When considering my dissertation proposal I wanted to stay within my course subject of Advertising and Brand Design.  One of the topics that interests me is use of influencers in marketing and how the use of people with notoriety are seemingly  become an authority on what we should and should not buy.  I will be focusing on the present day with the use of influencers in social media marketing, but will be taking a brief look back through generations to see whether the use has changed or stayed the same just in a more modern day format.   My key words I will be focusing on are Advertising, Celebrity and Influence.  

Advertising

With advertising being a wide term I wanted to put a focus on digital aspect aimed more at the younger audience.  With modern day companies looking at the next generation of society as its future customer base, in general terms classic ways of advertising and marketing, such as newspaper and radio adverts have less focus with more time and money being spent on digital forms such as social media marketing. Warren Knight an Advertising Executive stated on his website in regards to the digital advertising world 'Over the last ten years, we’ve adapted to using the online world to listen, research, and find products/services we want to buy. For any business in any industry, it’s no longer a nice to have, it’s a necessity.' 

 With statistics showing that young people between the age of 18 and 24 spend a large portion of the day on devices it only makes sense that advertisers would take major advantage of this.  The King University states "according to data by Flurry Mobile, “the average U.S. consumer spends a whopping 5 hours a day on these devices such as cell phones and tablets."  With statistics as high as this, and inevitably with the progression of technology and innovation these statistics will be climbing.  With the way of the world slowly becoming fully digital with every day additions such as Netflix and Spotify slowly replacing conventional Television and music formats, the way of advertising will have to go the same way, adapting pre existing methods and creating new approaches.      

Advertising in  simplistic terms is 'the business of trying to persuade people to buy a product or service'  As far back as the 1920's the use of famous faces, usually actors this far back have been used to sell products to a fans of them or fans of the television show or film they are in.  With one of the top things to gain with a potential client being trust, the use of a familiar face builds this on a subconscious level without the customer personally knowing them.   Dr Ari Zelmanow stated in Psychology Today that "A morally responsible businessperson wants to solve a problem for their customers. In other words, they don't lie, cheat, or otherwise deceive their customers to get them to buy something that they know doesn't work."  

For my dissertation I intend to reference the works of Psychologists such as Nathalie Nahai whose 2017 book ' Webs of Influence: The Psychology of Online Persuasion' takes a deep look into the human psyche, why we make decisions the way we do and what factors can effect a decision to purchase something, with a focus on online transactions.  In this book the author discusses the scientific facts on advertising and its effect on the human brain.  One of these points of discussion is the use of empathy as a tool in advertising.  The author writes 'In effect, you’re literally getting on the same wavelength as the narrator, in one beautiful act of neural coupling.'   When researching the phrase 'neural coupling' I was drawn to the definition by  Dr Uri Hasson PhD, who stated   'events in the story activate the same parts of the brain that would be activated if the events were occurring in reality.'  In the same article Dr Hasson talks about the ability to effect another humans emotions by storytelling, with a good storyteller able to plant and direct emotions the way they want. As much as advertising is the art of selling products or services to a potential client, without an emotional connection this is rarely achieved.  In my dissertation I intend to discuss and research this at more length.   

Celebrity

The term celebrity is a strange one to wrap your head around, certainly for me.  To understand the point where a person crosses over from their regular life into that of a celebrity is one I'm sure only the people who have lived it can comprehend.  What is that point of transition?  In a world where Instagram models can easily make millions of dollars a year on endorsements generally based on their looks and chosen lifestyle, have these lines of celebrity now been blurred or even fading away from the public and my understanding.  In the past people who held the celebrity status where the ones in movies, walking the red carpet with almost a god like persona, out of reach from the 'everyday person.'  In recent times with reality television shows with people of notoriety of any level in them labelled with the term Celebrity at the beginning of the title the word seems to have taken on a new or at least a modified meaning.   Leo Braudy PhD wrote for Psychology Today 'We're in the Kleenex phase of fame, we see so much of people, and in all branches of the media. We blow our nose on every new star that happens to come along and then dispose of them.'  

