women within the cosmetics industry.
[bookmark: _Toc513722128]3.6 Data Collection
[bookmark: _Toc513722129]3.6.1 Time Horizon
	This study aims to uncover the current role that CSR plays with regards to consumer buying behaviour among British women within the cosmetics industry, therefore a cross-sectional time frame has been adopted. This approach has been selected due to the fact that “a cross-sectional time horizon allows the researcher to create a ‘snapshot’ relating to the area of interest at a given moment in time” (Creswell, 2008) therefore making it best suited for the purpose of this study.
[bookmark: _Toc513722130]3.6.2 Sampling
	A convenience sample has been selected for the purpose of this study. A convenience sample has been referred to as members of the population that are chosen based on their relative ease of access and low cost (Saunders, et al., 2015). Ultimately, the subjects of a convenience sample are selected as they are easy to recruit and therefore may not be representative of the population. However, due to the time constraint of the study and the entire population being too large to test, this sampling technique is best suited to the research. The use of self-selection sampling will also be used as the survey will be published online via social media where members of certain cosmetic forums and groups are able to take part on their own accord. 
[bookmark: _Toc513722131]3.6.3 Questionnaire Design
	The questionnaire devised for the purpose of this study will consist of 10 questions, ranging from both demographic and specific questions relative to the influence of CSR on consumer buying behaviour within the cosmetics industry. All questions will be written clearly and kept concise in order to ensure that all participants fully understand and are able to answer all of the questions asked. The researcher will also ensure that all information gathered via the questionnaire will remain confidential in order to uphold anonymity. Moreover, the questionnaire will contain closed and open-ended questions in order to extract both quantitative and qualitative data from participants. It has been suggested that by including open-ended questions within a survey, this will give participants the opportunity to express their feelings further than they are able to with just the use of closed questions (Thomas, et al., 2015), therefore allowing further valuable data to be obtained.
	In addition to the closed and open-ended questions, the survey will also include questions based on the Likert scale. It has been proposed that questions based on the Likert scale provide improved levels of measurement by using multiple categories for responses (e.g. strongly disagree, disagree etc.) (Babbie, 2010). (Babbie, 2010) also declares that respondents are then required to select the statement that best describes their feelings toward the specific question.
[bookmark: _Toc513722132]3.7 Data Analysis & Presentation tools
	With regards to the primary research stage, the survey will be designed and developed in order to ensure the most effective questions are asked in order to prompt the best responses. The survey will then be published online via a link posted on social media in order to reach the intended sample size. The link will also be distributed to select groups where members are only interested in the cosmetics industry in order to gather the valuable data efficiently. The responses will then be transferred into a computer programme such as Microsoft Excel in order for the data to be cleaned and analysed further. The data will then be used in order to produce both graphs and charts to illustrate the results effectively.
[bookmark: _Toc513722133]3.8 Reliability and Validity
	Validity has been defined by (Saunders, et al., 2015) in two ways, the first being “the extent to which the data collection method or methods accurately measure what they are intended to measure”. The second definition is “the extent to which the research findings are truly about what they profess to be about”. With regards to this study, the questions asked within the survey will be solely derived from the review of academic theory in order to ensure validity. Furthermore, in order to reduce risk to both the research and observer and reduce the likelihood of participant error, research techniques will be discussed with an experienced dissertation supervisor. In addition to this, it has also been uncovered that the validity of research is underpinned by if the results gathered via the chosen sample accurately represent the views of the population as a whole (Terrell, 2016). However, the time limitation with regards to this study could potentially mean that the populations’ views may not be accurately represented.
	(Saunders, et al., 2015) define reliability as “the extent to which data collection technique or techniques will yield consistent findings, similar observations made or conclusions reached by other researchers or transparency in how sense has been made from raw data”. With regards to this study, all of the data collection methods and procedures will be verified by a dissertation supervisor in order to ensure reliability. Moreover, every attempt will be made in order to ensure that the study remains unbiased in order to uphold reliability. However, similarly to the time limitation issue previously touched upon, this could also affect reliability as the time constraint means that they study is unable to be conducted multiple times therefore making it less reliable than it potentially could be. 
[bookmark: _Toc513722134]3.9 Research Limitations and Ethical Concerns
	The main research limitation regarding this study is the time constraint subject to the researcher at an undergraduate level. Due to the fact that the researcher is only given a short period of time to gather data, this could affect the overall results of the study as a longer time period would allow a larger sample to be reached. Moreover, another potential limitation regarding the research undertaken for this study is that the survey may not reach the target audience efficiently as there is no way to guarantee that every participant that undertakes the survey are interested in the cosmetics industry. In order to minimise this limitation, the survey will be distributed on cosmetic forums and groups where all members have a common interest in the beauty industry.
	 One of the main ethical concerns with regards to this study has been identified as being the collection of potentially sensitive data. Sensitive topics have been defined as “topics in which the research may involve a potentially moderate cost, or potentially severe cost to those participating” (Lee & Renzetti, 1990). The costs could potentially include guilt, shame or embarrassment. Therefore, all information gathered via the survey will remain anonymous. Moreover, the survey will make sure all participants are aware of this by including a short paragraph at the beginning of the survey which they have to agree with by clicking a box in order to undertake the survey. Furthermore, an ethics form will be completed and submitted alongside this study in order to ensure that all ethical considerations are understood before any research can commence.




