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Abstract
The aim of this study was to investigate the role of marketing in enhancing consumer awareness in the England’s cosmetics industry. This aim was achieved through the application of three objectives. The first objective was to assess the influence of marketing initiatives in boosting consumer knowledge. The second objective was to analyse the roles and impacts of various digital and offline marketing media in enhancing consumer awareness. The third objective was to assess the marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
The research was important since it examined the effect of marketing techniques on improving customer awareness in England’s cosmetics industry was evaluated. The main purpose of the research was to acquire a detailed understanding of how marketing can be used to improve consumer awareness. Accordingly, the study was able to be concluded that brands in the cosmetics industry within England can use robust marketing initiatives to enhance consumer awareness. The research was based on a both primary and secondary method. The sources used to collect the primary data was the 10 people who were interviewed and required to answer questions in a questionnaire. The secondary sources were used to collect supplementary data to help gain meaning of the primary data.
In the study, the effect of marketing techniques on improving customer awareness in England’s cosmetics industry was evaluated. The main purpose of the research was to acquire a detailed understanding of how marketing can be used to improve consumer awareness. Accordingly, the study was able to conclude that brands in the cosmetics industry within England can use robust marketing initiatives to enhance consumer awareness. By finding out that marketing initiatives have multidimensional influences on consumer awareness. This study therefore contributes to the body of knowledge regarding the importance and limits of marketing initiatives.
From the research, it was recommended that the future studies should consider using larger samples. It was recommended that the use of many participants and across the entire England market will help to come up representative samples and where findings can be generalised to a larger population to evaluate the effect of marketing on improving consumer awareness.
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CHAPTER 1: INTRODUCTION
1.1: Background of the study
Over time, the England’s beauty industry has seen significant expansion, defined by an energetic and intensely rival setting. This elevated action highlights the importance of comprehending marketing's key role in boosting public knowledge in the cosmetic field. As consumer preferences and expectations evolve, the complex interplay between innovative marketing strategies and the perceptions they generate becomes increasingly influential in shaping the overall dynamics of the market (Priporas, Stylos and Fotiadis, 2017). This necessitates a thorough and comprehensive investigation into the intricate relationship between marketing initiatives and consumer awareness, serving as the foundation for informed decision-making by industry stakeholders (Grewal and Levy, 2022). With the market dynamics continually evolving, a nuanced exploration of these dynamics becomes imperative to decipher the strategies that effectively capture consumer attention and foster sustained engagement within the London’s cosmetic industry (Dibb et al., 2019). 
1.2: Problem Statement
Whereas there is extensive research on the role of marketing in enhancing consumer awareness, little is known about the specific influence of marketing in enhancing consumer awareness in the cosmetics industry. Accordingly, this research project aimed to investigate the role of marketing in enhancing consumer awareness within the context of the England’s cosmetic industry and specifically, using the London market. In this investigation, the project therefore evaluated the effect of marketing techniques on improving customer awareness in London’s cosmetics industry. The main goal of the research was to gain an in-depth understanding of how marketing can be used to improve consumer awareness. The project consequently contributed to the existing body literature on the marketing concept within the cosmetic industry in the whole of England.
1.3: Aims, Objectives, Research Questions, Hypothesis, Propositions
Research Aim:
To investigate the role of marketing in enhancing consumer awareness in the England’s cosmetics industry.
Research objectives:
· To assess the influence of marketing initiatives in boosting consumer knowledge.
· To analyse the roles and impacts of various digital and offline marketing media in enhancing consumer awareness.
· To assess the marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
Research Questions:
1. How does marketing initiatives influence a boost in consumer knowledge?
2. What are the roles and impacts of various digital and offline marketing media in enhancing consumer awareness?
3. What are the marketing initiatives and strategies taken by England cosmetics industry to enhance consumer awareness?
Research hypothesis:
Hypothesis 1: Marketing can enhance consumer awareness in England’s cosmetics industry.


Research propositions:
Preposition 1: Multichannel marketing can significantly enhance consumer awareness for organisations within the England cosmetics industry.
Proposition 2: The marketing campaigns that are used to improve consumer awareness can also contribute to a positive brand awareness and sustainable brand loyalty for the England’s cosmetics industry.
