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Task 1 – Problem Outline
The name of my small Malaysian skincare business is D'Vine Glow, I do most of my business through social media platforms like TikTok and Instagram. One challenge that I've been facing is obtaining sales from social interactions. I can make content and get views, likes, comments and followers but not everyone that views my content will necessarily be purchasing my product.
From my experience, it is not that easy to sell a skin care product online if all you do is show the product. It is not possible to see or test the product before purchasing and it is crucial to develop trust. There are a lot of people that have commented on my videos but don't go and purchase the product. However, it can be difficult as there is a lot of time involved in planning, shooting and editing video, and the results of the sales can vary widely.
The situation is particularly pertinent in Malaysia where there are various international and local skin care brands that can be easily purchased online, even on TikTok Shop. Small businesses, such as D'Vine Glow, will then have to vie for customer's attention with main brands, influencers, and other small skincare companies. These include the cost of the product, reviews, product awareness and customer's trust, which can affect purchasing decisions.
In my business, this is a problem because of the inconsistent sales and planning future marketing campaigns. Personally, it also affects me, as I have to come up with new content and different marketing strategies to get it out there. It is important to understand why social media engagement doesn't always lead to sales, then D'Vine Glow can better target their sales and marketing efforts.
When you actually submit, add screenshots of your TikTok /Instagram analytics, posts that may have a high number of views but low sales, TikTok Shop results, or anything else that is real-life examples from D'Vine Glow. This will add immense strength to the paragraph as it specifically asks for evidence from observations and locality.

TASK 2: Use of Generative Artificial Intelligence to Explore Academic Literature
AI Prompt Used
Prompt: “I run a small Malaysian skincare business called D’Vine Glow that mainly uses TikTok and Instagram for marketing. My problem is that my social media content can receive high views, likes, comments and followers, but these interactions do not consistently result in product purchases. Customers cannot physically test the skincare product before buying, so trust, reviews, perceived risk, product information and brand awareness may influence their decision. Using recent academic literature, identify the key concepts and terminology that can help explain why social media engagement does not always convert into purchase intention. Provide academic sources and distinguish between social media engagement, consumer trust, perceived risk, electronic word-of-mouth, social commerce and purchase intention.”

Selected AI Output
The main concepts are: Social media engagement, consumers' trust, perceived risk, eWOM, social commerce and purchase intention. Social media engagement refers to interactions such as likes, comments and shares, but engagement does not necessarily result in purchasing. Trust is a key factor as there is no chance for customers to physically check out skin-care products prior to purchase. Perceived risk can diminish purchase intention, but reviews and recommendations can boost confidence. Thus, engagement must build the basis of trust and confidence with a customer so as to affect purchase intention.
Evaluation and Justification
These ideas I have taken part in while working with D'Vine Glow as I have seen customers interacting with my content without necessarily buying the product. This indicates that there is no direct link between views, likes and sales.
In the case of online skin care, it's especially crucial to trust the product because they're unable to touch it. Hajli (2015) revealed that social commerce has a significant impact on consumers' intention to buy, and Hajli et al. (2017) singled out trust as an important determinant of purchase intention. The relevance to electronic word-of-mouth is that consumers may be influenced by Web-based reviews and recommendations (Cheung, Lee and Rabjohn, 2008).
I did not blindly trust the AI answer, I checked it. I checked the ideas with peer-reviewed academic sources to see if they were relevant to online purchasing and if the results were relevant. This helped to minimize the potential of getting false or misleading AI-generated data.

Selected Problem Definition
As consumers need to build trust and get enough information and confidence before buying skin care products online, there is a challenge in getting them to translate their social media interactions into purchase intention for D'Vine Glow.
This is a more specific definition then just saying that D’Vine Glow has low sales, as it recognizes the difference between social media engagement and purchase intention that can be explored for my research project.
 
Academic Resources
1. Cheung, C.M.K., Lee, M.K.O. and Rabjohn, N. (2008). Internet Research, 18(3), 229–247.
2. Hajli, N. (2015). International Journal of Information Management, 35(2), 183–191.
3. Hajli, N., Sims, J., Zadeh, A.H. and Richard, M.O. (2017). Journal of Business Research, 71, 133–141.
4. Sokolova, K. and Kefi, H. (2020). Journal of Retailing and Consumer Services, 53, 101742.
TASK 3 : Research Question and Research Approach
AI Prompt Used
“Based on my problem that D’Vine Glow receives social media engagement but this does not always result in purchases, suggest suitable research questions and realistic research approaches for a final-year undergraduate research project. The research should focus on Malaysian social media users and be achievable within limited time and resources.”