[bookmark: _Toc513722135]4.0 Chapter 4 – Data Analysis
[bookmark: _Toc513722136]4.1 Introduction
	The overall aim of this chapter is to uncover the relevant information in order to achieve the study’s objective to ‘identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry’. The chapter will ultimately discuss and evaluate the findings gathered via the chosen primary research method discussed within the previous chapter. The raw data obtained via the survey has been exported into an Excel Spreadsheet (appendix 1) therefore enabling further data analysis and examination. Tables and charts are also used in order to assist the analysis and interpretation of the data.
[bookmark: _Toc513722137]4.2 Demographic Information
	With regards to the online survey distributed for the purpose of this study, 100 respondents undertook the primary research method. As depicted in the graph below, it has been uncovered that the majority of respondents (47%) fell into the age category of 18-24 years, with the second most popular age category (24%) being 25-34 years. The graph below demonstrates that 75% of the survey’s respondents were 34 years old or younger, contrasting with a small 25% being aged 35 or older. This could suggest inaccuracy of the study as the respondents’ age distribution is portrayed as being uneven. The survey was distributed online via social media platforms deemed to be commonly used mainly by the younger population, the research method has ultimately managed to reach the target audience effectively. This is upheld by (Statista, 2017) whom state that the highest number of Facebook users in 2017 was found among 25-34-year olds, with the second highest being among 18-24-year olds. Also, it corresponds with information uncovered within this study previously, (Copp, 2017) who found that women aged 18 to 34 were the largest customer segment within the cosmetics industry.
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	The education levels of the participants have been uncovered as being relatively high. The graph below suggests that 38% of respondents are at A-level/B-Tec level, whilst 35% of respondents are in possession of a degree or are studying at this level. Economic analysis suggests that those who possess higher education levels will generally earn a greater lifetime income than those whom do not (Ramsey, 2012). This implies that the respondents of this survey potentially have a larger disposable income and are therefore more likely to purchase ethical products as they do not have to worry about their financial situation.
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The third question within the survey was devised in order to uncover how frequently the respondents purchase cosmetic products. The chart below indicates that 38% of respondents purchase cosmetic products once a month and 29% purchase cosmetic products more than once a month. Thus, due to the fact that the majority of respondents purchase cosmetic products rather frequently, this portrays them as an accurate representation of the beauty industry therefore ensuring validity.

[image: ]
[bookmark: _Toc513722138]4.3 Information Source and Purchase Motivations
[image: ]	The fourth question of the survey asked respondents how they felt they received the most information with regards to how socially responsible certain cosmetic brands are. Participants were able to select all answers that applied to them out of the seven options available. The graph below demonstrates that social media was deemed to be the most popular source among the respondents with a total of 65% of the votes. As touched on previously, this could potentially be due to the age range of the respondents as social media is extremely popular among the younger generation. Furthermore, television commercials were regarded as the second most popular source with 52% of the votes, whilst a more traditional method of printed media (magazines) received 41% of the votes making it the third most popular source among respondents. Moreover, (Carrigan & Attalla, 2001) argue that ethical consumers do exist and are therefore aware of CSR strategies as they heavily influence their buying behaviour, thus corresponding with the results portrayed in the graph below as most respondents have indicated that they receive information with regards to CSR in some manner. 