1.4: Rationale/Importance of the Research
This study was vitally important as it explored the essential link between marketing actions and customer knowledge in the England’s beauty industry. The results enriched academic works and provided useful guidance for companies aiming to traverse the constantly changing customer environment. Another rationale of the research project is that it specifically scrutinised the impact of marketing strategies on augmenting consumer awareness within the England’s cosmetic industry. By examining the multifaceted dimensions of marketing, the study aimed to unearth the mechanisms that underpin successful consumer engagement in this competitive market (Rodner, Goode, and Burns, 2021).
1.5: Methodology (sources, population, sample, measuring instrument, data collection, data analysis)
The research was based on a both primary and secondary method. The sources used to collect the primary data was the 10 people who were interviewed. The secondary sources were used to collect supplementary data to help gain meaning of the primary data. The population sample was 10 people and based on convenience sampling method. The measuring instrument used in this project were questionnaires and interviews based on pre-determined questions and a one-on-one conversation with participants. Data collection was conducted using interviews and open-ended questions. Further, data analysis was done using a thematic analysis and the meaning of the identified themes and patterns were interpreted.
1.6: Scope of the Study/Demarcation (International, national, geographic area)
The scope of this project study was based on the England national context as with a specific context of the London cosmetic market. The importance of the England national context in this project was to provide a national understanding of how marketing could be used to enhance consumer awareness. The national setting was also crucial in helping the organisations within the England cosmetic industry to increase their brand recognition, develop targeted campaigns, optimize marketing strategies and most importantly, increase sales and revenues. In addition, the scope of the study specifically the local London context where data from the city were used to benchmark and help identify opportunities that could be extrapolated to the entire country. The insights gained from the local London context were critical in providing the consultancy to help develop effective marketing campaigns for organisations within the cosmetics industry in England.
1.7: Structure of the Dissertation
The structure of this dissertation followed the normal dissertation template. Accordingly, the dissertation began with an introduction section to give an overview of the expectations of the research. The second chapter was the literature review which provided the foundation of knowledge required to gain a preliminary understanding of the research topic. The third chapter was the research methods and methodologies where the specific techniques used for data collection and analysis were covered. The fourth chapter was the data analysis and discussions sections which extracted the meaning of the collected data and consequently interpreted the analysed data. Conclusively, the structure of the report was closed by the fifth chapter which was the conclusions, limitations, and recommendations section.
1.8: Summary of Chapter 1
The introduction section provided the background of the study, giving a highlight of what is expected into the research project. The section also set out the reasons as to why the research has been conducted. The section was significant in acquainting the reader with the overview knowledge regarding the role of marketing in enhancing consumer awareness within the context of the England’s cosmetic industry. As such, this introduction section served as a precursor for the entire project and consequently assisted into informing the readers expectations.






























CHAPTER 2: LITERATURE REVIEW
2.1: Introduction
This literature review section demonstrates the knowledge and understanding of the academic literature on the topic of the role of marketing in enhancing consumer awareness in the cosmetics industry in the entire England context. The section showed familiarity with the existing literature to inform the relevant methodology required to collect the right data. Also, Snyder (2019) established that a literature review is important in research since it guarantees higher chances that a study cannot repeat what has been done already. Further, Paul and Criado (2020) found that a literature review section helps to identify the knowledge gaps and consequently justify the need for answering the research questions. This literature review section offered numerous relevant sources and studies to add credibility to the research and hence helped to strengthen the arguments offered here. The section also provided the theoretical frameworks that underpin the project topic in a bid to gain additional insights into the research problem.
2.2: The concept of marketing
According to Randolph (2019), “the concept of marketing involves all the activities that an organisation can undertake to promote the buying and selling of a product, service or idea.” Dibb et al. (2019) also argued that marketing is a strategic process developed with the sole intentions of understanding and fulfilling customer needs and at the same time, accomplishing the organisational goals. Understanding the customer requires robust market research strategies. Market research is crucial in identifying target audiences, comprehending their needs, preferences as well their buying behaviour. It is after a successful market research that a business can therefore apply the most appropriate marketing strategies and tools (Priporas, Stylos and Fotiadis, 2017).