In a reality television world this statement couldn't be more true.  In present times there have been a number of deaths in the reality television 'star' community, with the cause of this down to the 'throw away' culture the world of celebrity is becoming.  There always seems to be the need for the next television star, with in most cases the prior person being disregarded.  This in a number of cases has lead the person in question to end their own lives.  Statistics show that over 38 deaths by suicide have happened in the past 20 years from people finding a losing their fame, with production companies under scrutiny for not doing more to assist them when their fame dwindles or disappears totally.  Clinical psychologist Candice Lam Yue-tung wrote in the South China Morning Post 'Those who have an illustrious career in banking or other fields have sacrificed a lot, like family and romantic relationships, to rise to the top. Their support network is weaker than that of ordinary people.'  This seems to be a potential factor with the recent deaths, with the big goal being fame or public notice and less time spend forging relationships and looking after themselves.          

In my dissertation I will aim to look at the reason a famous face is used to sell products or services and why we are drawn to these people as an aficionado of what is best for us. Another point of discussion I had with myself is whether a famous person actually uses that product or service?  If I was to have a guess about this I would assume their contracts with the company or agency are written, in a way for all intents and purposes that these famous faces use these products daily.  I suppose this is a part of the physiological effect if seeing your favourite celebrity using a product and having a small part of your life that is the same as theirs, adding a layer of class and grandeur.  With bigger companies using bigger household names I suppose this works in their favour and the higher investment for the appearance fee will be, in theory returned with an increase of sales.  

        

Influence

I chose to look more into the word influence so that I could discuss what it truly implies and how it has effect on everyday life and it's decisions,  what makes us chose one item or experience over another and the outside factors that influence that.  Leonardo Da Vinci famously said 'It is easier to resist at the beginning than at the end.'  In my opinion this quote is relevant to me in alignment with the word influence because of a few factors.  I am the sort of person who is easily led by others.  Whether this be a charity door to door collector looking for sponsorships or sales person up selling an item or service.  I am easily lead into making a decision based on the time I have spent talking to them.  Whether my subconscious believes that the person selling to me has my best interests in mind or I am too polite to say 'no.'

In the book Influence: The Psychology of Persuasion, author Dr Robert B Cialdini states 'But because it is so typically in our best interest to be consistent, we easily fall into the habit of being automatically so, even in situations where it is not the sensible way to be.'  This is true to myself with auto pilot generally making the decision for me, influenced by the representative.

By definition the word influence means ' the power to have an effect on people or things, or a person or thing that is able to do this.'  On the smaller side of the spectrum this can mean pushing a product to increase sales.  On the larger side Governments have huge influence on the way we live our lives.  Laws are passed on a daily basis that have small influence on our lives. If we take an instance of law that has passed in recent times that have a small but present influence on people you can use a drink at McDonalds Restaurant.  In the past year law has changed, with the addition of a sugar tax to high sugar drinks.  This has increased the price of a regular drink by 15 pence, with the sugar free alternatives staying the original.  This small increase on the price has influenced the British fast food consumer to make the change with market research company IRI showing the first time in history the sales of Coca Cola's Diet equivalent taking over the sugary original.    

 With the development and growth of social platforms such as Facebook, Instagram and Twitter the use of people with large amounts of followers to influence sales decisions has risen exponentially in the past 5 years or so.  Public relation firms that arrange brand deals for 'Social Media Influencers' use the phrase 'followers are the new currency.'  In Layman's terms this means the more people you get to follow you, the more money you can make from these.  Generally these take place in the form of brand deals with the famous person selling the product to an audience.  In recent times this method of sale has come under public scrutiny due to an ever growing younger audience having an online presence with online personalities selling products such as weigh loss supplements to mainly young girls.  

In terms of social media influencers as marketing tools there have been critics of its effectiveness.  Danny Brown writes in his book Influencer Marketing 'Others cite the use of social influence scoring platforms to identify brand advocates as short-cuts driving poor and inaccurate results because they avoid the real work required to drive long-term business value and bottom-line results. '  Using a person notoriety to push sales of a product may help get the business name out there but isn't a long term marketing strategy that is sustainable.             	   


How the use of celebrity influencers in advertising has changed through the generations, with a focus on 3 separate generational time periods. 
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