CHAPTER 2

2.0 Literature Review
The overall aim of this study is to critically analyse and explore the use of social media influencers and their impact on the beauty industry. The beauty industry has seen a rapid increase in the use of social media influencers in recent years and is growing each year (Markerly. 2017). Therefore, this chapter will explore and research relevant literature that will form a critical analysis of the use of social media influencers and their impact on the beauty industry. A wide selection of sources will be included in order to fully explore the topic, this will include academic textbooks, academic journals, research papers, and websites. 

2.1 What is marketing?
According to Kotler et al., (2012) marketing explores, creates, and delivers value to satisfy the needs of a target market at a profit. He adds, it highlights unfulfilled needs and desires so therefore defines, measures and quantifies the size of the identified market and the profit potential. He finalises his definition with it pinpointing the segments the company is capable of serving best and is designed to promote products and services. This definition will be used throughout the dissertation to identify the relevancy and impact marketing has on the beauty industry, consumers, and brands. However, the main focus of the dissertation is the social media influence of marketing, so they will be linked together to understand the relationship and similarities that influence consumer buying behaviour. similarly, Parsons (2017) defines marketing as a process of creating customer value, with the aim of making selling necessary. Parsons and Kotler are on the same path with marketing being customer focused and the aim being to win them over for organisational profits. Both authors are known in the marketing industry for their research so have experienced marketing in different aspects (2003), this supports their definitions. Both definitions link towards social media influencers as their sole focus is to build customer relationships in order to get them to purchase the product or service they are promoting (De Veirman et al., 2017).
The Chartered Institute of Marketing (CIM) (2015) defines marketing as the ‘management process responsible for identifying, anticipating and satisfying customer requirements profitably’, however, social media influencers don’t see profit for the brands they are promoting, all they do is get told to promote their product or service to drive sales but they don’t have an idea of the amount they would need to sell in order to make profit for the brand itself, although, they will have the skillset for satisfying customers so this is still relevant to them (Gillin, 2007). By reviewing three different definitions, it’s clear to say that there is no clear definition of the term ‘marketing’ as they all have the same principle but different aims. However, all authors agree that marketing is all about the customers wants and needs and how important they are to the organisation. 
	Typically, marketing involves the push and pull strategy, with push being the traditional use by marketeers as it was used to ‘push’ products and services through marketing channels and activities (Nyström, 1990). However, nowadays the pull strategy is more commonly used according to Kingsnorth (2019), this involves consumer demand for products or services and marketeers would identify this by using marketing activities. To further explain the pull strategy, Fill and Turnbull (2016) define it as ‘the intention to influence end-user customers’, instead of pushing the product/service through marketing channels to the consumer. Social media influencers are more inclined to use the pull strategy as they have the power and ability to persuade consumers decision making process for a product or service, they have in front of them (Keegan et al., 2017). Fill and Turnbull (2016) mention that the pull strategy allows two or more ways of communication between brands, social media influencers, and consumers themselves. 
The strategy highlights that the exchange process has changed from traditional was of communication to a number of different ways. As previously mentioned, this strategy is how social media influencers work within the beauty industry as they use and review brands beauty products. The influencers have many different ways of doing this including writing blogs, making YouTube videos, sharing posts through social media platforms etc. According to Saravanakumar et al (2012), the growth of social media influencers has risen from 2006, with YouTube being the biggest platform used to share their experiences and opinions of brands beauty products through videos, meaning this is a successful marketing tool used to spread awareness on brands within the industry. The brand Glossy Box UK have partnered up with social media influencers for them to receive their product before release with the aim to guarantee sales before they go live for sale (GLOSSYBOX, 2019). 