Most companies pay extra attention to their marketing departments since it is the department that is uniquely responsible for pushing a business into the world of consumers. Rust (2020) therefore argued that the primary objective of marketing must therefore be seen as a technique to generate interest in a product or service which then eventually contributes to more sales and revenues. Another importance of marketing in a business is that it builds brand awareness and therefore helping to create a unique brand identity in the consumers’ minds and as such, increasing a company’s competitiveness (Park, 2020). With these arguments, it therefore follows that effective marketing is a key ingredient in customer acquisition and retention. Further, Ferrell et al. (2021) noted that marketing leverages for consumer awareness.
However, marketing is a not a guaranteed strategy when it comes to consumer awareness. Critics argue that some of marketing strategies manipulate consumer emotions and desires to influence a purchasing decision (Bala and Verma, 2018). This therefore raises ethical and moral issues. Another limit of the concept of marketing is that it may influence a company to commit short-term gains instead of prioritising long-term sustainability and hence contributing to degrading social and environmental effects (Morgan et al., 2019). Also, studies on the financial implications of marketing found that marketing is an expensive concept, and which may also fail to acquire and retain consumers and thus, limiting the return on investment (Randolph (2019). From these limitations of the concept of marketing, it can therefore be concluded that the marketing concept should be applied prudently and following the principles of ethics and morality.
2.3: The influence of marketing initiatives in boosting consumer knowledge
In the realm of beauty products, a significant dependence lies on promotion to foster and nurture consumer cognizance. Brands can amplify not just product presence but also transmit appeals that echo with buyers through competent marketing tactics (Borau, Elgaaied‐Gambier and Barbarossa, 2020). Essential to the success of marketers is coordinating their initiatives with evolving customer trends and beliefs. Distribution of knowledge, interception of perceptions, and flaring up of consumer consciousness in the aggressively contended market is impelled by marketers, utilising both online avenues and conventional advertising mediums. However, even though marketing is a crucial tool for brands looking to enhance consumer awareness. Dhillon et al. (2022) argued that marketing may also emphasise on the superficial benefits such as spots removal, glowing skin, and wrinkle reduction instead of long-term skin health and well-being.
2.4: The roles and impacts of various digital and offline marketing media in enhancing consumer awareness
Digital and offline marketing media bring forth benefits to boost customer consciousness, including amplified brand prominence, upbeat brand connections, and improved product remembrance (Priporas, Stylos and Fotiadis, 2017). However, potential difficulties reside, like the peril of misinformation or adverse responses in the time of elevated customer examination (Das et al., 2021). Assessing both ends of the scale is crucial for marketers and sector participants to steer through potential obstacles while exploiting the virtues of marketing endeavours (Park, 2020). 
Hurdles are plentiful in the pursuit to boost customer knowledge via promotions within the beauty products sector. Such hurdles entail the swift progression of online outlets, the importance of being genuine in promotional communications, and catering to the expanding customer inclination for moral and eco-friendly habits (Rathore, 2019). Recognizing and confronting these hurdles is crucial for advertisers striving to comprehend the intricacies of the beauty product environment and establish strong relationships with customers (Fortunati et al., 2020).
2.5: The marketing initiatives and strategies taken by the cosmetics industry to enhance consumer awareness
Consumer awareness in the cosmetic industry is a multifaceted construct encapsulating the knowledge, perceptions, and understanding that consumers harbour concerning cosmetic products. Beyond mere aesthetic considerations, consumers are increasingly attentive to crucial elements such as product ingredients, brand reputation, and ethical considerations (Frantzeskos, 2022). This holistic awareness reflects a sophisticated consumer base with discerning priorities, transcending traditional notions of beauty. In the contemporary cosmetic landscape, consumers’ exhibit heightened consciousness, seeking products that align with their values and priorities.
Insights into customer awareness in the beauty products industry reveal a range of interests, from detailed examination of product safety to an increasing focus on sustainability. Safety remains a vital concern, with customers deeply researching and assessing the possible dangers of cosmetic components (Amberg and Fogarassy, 2019). Simultaneously, there is a striking movement towards sustainability, with customers pledging loyalty to items that meet ethical and environmental standards. This changing scenery highlights the versatile nature of customer awareness in the beauty industry, demanding a sophisticated appreciation of these facets to craft marketing tactics that connect with the responsible customer.