Selected AI Output
The possible research questions are:
1.What are the factors that affect the chances of social media engagement to translate into D'Vine Glow's purchase intent?
2. What is the effect of consumer trust on purchase intention via social media with regards to D'Vine Glow?
3. How do social media engagement, trust and electronic word-of-mouth contribute to consumer's purchase intention?
A quantitative survey method, based on an online questionnaire would be ideal. The questionnaire may be directed at Malaysian social media users that have seen, followed or reacted to content from D'Vine Glow. Responses could be analysed to determine if there are relationships between social media engagement, trust, perceived risk, and purchase intention.

Determine a research question by choosing and refining it.
Considering the AI suggestions, I chose the following research question:
What are the factors that impact social media engagement to purchase intention for D'Vine Glow?
I chose this question because it is directly related to the problem that I found in Task 1. I don't just have a problem with having low sales, I have a problem with people who can interact with my social media without buying my product positively. Therefore, I could explore what occurs from engagement to purchase intention in this question.
The question is also linked to the concepts from Task 2, such as consumer trust, perceived risk, electronic word of mouth, social media interaction. At first I thought to just focus on consumer trust, but thought this may be limiting as there could be other factors that affect purchasing decisions. A selected question enables multiple factors relevant to the question to be considered.
Purchase intention is used instead of purchase, since purchase is subject to measurement via questionnaire. Even if someone has not made a purchase, they may have an intention to buy.
Research Approach
A quantitative research methodology would be the best approach to take because I will be able to get measurable responses from a group of potential consumers. I would use a questionnaire that is online as this is practical for a business that already has a business on TikTok and Instagram. It would also give me the ability to reach Malaysian social media users at a very minimal expense.
There would be questions on the questionnaire that would have a Likert scale rating for factors like trust, perceived risk, social media engagement, product information and purchase intention. For instance, the respondents could show their agreement with the statement that “Positive reviews make them feel better about buying a skin care product online.”
I would try to gather around 50-100 answers from Malaysian internet users who have previously viewed or interacted with skincare content on the internet. Convenience sampling would be used as it has limited time and would be able to use social media and my network to reach suitable participants.
This would be feasible for my final year project as I don't have to go into large companies or into the presence of senior executives. It enables me to understand how to gather primary data directly from consumers and how the data will help determine the reasons why social media engagement does not necessarily lead to a purchase intention for D'Vine Glow.

TASK 4 : Summary Research Proposal
Research Question
What are some of the factors that could influence the change in purchase intention for D'Vine Glow due to the social media interactions?
Key Terms:
Social media engagement is the interaction consumers have with the content of social media, such as viewing, liking, commenting or sharing. Since D'Vine Glow communicates primarily through TikTok and Instagram, engagement is important to them.
Consumer trust is the level of trust that consumers have in a seller and its products. Hajli et al. (2017) discovered that trust may have an impact on consumers' intentions to purchase things in social commerce. Trust is a key factor for D'Vine Glow, because the skin care products can't be touched or tasted by the customers before purchasing.
Consumer's uncertainty about any negative outcome on purchase of the product online is perceived risk. It may be about the product's quality, its appropriateness or satisfaction.
Purchase intention is a desire or likelihood of a consumer buying a product. This is used rather than sales because the purchase intention of the respondents is determined by their attitude and actual intentions.

Explanation and Justification: 
The terms have been picked as they are somewhat similar to the problem that I faced in my D'Vine Glow experience. The social media stuff can be very engaging, but people won't necessarily be buying. The perceived risk, social media trust and information can affect the conversion from engagement to purchase intention.
The research question is selected in such a way that it is specific to D'Vine Glow and not the entire Malaysian skin care industry. This helps to keep it manageable for my final year project, time and resources. It also helps me to investigate an actual business issue which I encounter.

Research Design:
I am proposing the following research design – Quantitative Research Design – Cross sectional survey. One time data would be collected by an online survey. This design is suitable since I want to know the perceptions of the respondents and know what the factors might be associated with the purchase intention.
There would be multiple sections to the questionnaire, which would include social media engagement, trust, perceived risk, product information and purchase intention. Respondents were requested to respond to the items on the questions using a 5-point Likert scale from strongly disagree, to strongly agree.