2.2 The evolution of marketing
Parsons (2017) explains that marketing has changed significantly over the past 20 years as new fields of study have been introduced such as digital technologies, relationship marketing, and the perspective on business to business (B2B). Years ago, there was no such thing as these fields, especially the digital technology part, but today organisations are beginning to fully depend on technology marketing as a part of their brand and to compete with customer satisfaction and loyalty (Kumar, 2015). Alongside organisations changing to keep up with current trends, consumers are also doing the same, today consumers expect a lot more for brands for example, if they go into store and an item isn’t in stock, they expect a member of staff to be able to order it for them there and them (Payne et al., 2017). Everything is a lot more fast paced now due to emerging technologies and social media platforms so there is no excuse for companies to not go the extra mile for each consumer (Watson et al., 2015). 
Social media influencing became a trend in 2006 according to Saravanakumar et al (2012), with the increase of brands wanting to be a part of this also. Brands such as BootTea UK (BOOTEA, 2019) first introduced themselves through social media alone, they sent their products out to popular social media influencers before releasing the products, with the aim to get them to excite their followers to purchase their product that is supposed to provide you with healthy detox, they are now known for being an Award-Winning brand in the beauty sector just from marketing themselves through digital technologies (Nolan, 2017). Years ago, this wouldn’t have worked for brands as it was too much of a risk, but today new brands are starting off with this idea instead of spending money on marketing advertisements such as television ads (Rao et al., 2002). 

2.3 The impact of social media platforms on marketing
Chaffey et al., (2012) define digital marketing as ‘the application of the internet and related digital technologies in conjunction with traditional communications to achieve marketing objectives. The beauty industry is involved in many different ones including social media platforms such as YouTube, Facebook, Instagram, beauty stores like No7 provide digital colour matchers in store (no7beauty, 2019), a high majority of  beauty stores will have some form of technology in store to hand over to the customer to create accounts which is a way of getting them to sign up and receive offers (Poncin et al., 2014). All of the above are impacted by social media influencers as they are able to promote these to their target audience, for example, if they made a YouTube video about the No7 digital colour matchers in store then this is spreading brand awareness free of charge which will impact on their brand and potentially expand on their target audience and increase sales (De Vierman et al., 2017). To support this, Lou et al., (2019) tells us that in a recent study based on a 2019 survey of marketers, it was identified that brands sell 39% of more products because of the coverage the social media influencers present to their audience. 
	Social media platforms like YouTube, Facebook, and Instagram all have the potential to impact marketing through social media influencers, this is due to the continuous growth and development of the sites as they allow you to do so much (Smith, 2009). The influencers are able to make videos, use imagery, write posts etc. all to promote a brands product or service which then has the potential to make an impact on that brand even if one influencer generates one sale they are still making an impact and getting their brand further out there to more people (Brown et al., 2013). A recent report found that for every-one social media influencer post, brands received an average return of £8.81 according to Marketing Week (2018) and the survey also identified that the highest proportion of marketers say increasing brand awareness through social media influencers is the main reason to a higher turn-over. The impact can mostly be financially but it can also impact on the growth of the business itself which can lead to becoming a bigger, well-known brand, this shows how useful and beneficial social media platforms are and what impact they can make for even the smallest of businesses as long as they get out there and are portrayed through social media influencers who have a successful following (Hayes et al., 2015).  

2.4 The marketing mix
McCarthy introduced the marketing mix back in the 1960’s with the aim to help marketers to ‘determine and facilitate with product and brand offerings’ (McCarthy et al., 1979). The marketing mix is made up of seven elements that are product, place, price, promotion, people, processes, and physical evidence. All elements are key to any business as if they have the right marketing mix then everything should be planned out properly (Powers et al., 2010). The promotion part of the mix is most commonly used by social media influencers as their aim is to promote brands products or services, the promotional mix is made up of five elements including advertising, public relations, sales promotion, direct marketing, and personal selling (Mangold et al., 2009).
	 Social media influencers may not be aware of the marketing mix as they don’t do research to do their jobs, they just promote products or services in the way they want to or the way the brand have asked them to do so (Chaffey et al., 2012). However, maybe without realising, they are promoting the brand in several different ways, an example being word-of-mouth as they are explaining all aspects of the product including the price, quantity, quality, and if they recommend it or not, this has high potential to drive sales (Pauwels, 2007). Typically, brands will get in contact with a social media influencer who they believe best suits their brand, and they will give them their own unique discount code that they will then share with their followers, this is then a way for the brand to see how many people are purchasing their products because of a particular influencer which is another form of promotion as the influencer has got a job and the consumer has got a discount code, brands like Motel Rocks do this often (Motel Rocks, 2019). 