However, much as companies are willing to increase consumer awareness and boost consumers’ propensity to buy cosmetics products, it should be noted that misleading marketing is a reality in this industry. Lin et al. (2018) noted that there is an excessive focus on appearance and unrealistic beauty standards which can therefore drive insecurities and contribute to impulsive purchases. In addition, Czinkota (2022) noted that the cosmetics industry deploys deceptive tactics such as airbrushed ads and dishonest celebrity endorsements which fail to reflect the reality.
2.6: Theoretical Frameworks and Models in Consumer Awareness and Marketing
In consumer awareness and marketing, theoretical models and frameworks become critical tools to unravel the complex links between the cosmetic industry's marketing tactics and consumer behaviours. The theoretical frameworks and models that underpin consumer awareness and marketing are analysed below.
The Consumer Decision-Making Process- This model provides a step-by-step breakdown of what consumers experience when they contemplate and buy cosmetic goods (Maziriri and Chuchu, 2017). It begins with spotting a problem, progresses through an information hunt, weighs up options, involves purchasing, and culminates in an after-purchase assessment. This sequence effectively acts as a guide to the nuanced path from first awareness to accepting the product. Tailored marketing for each phase has the power to sway consumer options significantly, stressing the need for an all-encompassing approach.
The Elaboration Likelihood Model (ELM) enriches the understanding of the cognitive processes underlying effective marketing communication. It posits two routes to persuasion: the central route, where consumers engage in thoughtful consideration, and the peripheral route, where cues outside the message content influence perception (Geddes, 2015). Applied to consumer awareness, ELM emphasises the importance of message content, credibility, and context in shaping consumer perceptions. By harnessing this understanding, marketers can construct enticing stories and communications that echo with customers depending on their degree of participation in choosing cosmetics.
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Figure 2.2: Elaboration Likelihood Model (Source: Geddes, 2015)
2.7: Previous studies and lessons learnt
The previous studies on the role of marketing in enhancing consumer awareness in the cosmetics industry have found that different strategies have different effects on consumer awareness. In particular, the previous research studies have investigated the numerous marketing channels (traditional marketing and digital marketing) and have that digital marketing has been more effective than other approaches (Borau, Elgaaied‐Gambier and Barbarossa, 2020). As such, the lesson learnt here is that digital marketing is the most impactful strategy when it comes to advertising, consumer awareness and customer retention.
One of the most recurring themes that came out of previous research on the role of marketing in enhancing consumer awareness in the cosmetics industry is the tactic of personalisation and targeting. The previous research has highlighted the importance of personalisation and targeting approaches and found out that these tactics can significantly boost consumer awareness for England cosmetics brands (Amberg and Fogarassy, 2019). Accordingly, the lesson learnt here is that marketing should be made more personal and targeted to the most befitting specific audience.
It was also evident from previous research studies that marketing has been misused by the cosmetics industry. The takeaway message is that organisations in the cosmetics industry have been using deceptive marketing techniques to increase consumer awareness (Dhillon et al, 2022). While this technique has made a lot of profits for the cosmetic industry, the lessons learnt here is that ethics and morals should be part of a company’s marketing strategy.
2.8: Gaps identified to situate own research
While the literature review has been instrumental in uncovering the role of marketing in enhancing consumer awareness within the cosmetics industry in England, there are still gaps that still need be addressed. The following existing gaps should be solved:
Limited research focus-The existing body of research has limited emphasis on the specific marketing initiatives that could be used to improve consumer awareness within the cosmetics industry in the England. There is also a lack of understanding of the effectiveness of numerous marketing strategies or tactics in improving consumer awareness (Das et al., 2021). Consequently, this research delved into the specific marketing initiatives that have significant impact on consumer awareness.
Lack of credible comprehensive data- There is lack of enough comprehensive data or empirical evidence about how marketing can be used to boost consumer awareness levels within the cosmetics industry in the English market (Priporas, Stylos and Fotiadis, 2017). This means that most of the research studies available are not scientific or scholarly materials. This gaps therefore necessitates a blend of primary and secondary research method to compound the number of credible literature available on this topic.
Lack of sufficient analysis of multi-channel marketing- Whereas there has been a rise in digital marketing. Amberg and Fogarassy (2019) also found that out that there is a serious need to understand how both digital and traditional marketing can influence consumers and help shape their decision making. Therefore, there is a need for additional research studies to explore the influence of multichannel marketing.