The purchase motivations of consumers with regards to the cosmetics industry were examined within question 5 of the survey. The question was devised in order to uncover just how important certain factors are considered by consumers when purchasing cosmetic products. Only a small majority of the factors mentioned within the question were related to the concept of corporate social responsibility, as the purpose of the question was to gain a general understanding as to what factors influence consumers when purchasing cosmetics. The results depicted within both the graph and table below demonstrate that respondents feel that price is the most influential factor when purchasing cosmetic products, followed closely by quality. This corresponds with the findings of (Öberseder, et al., 2011) whom state that the impact of CSR is rather limited in comparison with the consideration of factors such as price and quality. The table states that 35% of respondents ranked price as very important, whilst 33% ranked it as important. This could potentially be due to the fact that during today’s economic crisis, more consumers are having to consider their purchases more thoroughly as disposable income is much lower than in recent years meaning consumers have less money to spend on luxury items such as cosmetics. This is upheld by (Bailey, 2018) whom states that household disposable incomes have fallen by 0.01%, for the first time since 2011. Moreover, the table demonstrates that respondents regard the image of the brand as relatively important, as 41% of participants voted the factor as moderately important whilst 21% regarded it as important. This again corresponds with the views of (Öberseder, et al., 2011) whom suggest that brand image has a bigger impact within the purchase decision-making process in comparison with CSR. Moreover, convenience and previous experience have both been uncovered as being relatively important factors being considered before the purchase of cosmetic products. Therefore, consumers are more likely to purchase cosmetic products that they have easy access to and experience with. Furthermore, the question has identified that respondents consider environmentally friendliness as being unimportant with regards to buying behaviour within the cosmetics industry, with 49% of respondents ranking it as of little importance. This therefore suggests that consumers do not really care that much about whether companies behave socially responsible or not (Boulstridge & M, 2000). Finally, respondents regarded both recommendation and packaging as being unimportant within the purchase decision-making process of cosmetic products, with 69% regarding packaging and 42% regarding recommendation as having little importance to them.
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[bookmark: _Toc513722139]4.4 Awareness of Socially Responsible Cosmetic Companies
	Question 6 within the survey required respondents to clarify whether they were able to name any socially responsible cosmetic brands, and if so to state an example. This question was devised in order to gain a broader understanding as to just how aware consumers are with regards to social responsibility and CSR. The chart below implies that over two thirds of respondents were unable to name any socially responsible cosmetic companies, whilst only a small 23% were able to do so. This suggests that the respondents with regards to this study possess low CSR awareness therefore corresponding with the information gathered via the previous studies of both (Becker-Olsen, et al., 2006) and (Öberseder, et al., 2011) whom both found that the majority of participants that undertook their studies were in possession of low CSR awareness. However, the findings gathered via this question could also be due to the fact that participants often do not respond well to open-ended questions and tend to either skip or in this case choose the closed option therefore potentially leading to an inaccurate response.
[image: ]	