Reliability and Validity
Reliability is consistency of the questionnaire's output. I would use clearly and consistently framed questions, and either design new ones or, as far as possible, reuse measurement items from published academic studies so as to increase the reliability of the assessment.
Validity - the degree to which the research is measuring what it is designed to measure. Each question would relate to the research question and key concepts. A small pilot test of the questionnaire with a few people prior to distributing the final questionnaire would be conducted also. They may point out misworded or confusing questions.

Research Methods and Data Collection:
This would be for Malaysian social media users who have seen or interacted with skincare posts on social media before. My goal would be to get about 50-100 respondents. Convenience sampling would be used because a project in an undergraduate class, with a limited amount of time and resources would be reasonable.
The survey would be sent out using social media, namely Instagram, TikTok and WhatsApp. It would be a voluntary participation and the respondents will be informed about the purpose of the study. There would be no unnecessary personal information taken.
Data gathered might be analysed descriptively in terms of frequencies, percentages and mean scores. I could also cross tabulate the answers to the questions of trust, perceived risk and engagement with purchase intention to look for patterns in the answers.

Access and Permissions:
It's not just a fantasy, I'm already associated with the business.It is realistic as I already have some business or social media connection. I would not require to take permission from big companies or higher management. But the participants would be told that they are volunteering and that the answers would only be employed for academic purposes. I would also maintain anonymity and confidentiality of the responses.
This is a type of research design that could be used in a final year project. It allows me to consider a real problem that comes up in D'Vine Glow, and to collect first-hand data from the consumers. The results might be used to determine the aspects that are more important in the future social media marketing strategies.

TASK 5: VIDEO PRESENTATION
https://youtu.be/laDCOmoYeB8

TASK 6: Reflection Using Gibbs’ Reflective Cycle
1. Description:
I explored a real business problem for this portfolio which I have encountered in my own experience with D'Vine Glow, a small Malaysian skin care company which I run on social media. I realized that all the people who like my tiktok or instagram posts, comment on them and view them don't necessarily buy my products. I then used Generative AI to explore academic research to discover concepts related to engagement with social media, consumer trust, perceived risk, electronic word of mouth and purchase intention. I wrote down a research question and I proposed a feasible investigation method of the problem – quantification through questionnaire.
2. Feelings:
Initially I felt I had a good idea of the problem since I have personally experienced it with D'Vine Glow. I knew, however, from my own experience, what was happening – but not why. I was blessed with academic research to have a different way of looking at the situation. I did have some concerns with AI to begin with, because I knew it would be able to provide me with false or fabricated information. This was an awareness that the information was not to be taken at face value but to be verified.
3. Evaluation:
A good thing about that was that I could relate my schoolwork to a real business in which I am involved. I can identify a topic that isn't theoretical, but is something that is practical and that I
care about as it pertains to my marketing decisions. I also found out that just a social media engagement does not necessarily result in the buying of a product or service.
But I couldn't think of a problem that I could cut it down. The possibilities are endless such as price, trust, reviews, product information and competition. I thought that I would only be going through one question that I could do instead of all the questions.
4. Analysis:
The most significant lesson is to systematically tackle business problems. I used to believe that if it had extensive views and downloads were in the low numbers, then I thought that the post was unsuccessful. In this research, I have found out that there is a difference between the concepts of engagement and purchase intention. Content is good to like or be interested in, or it can even catch the customers' attention without any concern before buying.
I also learned that I can get an explanation for issues within my business enterprise from academic research. Consumer trust and perceived risk are significant with online products and services, particularly beauty products, since the customer cannot have a physical product in his/her hands before buying them.
5. Conclusion:
In general, it enabled me to relate better to the real world business literature and the academic literature. It was informed that Generative AI can be utilized to brainstorm ideas and find words and phrases, but not as a substitute for thinking and fact-checking. Learned how to write researchable and specific research question.
6. Action Plan:
I will use this knowledge to use my own business, D'Vine Glow and think outside the box when it comes to my customer's purchase decision; I will start to consider other factors that go into a purchase. I can utilize customers feedback, reviews and responses on social media to make my marketing strategies better in the future. In addition, being a student entering the realm of accounting, I know how to apply evidence and data in decision making in business. This also exists because I reside in Kuala Lumpur and there is a huge and a diverse social media market that can be leveraged on later for business and research. I have learned to love the ability to use skills acquired in research in any environment other than university and how it could help me in my future job or entrepreneurship.
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