2.9: Summary of Chapter 2
This entire chapter provided a critical summary and evaluation of the current literature on the role of marketing in enhancing the consumer awareness within the cosmetic industry in the English market. Briefly, this chapter found that marketing can be an effectful tool in improving consumer awareness. However, it was also evident that there are knowledge gaps in the marketing strategies used in the cosmetics industry for consumer awareness. As such, the literature review section was used as a springboard for the research project to answer its research questions about the specific London market.





CHAPTER 3: RESEARCH METHODS AND METHODOLOGIES
3.1: Introduction
Research method are the tools, techniques and strategies employed by a researcher to complete an experiment and find solutions to the research problem (Saunders and Lewis, 2017). On the other hand, the researcher methodology is a systematic and theoretical approach to collect and evaluate data throughout the research process. The research methodology allows a researcher to confirm a project’s rigour to acquire added information. Davidavičienė (2018) also established that the purpose of the research methodology is to validate the validity, credibility, and reliability of the selected research method. It is important to note that whereas the research method is only a research tool, the methodology is the justification or reason or rationale for using a certain study method (Mishra and Alok, 2022). This research project decided to apply the research onion template as suggested by Mark NK Saunders. The research onion model shows the difference decisions that a researcher can use when developing research methods and methodologies.
3.2: Philosophical position of the research
In this research endeavour, the positivism philosophy was embraced due to its inherent compatibility with the empirical nature of the study. Other than the positivism philosophy, there are other research philosophies such as interpretivism (anti-positivism), pragmatism and realism (critical realism). About interpretivism. Bhatta (2018) posited that reality is considered a subjective phenomenon and socially constructed. This means that reality is determined by people’s experiences and interpretations. In the interpretivism philosophy, the central argument is that knowledge is gained when an individual understands the meaning that people attach to their expectations (Tamminen and Poucher, 2020). As such, the interpretivism philosophy has been used to analyse qualitative data like interviews and observations to comprehend people’s perspectives (Alharahsheh and Pius, 2020. On the other hand, the pragmatism philosophy focuses on the practical applications of knowledge. It combines components of the positivism and interpretivism which also means the use of both qualitative and quantitative data. Concerning the realism philosophy, it is acknowledged that there is an external reality that exists regardless of people’s observations.
Concerning the positivism philosophy, Marsonet (2019) posited that knowledge is derived from observable phenomena, emphasising objectivity and the systematic application of the scientific method. The adoption of positivism imparts a rigorous and structured approach to the study, enhancing its credibility by adhering to principles of objectivity and empirical validation. By grounding the research in positivism, the study wanted to contribute to the establishment of objective truths regarding the impact of marketing on consumer awareness in the dynamic context of the England cosmetic industry (Bhatta, 2018). However, whereas the positivism philosophy is a valuable approach in many fields, it has been noted to have its own limitations. Its limitations include its overemphasis on objectivity and limited view of subjective reality (Tamminen and Poucher, 2020).
3.3: Paradigm position of the research
The paradigm position considered in this research was the methodology paradigm. The research paradigm refers to the beliefs and assumptions that provide structure for a research project. The research paradigm has also been defined as the philosophical and theoretical framework of a scientific school or discipline within which theories, laws and conclusions are formulated (Khatri, 2020). It is considered as the giant lens that shapes how a researcher views the world and conducts examinations Davies and Fisher (2018) noted that the key components of research paradigm are ontology, epistemology, and methodology. Regarding epistemology, it was noted that this is a study of knowledge and how people can know reality. On the hand, ontology focuses on the nature of reality. Concerning methodology, this has been defined as the study of how an individual investigates the environment and validates the knowledge gained (Kivunja and Kuyini, 2017).
The research methodology paradigm was selected for this study since it has been found to be driven by the need to offer a comprehensive and detailed overview of the intricate relationship between marketing strategies and consumer awareness in the England cosmetic industry (Kim, Sefcik and Bradway, 2017). This methodology is particularly apt for exploring patterns, relationships, and nuances within a specific context. However, the research methodology position might be faced by issues such as researcher bias and participants bias and hence unable to reveal the true nature of reality.