[image: ]Regarding the 23% of respondents that answered yes, their examples are demonstrated within the graph below. The graph demonstrates that The Body Shop had the most votes with regards to being socially responsible, with 9 out of 23 votes. The Body Shop was independently founded by Anita Roddick in 1976, but was recently taken over by cosmetic giant L’Oreal in 2006. The organisation prides itself as being cruelty-free and inspired by nature therefore making them one of the more well-known ethically responsible companies. Lush has been voted as being a socially responsible brand by 5 respondents, therefore making it second most popular among respondents. Both the Body Shop and Lush are in possession of bold CSR strategies which is why they both stand out as ethically responsible companies. However, one respondent has listed MAC as a socially responsible cosmetic brand although there has been evidence to suggest that the company still practices animal testing. Thus, this suggests that consumers are unaware as to which companies are deemed as socially responsible within the cosmetics industry, again validating the studies of both (Becker-Olsen, et al., 2006) and (Öberseder, et al., 2011). 
[bookmark: _Toc513722140]4.5 Personal Awareness of CSR and its Influence on Purchasing Behaviour
[bookmark: _Hlk511661079]	Questions 7 to 9 of the survey were devised in order to uncover the levels of respondents’ awareness as to whether the companies they both currently and have previously purchased from are socially responsible and whether the discovery of unethical practice would have an overall impact on their purchasing behaviour. With regards to answering questions 7 to 9, participants had the choice of five options ranging from whether they ‘strongly agree’ with the statement to whether they ‘strongly disagree’. Question 7 asked respondents if they were aware whether the cosmetic companies that they purchase from are socially responsible within their daily practices. The results demonstrated in the graph below portray that the majority of respondents are unaware whether the cosmetic companies they purchase from act in a socially responsible manner, as 41% of participants stated that they disagree with the statement. Thus, implying that CSR does not play a significant role within the purchasing process as many consumers are unaware of the strategy. Furthermore, these findings uphold the views of (Carrigan & Attalla, 2001) whom state that consumers have limited knowledge about different firms’ CSR practices.
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Following the findings gathered from the previous question, the eighth question within the survey required respondents to clarify whether they would avoid purchasing from a company discovered as being socially responsible even if it included one of their favourite brands. The results demonstrated within the graph below suggests that most of the respondents would still purchase from a company even if they were discovered as being socially irresponsible, as 46% stated that they disagreed with the statement with a further 5% stating that they strongly disagreed. These results correspond with the findings of (Carrigan & Attalla, 2001) whom conducted a study in order to uncover whether consumers care about a company’s ethical behavior. They identified that a company’s poor ethical practices do not necessarily have a negative impact on consumer choice and found that a main reason for consumer choice is whether the consumer favours the product rather than the producer’s CSR. Moreover, these findings could also be due to the fact that respondents regarded price as one of the most important factors that they consider before purchasing cosmetic products, therefore they will be looking to purchase the cheaper alternative regardless of whether the company is socially responsible. This is supported by the findings of (Öberseder, et al., 2011) whom uncovered that the financial status of an individual has an impact on the relative weight CSR plays within the decision-making process as individuals in good financial conditions show more interest in CSR than those that are under financial stress. Thus, this ultimately suggests that consumers’ purchase behavior is not influenced by CSR.
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Question 9 of the survey had been implemented in order to uncover whether respondents actively seek information regarding whether a cosmetic company is socially responsible before they purchase from them. Again, respondents were required to state whether they agreed or disagreed with the statement with options provided in the form of a Linkert scale. The graph below states that 60% of respondents said that they disagree with the statement whilst 9% said they strongly disagree. Thus, suggesting that consumers do not care enough about CSR related topics and are therefore not influenced to actively seek information on whether a company is socially responsible before they purchase from them. This is congruent with the views of (Boulstridge & M, 2000) whom state that there is no influence from CSR on the buying behaviour of customers, as customers do not really care that much about whether companies behave socially responsible or not. 
[bookmark: _Toc513722141][image: ]
[bookmark: _Toc513722142]4.6 The Importance of CSR Initiatives
	The final question within the survey (question 10) was developed in order to examine consumers’ perception of popular CSR initiatives currently being implemented within the cosmetics industry. Participants were asked which of the following CSR initiatives they felt were most important for a company operating within the cosmetics industry to consider. Respondents were given five options to choose from when answering the question, ranging from unimportant to very important.
	The results demonstrated within both the table and graph below suggest that most of the respondents feel it is important for cosmetic companies to not partake in animal testing. Overall, 46% of respondents stated that they regarded animal testing as an important/very important initiative for a company to consider, whilst 44% stated they felt it was moderately important. Similarly, the graph also depicts that respondents consider the protection of human rights (41%) and employees being treated fairly (40%) as reasonably important CSR initiatives to be considered by companies operating within the cosmetics industry. However, although respondents have stated they feel strongly about these initiatives, their ethical beliefs are not correlated with their buying behaviour as information gathered from a previous question within the survey has uncovered that respondents would not avoid purchasing from a brand if it was found to be acting socially irresponsible. This correlates with the findings of (Sen & Bhattacharya, 2001), whom state that “ethical buying intention does not correlate with ethical buying behaviour when applied to a real-life situation”. Moreover, this is also congruent with the findings of (Carrington, et al., 2010) whom uncovered that ethically minded consumers rarely add ethical products to their shopping baskets, regardless of their ethical intentions therefore suggesting CSR does not affect buying behaviour.
	Furthermore, the findings exhibited within both the table and graph below indicate that respondents regard the following CSR initiatives as having little importance. These initiatives include being environmentally friendly, donation to charity and community investment. Moreover, the results also uncovered that 34% of respondents regard the use of natural ingredients within products as having little importance, whilst 26% regarded it as being moderately important. Thus, with most of the CSR initiatives listed in the question being perceived as reasonably unimportant by respondents, this suggests that CSR does not have much impact with regards to consumer buying behaviour among British women within the cosmetics industry. Again, this upholds the findings of (Boulstridge & M, 2000) whom argued that there is no influence from CSR on the buying behaviour of consumers.
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[bookmark: _Toc513722143]5.0 Conclusion
[bookmark: _Toc513722144]5.1 Introduction
	The purpose of this study was to uncover the overall impact corporate social responsibility has with regards to the consumer buying behaviour of British women within the cosmetics industry. This chapter will discuss how the research objectives of this study have been met and by summarising the overall findings of the study taking both primary and secondary data gathered into consideration. Thus, allowing an informed conclusion to be reached with regards to the research topic.
[bookmark: _Toc513722145]5.2 Summary of Findings
	The secondary research gathered in chapter 2 of the study has allowed key theories relating generally to the topic to be uncovered, ultimately leading to the attainment of the first part of the first research objective which was to ‘critically analyse the academic literature on the impact of CSR on overall consumer behaviour’. With regards to the second part of the first research objective which considers ‘critically analysing the academic literature with regards to the impact of CSR within the cosmetics industry specifically’, this was rather difficult due to limited research being available regarding the topic. However, this made the study more interesting as general ideas, concepts and theories were able to be applied to a specific area (cosmetics industry), which can be identified as being very familiar to the use of CSR within an organisation’s marketing efforts.
With regards to chapter 2 of the study, the information gathered ultimately identified views regarding both sides of the argument, as it was uncovered that certain individuals regarded CSR as having an influence on consumer behaviour within the cosmetics industry, whilst others regarded the topic as being unimportant. Thus, primary research in the form of an online survey was developed in order to come to a better understanding of the topic. Ultimately, this led to the achievement of the second research objective which was to ‘identify the public’s opinion on CSR and if it influences their purchase behaviour within the cosmetics industry’.
[bookmark: _Hlk513656776]	Although the survey uncovered a number of interesting results, a select few have been regarded as being extremely valuable with regards to achieving the first part of the third research objective which is to ‘evaluate the findings’ of the study, thus allowing an informed conclusion on the research question to be achieved. Firstly, the study identified that the most influential factor with regards to purchasing cosmetic products was price, followed closely by quality. It was also uncovered that respondents consider environmentally friendliness as being unimportant, therefore suggesting that the impact of CSR is rather limited. Additionally, it was also identified that respondents could have potentially regarded price as being the most influential factor due to their financial status as they would be looking to purchase the cheaper alternative regardless of whether the cosmetic company is socially responsible, therefore implying that the financial status of an individual has an impact on the relative weight CSR plays with regards to their buying behaviour. Furthermore, it was identified that respondents were in possession of extremely low CSR awareness, with over two thirds of the respondents being unable to name any ethical cosmetic brands, thus corresponding with previous studies that found most of their participants were in possession of low levels of CSR awareness. Moreover, it was also uncovered that consumers do not actively seek information regarding whether a company is socially responsible before they purchase from them, suggesting they do not care enough about CSR related topics. Additionally, it was confirmed that “ethical buying intention does not correlate with ethical buying behaviour when applied to a real-life situation”, thus corresponding with the views of (Sen & Bhattacharya, 2001). This is because although participants regarded the listed CSR initiatives as being important, they would not avoid purchasing from a brand if it was found to be acting socially irresponsible. Finally, it was also discovered that respondents of the survey regarded animal testing as being more important than other CSR initiatives such as the protection of human rights. However, as touched on previously although participants appear to regard certain initiatives as being important, this does not correlate with their buying behaviour. In conclusion, based on the findings of this study it appears that on average between 10 and 20% of consumers regard CSR as being an important issue, thus suggesting that it does not play an influential role with regards to buying behaviour among British women within the cosmetics industry.


