2.5 Consumer buyer behaviour 
Kotler (2012) defines consumer buyer behaviour as the study of how people buy, what they buy, when they buy, and why they buy, furthermore, Solomon et al., (1995) adds that it’s the processes involved when consumers purchase products to satisfy needs and desires. Generally speaking, there are four types of consumer buyer behaviour including routine response, limited decision making, extensive decision making, and impulsive buying, typically, a social media influencer will promote extensive decision making as they will let the consumer know everything about the product first, they will do the product research to save the consumer from doing so (Creyer, 1997). However, there are adverts that pop up on social media platforms that will make consumers impulse buy, which is a smart marketing tool according to Usman et al., (2019) as people will typically scroll through social media 136 minutes a day so the chances of them seeing something through a pop up advertisement is high for them to impulse buy, this is because these pop ups are linked with computer cookies so the adverts will be products that the consumer has already searched for online (Scheller, 2019).   
	Egen (2007) argues the importance of businesses understanding consumer buying behaviour as he believes that the better the understanding the more positive it will be to the country’s economic state. He further argues that the quality of products is exceptionally good in countries where consumer buying behaviour is properly understood and taken into consideration. Blackwell et al., (2006) agrees and further adds that this increases the competitive edge in organisations as they all fight to know their consumers the best in order to stock the right products at the right time in the right location. 
	Social media influencers have a big responsibility when it comes to  promoting brands products and services  through social media platforms, its important they don’t mislead consumers by saying the wrong information, especially in the beauty industry as Kilgour et al., (2015) mentions that  consumers are a lot more concerned about the ingredients in the products they use. As social media influencers are known to have a following for their personality before working with brands, consumers, especially the younger generation, will purchase the products being promoted just because they are a fan of this influencer and want to buy what they have (Khamis et al., 2017), but this adds the risk that these consumers buying behaviour is more impulse, which is okay but not if they are at risk from certain ingredients that these products may contain, so this asks the question if  influencers promoting correctly with the correct terminology to save themselves from any bad publicity? (Newall, 1977). 
	Wright et al., (2010) suggests that social media influencers have the power to satisfy consumer wants and needs which is a massive part of marketing aims as businesses want their consumers to have the best experience and shop with them again. However, Burns (2016) argues that social media influencers create false reviews and opinions as they are paid to say what they say, he adds that because these influencers already have a strong following, their fans will believe everything they say. This is true according to Brown et al., (2013) but it’s still generating a sale and they have chosen to impulse purchase this product which there is nothing wrong with. 