3.4: Position of Research Approach
The deductive research approach was consciously chosen for this project. Other than the deductive approach. Azungah (2018) also noted that there are other approaches such as the inductive approach. The inductive approach also known as the bottom-up approach, moves from specific observations to broader generalisations and theories. The key aspect of the inductive approach is that it starts with collecting data through surveys, interviews, or other methods. The researcher then analyses the observed data looking for recurring patterns and relationships between different variables. Using the observed patterns, the researcher develops the best theories that could explain the findings (Osman et al., 2018). However, the inductive approach is limited by issues such as risk of bias and challenges in establishing cause-and-effect relationships.
The deductive approach as used in this study refers to the top-down approach where specific conclusions are made from general principles. It initiated the inquiry with a well-defined theoretical framework that will subsequently be rigorously evaluated through empirical observations (Pandey, 2019). This deductive approach aligned seamlessly with the positivist philosophy, where the primary goal was to systematically verify theories against empirical evidence. The deductive approach served as a guiding principle, allowing the formulation of specific hypotheses, and providing a clear and logical structure for testing relationships between various marketing strategies and the intricacies of consumer awareness in the England cosmetic industry. Despite of its benefits on research, the deductive approach has been criticised for issues such as being limited to existing knowledge and hence not the best tool for generating new knowledge (Pearse, N., 2019).
3.5: Methodological stance of the Research
The research methodological choice applied in this project was the mixed method, which is both qualitative and quantitative methodology. According to Baškarada and Koronios (2018), “research can use the qualitative, quantitative or mixed method in the methodological stance.” The quantitative methodology involves collecting and analysing the numerical data. It emphasises on measuring variables and testing theories via a statistical technique. The pros of the quantitative methodology include minimising bias from interpretation through objective analysis and ability to generalise findings to a big population (Strijker et al., 2020). The disadvantages of the quantitative methodology include limited scope since it neglects subjective experiences and, it is costly and timely.
On the other hand, the qualitative methodology stands in contrast to the quantitative methodology. The qualitative methodology involves the non-numerical data which are the experiences, perception, and meanings of a particular phenomenon. The qualitative methodology was consciously adopted for this study to delve deep into the nuanced aspects of consumer awareness and the impact of marketing strategies (Basias and Pollalis, 2018). Given the exploratory nature of the study, a qualitative approach provides the flexibility and richness required to gain profound insights into consumer perceptions. Through methodologies like interviews and questionnaires, the quantitative and qualitative strategies helped to capture the depth and diversity of consumer experiences and opinions in the dynamic and competitive landscape of the cosmetic industry. However, the qualitative methodology has challenges such as researcher’s bias which can potentially shape the findings. Another challenge is difficulties in generalisability since it involves smaller samples as compared to quantitative studies (Bergin, 2018).
3.6: Stance of the Research Strategy and Design
The research strategy and design applied in this study were the surveys and archival research. The surveys, case studies, and content analysis be pivotal components of data collection, empowering the researcher to meticulously describe the current state of consumer awareness and unravel the multifaceted influence of marketing strategies within the complex and ever-evolving cosmetic industry.
The surveys involved the collection of data the 10 participants to understand their experiences and perspectives. The survey strategy was critical for this study since it allowed for the collection of raw data and hence first-hand experiences (Saunders and Lewis, 2017). However, the research acknowledged that it faced the issue of participants’ bias in when collecting data. On the other hand, the archival research strategy involved the use of business documents and electronic records obtained from scholarly online platforms. The archival research strategy was important here since it offered rich contextual details to help validate the primary findings. However, this strategy was limited by challenges such as incomplete records, paywalled websites and sometimes, language barriers.
3.7: Research Sample and Population
The study employed the non-probability and convenience sampling method. The study also used 10 participants in its population sample. The convenience sampling method also referred to an opportunity sampling, is a non-probability sampling method which involves the selection of participants based on their ease of access. The convenience sampling method was used here to improve ease of access to the 10 participants accessed through online survey. It was beneficial for this study since it is a fast and effortless way to collect data particularly when resources are minimal. However, the major drawback here was that the convenience sampling method is less likely to be a representative of the general population.