[bookmark: _Toc513722146]6.0 Recommendations
In order to achieve the final part of the third research objective, suitable recommendations with regards to future research on the topic will be outlined below.
[bookmark: _Toc513722147]6.1 Recommendations for Cosmetics Industry
The study appears to have uncovered that CSR does not have an impact on the buying behaviour of British women within the cosmetics industry, however it is apparent that in recent years the topic has gained more interest and therefore businesses should not disregard implementing CSR initiatives within their strategies completely. For example, due to the increased coverage and interest in animal testing in recent years, this has led to respondents regarding the topic as being of extreme importance. Therefore, it can be argued that this is learnt behaviour due to companies using the initiative as a marketing technique. Thus, implying that more focus on other CSR initiatives would lead to the increase in awareness, potentially leading to more consumers regarding the initiatives as being just as important as they regard animal testing. Therefore, it is recommended that organisations should look to include CSR initiatives within their strategies as the views of the population with regards to CSR are changing gradually.
[bookmark: _Toc513722148]6.2 Recommendations for Further Research
As one of the main limitations of the research was time and money, this meant that only a small sample of participants were able to partake in primary research, thus leading to potentially inaccurate results. If the study were to be re-conducted on a larger scale, this would allow for more data to be gathered and analysed further in order to reach a better understanding with regards to the topic. Therefore, it is recommended that further research regarding the topic should be conducted on a larger scale.
Additionally, as the study was conducted using a quantitative approach with regards to data collection, it is recommended that future research on the topic should adopt a mixed methods approach, with the use of both qualitative and quantitative data collection. Ultimately, this would allow for more accurate results therefore strengthening the validity of the study.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  