2.6 All about social media influencers 
Social media influencers are a people who use social media platforms to promote the products and services of a specific industry, they tend to have a large audience and have the ability to persuade others by virtue of their authenticity and reach (Gass et al., 2015). They can also be referred to as ‘micro-celebrities’ which is a person famous to a niche group of users on social media platforms, they present themselves as public figures and the term was developed by Theresa Senft in (2008). They present themselves by typically involving self-concious, carefully constructed personas, which may be through an image on Instagram or a video on YouTube (Schultz, 2019). 
	To become a social media influencer, one must create personal profiles on a various amount of social media platforms and will need to begin by purchasing the products they want to promote themselves, this is because brands will only work in partnership with people who have a large audience (Agnihotri et al., 2016). Once the individual has got themselves out there, whether it’s by imagery, video, or from blogging, and is beginning to have an audience, brands will get in contact with who they think best suits their brand and send them free products in exchange for the influencer to explain all of the aspects of the product including the price, quality, and if they recommend it or not. It doesn’t cost anything to become one, because social media platforms are free and brands don’t charge you to work for them, instead they pay you (Khamis et al., 2017). 
	According to Glucksman (2017) for the large part of the 20th century, it was not easy for an ordinary person to become an influencer because it wasn’t a trend and because it’s a challenge to become known by lots of people. They need to be creative, self-choreographed, and motivated to create content, if they want to make it in the social media word for profit, even if they are posting one photo on Instagram, they are keeping their audience entertained which is the most challenging part (Charest et al., 2016). 
Saffron Barker is a nineteen year old who started off with no following on social media back in 2016 and four years on she currently has 2.26 million subscribers, she lives in Brighton with her family and started off her career by creating videos of trying and testing make up, she has worked with big beauty brands such as Boots, The Body Shop, and has even been sent to different countries with brands to do work (Gajewski, 2019). This highlights the fact that anyone can become one but there are many skills and attributes needed to succeed and be noticed by well-known brands (Brown, 2013). 

2.7 Impact social media influencers have on consumers and brands in the beauty industry
2.7.1 Consumers
According to Lee et al., (2009) anyone can be a consumer, but not all consumers can be influenced by people on social media as it takes a lot the building of trust and relationships between the two. Social media influencers impact consumers by promoting a product or service in a particular way and each influencer does it in a different way, this is why different influencers have different targeted audiences. Consumers recognise social media influencers with certain brands as they will tend to work with them a lot, this way, consumers begin to build on relationships and trust the influencer with what they are saying (Uzunoglu et al., 2014). 
	Holt (2016) in the Harvard Business Review survey came to the conclusion that 88% of women follow at least two different social media influencers on different platforms, their study also found that the top five reasons, given by these women, on why they followed social media influencers are because influencers post information on a niche brand they are interested in, they provide achievable inspiration, they introduced them to new brands in the market, they provided an emotional connection within the posts, and they trust the opinion of the influencer.  Once a consumer trusts an influencer, they will begin to trust the brand also (Creyer, 1997).  John (2019) suggests that consumers are influenced because they are simply a fan of the particular influencer so therefore trust everything they say because of this. Cooley et al., (2019) also supports this statement and adds that’s there is a human element to why people latch on to someone who they believe is influential, as for example, if a member of your family tells you that you will like something, you instantly believe them because they influence you on different levels. However, McCorquodale (2019) suggests that as consumers we know deep down that even though we may be a fan of an influencer, we still are aware that what they say may not be their honest opinion but we still choose to support them out of respect and to prove how much we are a fan.

2.7.2 Beauty industry brands
Glucksman (2017) conducted research that found 51% of marketeers within brands believe they get more loyal customers from social media influencers as they have gotten to know the background of the brand first. This shows influencers make an impact on brands that brands might not be able to do alone, as they are known to given their own opinion and they test out the product live on camera which is more believable to the customer rather than the brand explaining the benefits through advertisements as they are going to do it regardless (Evans et al., 2017). 
	The beauty industry is one of the most commonly used brands by social media influencers and is a massive market according to Forbes (2016). Influencers are able to try and test out products live on camera which is the best possible way you can see a review of a product without using the product yourself which is on a more person level for the consumer, however, it’s very hard to hide emotions, so if an influencer doesn’t like a product, it can be clear from their facial expressions or their tone of voice (Hearn et al., 2016). Influencers have the potential to make or break a brand because of this, if they think the product or service is worth it then they can drive many sales, however, if they have a negative review then they can sway thousands of other opinions, especially their fans (Brown, 2013).  