SECTION A: About You (Principal Researcher)

	Full Name:
	

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	Business School

	Campus:
	Swansea

	E-mail address:
	[bookmark: _GoBack]

	Contact Telephone Number:
	

	For students:

	Student Number:
	P145759
	Undergraduate
	☒
	Programme of Study:
	BA Business and Finance
	Taught Postgraduate
	☐
	Director of Studies/Supervisor:
	Caroline Jawad
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in)

	☒	Supervisor


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.

SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	Dissertation Handbook
	☐
	Advice from supervisor
	☐

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	Impact of CSR on the consumer behaviour of British women within the cosmetics industry

	Proposed start date:
	
	Proposed end date:
	

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	· Critically analyse the academic literature on the impact of CSR on overall consumer behaviour and within the cosmetics industry.
· Identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry
· Evaluate the findings and draw a conclusion on whether CSR has an impact on the consumer behaviour of Welsh women within the cosmetics industry.



(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	
Online Questionnaire
Statistical tests



(this box should expand as you type)



	Location of research activity
Identify all locations where research activity will take place.

	Swansea Business School

(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	
N/A
(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☐
	☒

	Use of diaries?
	☒
	☐

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☐
	☒

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☒



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 
SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☐



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	Expected a valid sample: 100 people minimum for questionnaire

this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 



	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	


(this box should expand as you type)



SECTION H: Anticipated Risks

	[bookmark: _Toc513572243][bookmark: _Toc513646846][bookmark: _Toc513658703][bookmark: _Toc513722153]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc513572244][bookmark: _Toc513646847][bookmark: _Toc513658704][bookmark: _Toc513722154]Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
Sensitive organisational information
(this box should expand as you type)

	

	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

	
Non-disclosure agreement

	

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

	
All participants including the researcher will be treated with respect and consideration
(this box should expand as you type)

	

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

	
Good standing of UWTSD considered at all times

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	All information will be stored safely and securely. Confidentiality agreed at all times.






	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

	Has a DBS certificate been obtained?
	☐
	☐
	☒


SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	The dissertation will be available to all participants on request.


	

	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.

	
Participants will sign a form before undertaking online questionnaire

 (this box should expand as you type)

	

	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. 

	All participants will remain anonymous therefore no participant will be identifiable 


(this box should expand as you type)


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/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

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

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

	If YES, provide a description of the 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 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 data confidentiality, including details of password protection, encryption and anonymisation:

	All data collected will be anonymous. A number of passwords will be used in order to keep data secure. Memory sticks will be kept in locked drawers. 


	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 Data Protection Act (and/or any international equivalent):

	




(this box should expand as you type)



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

	
Student
(this box should expand as you type)

	

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

	
Student
(this box should expand as you type)

	

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

	Storage will be undertaken by student and advice will be given on how to dispose of data after 5 years. Student will not possess paper storage.
(this box should expand as you type)




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

	Signature of applicant:
	A Brain
	Date:
	20/11/17



For students:
	Director of Studies/Supervisor:
	Caroline Jawad

	Signature:
	


	Date:
	



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




	☒
	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)


	☒
	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 Head of School.


Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:


	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: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University 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 Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University 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 Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/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.  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 Head of School/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 Head of School / 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 you comply with and tick all that are relevant to your research.
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Appendix 3 – Data Gathered from Survey in Excel Format

	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	What age category do you fall under?
	
	
	
	

	Answer Choices
	Responses
	
	
	
	

	Under 18
	4.00%
	4
	
	
	
	

	18-24
	47.00%
	47
	
	
	
	

	25-34
	24.00%
	24
	
	
	
	

	35-44
	13.00%
	13
	
	
	
	

	45-54
	8.00%
	8
	
	
	
	

	55-64
	3.00%
	3
	
	
	
	

	65+
	1.00%
	1
	
	
	
	

	
	Answered
	100
	
	
	
	

	
	Skipped
	0
	
	
	
	

	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	What is your highest education level?
	
	
	
	

	Answer Choices
	Responses
	
	
	
	

	GCSE or Equivalent
	19.00%
	19
	
	
	
	

	A-Level/B-Tec
	38.00%
	38
	
	
	
	

	Degree
	35.00%
	35
	
	
	
	

	Masters or Above
	8.00%
	8
	
	
	
	

	
	Answered
	100
	
	
	
	

	
	Skipped
	0
	
	
	
	

	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	How frequently do you buy cosmetic products?
	
	

	Answer Choices
	Responses
	
	
	

	More than once a month
	29.00%
	29
	
	
	

	Once a month
	38.00%
	38
	
	
	

	Once every 3 months
	27.00%
	27
	
	
	

	Once every 6 months
	4.00%
	4
	
	
	

	Once a year
	0.00%
	0
	
	
	

	Less than once a year
	2.00%
	2
	
	
	

	
	Answered
	100
	
	
	

	
	Skipped
	0
	
	
	



	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry
	

	How do you feel you receive the most information regarding how socially responsible certain cosmetic brands are? 

	Answer Choices
	Responses
	
	
	

	Social media
	65.00%
	65
	
	
	

	Company websites
	19.00%
	19
	
	
	

	Magazines
	41.00%
	41
	
	
	

	Television commercials
	52.00%
	52
	
	
	

	Celebrities/Beauty bloggers
	38.00%
	38
	
	
	

	Do not feel I receive any information
	9.00%
	9
	
	
	

	Other (please specify)
	0.00%
	0
	
	
	

	
	Answered
	100
	
	
	

	
	Skipped
	0
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	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	Can you name any socially responsible cosmetic brands?

	Answer Choices
	Responses

	Yes
	23.00%
	23

	No
	77.00%
	77

	If yes, please give an example.
	 
	23

	
	Answered
	100

	
	Skipped
	0



	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	I am aware whether the cosmetic companies I purchase from are socially responsible in their daily practices.

	Answer Choices
	Responses
	
	
	

	Strongly agree
	2.00%
	2
	
	
	

	Agree
	16.00%
	16
	
	
	

	Neither agree nor disagree
	35.00%
	35
	
	
	

	Disagree
	41.00%
	41
	
	
	

	Strongly disagree
	6.00%
	6
	
	
	

	
	Answered
	100
	
	
	

	
	Skipped
	0
	
	
	

	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry
	
	

	I would avoid purchasing from a brand if they were discovered as being socially irresponsible even if it included one of my favourite brands.

	Answer Choices
	Responses
	
	
	
	
	

	Strongly agree
	6.00%
	6
	
	
	
	
	

	Agree
	17.00%
	17
	
	
	
	
	

	Neither agree nor disagree
	26.00%
	26
	
	
	
	
	

	Disagree
	46.00%
	46
	
	
	
	
	

	Strongly disagree
	5.00%
	5
	
	
	
	
	

	
	Answered
	100
	
	
	
	
	

	
	Skipped
	0
	
	
	
	
	

	CSR's Impact on Consumer Buying Behaviour in Cosmetics Industry

	I often seek information on whether a cosmetic brand is socially responsible before I purchase from them.

	Answer Choices
	Responses
	
	
	

	Strongly agree
	4.00%
	4
	
	
	

	Agree
	7.00%
	7
	
	
	

	Neither agree nor disagree
	23.00%
	23
	
	
	

	Disagree
	60.00%
	60
	
	
	

	Strongly disagree
	9.00%
	9
	
	
	

	
	Answered
	100
	
	
	

	
	Skipped
	0
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