2.8 Challenges and implications of social media influence in the beauty industry 
Tsimonis et al., (2014) believes that there are two main challenges of social media influencers within the beauty industry and these come with implications, he states that they are trust and regulations. Trust is hard to gain yet easy to lose according to Ha (2004), as once it is lost it comes with implications such as less profit margin in the future. Consumers and brand both have high expectations when it comes to social media influencers promoting products and services as they have specific wants and needs, the consumers want to know everything there is to know about the product, and the brand needs to ensure the influencer is giving out all of the appropriate information about the product. If an influencer isn’t trusted, then this causes implications for the consumer as they may feel misled, a lack of communication, and a lack of understanding for the product, and as soon as someone feels like this, they will become spectacle and won’t want to make a purchase for that particular brand (Kwon et al., 2004). Brand awareness and a wider target audience will also be lost due to the implications of no trust from social media influencers as Khamis et al., (2017) mentions that word of mouth (WOM) is used highly from the follows of influencers, so the pressure is on for them to get it right first time because if they don’t, then it could cause a potential domino effect on the consumers friends automatically having the same opinion even though they haven’t experienced anything. 
	The Federal Trade Commission enforced a regulation within the beauty industry due to the lack of transparency to sponsored advertising and endorsements through social media influencers and this is why brands thrive off authentic influencers who have a true passion for their brand and why they want to spend between £10,000 to £85,000 on them to do so (Goanta et al., 2019). The challenge is to find an influencer with a passion for a brand, anyone can pretend through social media platforms which is a big implication for the company as how are they supposed to trust and pay this person when they don’t know the background of the brand and the specification of the product? 

2.9 Evidence of influencers work with brands
According to The Launch of Influencer Marketing survey created by Geiser (2017), 80% of professionals in beauty advocated campaigns with social media influencers obtained better sales thanks to their collaboration with these digital creators. Digital channels are currently dominating the beauty industry accounting for over 85% of the media impact value (MIV), and specifically, YouTube emerges as the number one channel, driving 20% of global MIV. Morphe Cosmetics collaborated with social media influencer, James Charles, in 2018 that generated sales of $45.8 million in MIV due to his social media following of over 30 million people (Spironelli, 2019). 
	As time has gone on, the strongest social media influencers have expanded from being supporters of brands, to creating ones themselves, including Kylie Jenner who is one of the top ten most-followed Instagram users as she is currently sitting on 153 million, had launched her own cosmetic brand in 2015 (kyliecosmetics, 2019). According to Forbes (in Frangos, 2018), Kylie is the youngest ever self-made billionaire, who was born into a celebrity life so already had a massive following from a television show she is on called Keeping Up With The Kardashians, however she decided to create her own beauty brand which increased her following, which has resulted in her increaing her company’s revenue by 9% in 2017 to approximately $360 million and its net worth at least $900 million. 
	Smith (2018) states that Benefit Cosmetics is one of the top brands who work in collaboration with social media influencers as their marketing direction, Hannah Webley, explained that the brand used to be sales focused however now their main focus is the engagement with their consumers. Benefit Cosmetics worked in collaboration with Saffron Barker, an influencer with a combination of 5 million followers across all social media platforms, for their new product ‘Galifornia’ in 2016. They sent Saffron the product then added a dedicated section of their UK official website for ‘Saffrons top 5 festival picks’, including the new product with the aim to drive sales for their new product to the market, hoping that Saffrons fans will approve and spread awareness through word of mouth (Benefit Cosmetics, 2019). 

To conclude chapter two literature review, it is clear that social media influencers within the beauty industry are a massive strength towards brands as they drive sales, widen target market, and help achieve marketing objectives. There is clear information and statistics proving the evidence of the impact they have currently made on big brands, with strong authors supporting this and adding that this industry will only grow bigger in years to come. However, the main challenge identified is the trust of the influencer as they have the potential to make or break a brand which is a risk for brands to understand which influencers to trust, this can be done by formal meetings with the brand, the influencer, and the influencers manager. 
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