3.8: Data Collection and Data Analysis Tools/Techniques
The researcher disseminated questionnaire and interview instruments to the 10 participants. The questionnaires involved simple questions assessed using the 1-5 Likert scale. The interviews were based on a semi-structured format and questions used to invoke participants’ responses. The main importance of using the interviews technique was that it allowed the collection of qualitative data which was rich and detailed. However, the interview was only limited to a smaller population of 10 participants and hence limiting generalisation to a larger group (Saunders and Lewis, 2017). Questionnaires were easy to analyse but time consuming.
Another core strategy for gathering information was in-depth scrutiny of secondary sources, including a comprehensive assessment of current literature, sector-specific reports, and scholarly investigations (Sutton and Austin, 2015). This was important for the study since it integrated varied viewpoints and learnings from past research undertakings. By exploiting a surplus of ready knowledge, the investigation wanted to situate the present tendencies of consumer comprehension within the historical and shifting terrain of the England’s beauty industry.
Regarding data analysis, the thematic analysis approach was used to analyse the different themes that arose from the findings. Thematic analysis stood as the chosen method for interpreting the data, providing a systematic and structured approach to identify and analyse recurrent patterns or themes within the collected information (Willig and Rogers, 2017). This analytical approach enabled the researcher to distil meaningful insights into the complex dynamics of the impact of various marketing strategies on consumer awareness within the cosmetic industry. Through the identification of overarching themes, the study aimed to draw nuanced conclusions and contributing to the existing body of knowledge on this subject.
3.9: Ethical Consideration of the Research
Participants' anonymity and confidentiality was provided by the researcher, coupled with gathering informed consent, and upholding ethical standards during the stages of data collation, scrutiny, and declaration (Petrova, Dewing, and Camilleri, 2014). The honesty in presenting results and the recognition of references was also sustained to support the credibility of the study.
3.10: Limitations of the Research
This study was limited by a few issues. It was seen that limitation of this research was that it relied on 10 participants. This issue meant that a small sample meant that the findings must be used as a representative sample or generalised to a larger population.
3.11: Summary of Chapter 3
The use of a mixed methodology; questionnaires and interview technique were critical in the investigation of the role of marketing in enhancing consumer awareness in the England’s cosmetics industry. It was important to gather the real-life experiences of the consumers of cosmetic products and services and therefore the application of interviews and questionnaires to gather objective as well as subjective data.
























CHAPTER 4: DATA ANALYSIS AND INTERPRETATION
4.1: Introduction
The data analysis and interpretation section are integral to a research paper or report. The section provides the opportunity to interpret the outcomes of the project within the context of the research hypothesis and research questions. In this section, the researcher delves into the meaning of the collected data, recognised patterns, trends, and relationships. Through this section, the researcher was able to assess whether the research hypothesis can be supported or contradicted by the data.
Concerning the research’s response rate, this study was able to accomplish a 100% response rate. This means that the 10 participants returned all the research interviews. Also, all the questions were answered. The 100% response was attributed to the convenience sampling method which allowed the participants to answer the questions based on their own availability. The survey was also simple, and the questions made clear to improve understanding. In addition, the study used a small number of samples to guarantee a higher success rate. The higher success rate was instrumental in this study in the sense that it gave the researcher an opportunity to address all the research questions.
4.2: Presentation of findings and interpretation
The aim of this study was to investigate the role of marketing in enhancing consumer awareness in the England’s cosmetics industry. This aim was achieved through the application of three objectives. The first objective was to assess the influence of marketing initiatives in boosting consumer knowledge. The second objective was to analyse the roles and impacts of various digital and offline marketing media in enhancing consumer awareness. The third objective was to assess the marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness. These findings and discussions were addressed through suitable themes as provided below.
Theme 1: The influence of marketing initiatives in boosting consumer knowledge
The data were collected using both questionnaires and interviews as shown below and analysed using tables and graphs.

Questionnaire results:
Table 1: The influence of marketing initiatives in boosting consumer knowledge
Strongly Disagree (1); Disagree (2); Neutral (3); Agree (4); Strongly Agree (5)

	SCALE

	
	SD (1)
	D (2)
	N (3)
	A (4)
	SA (5)

	Is there any influence of marketing initiatives in boosting consumer knowledge?
	0
 
0%
	1
 
10%
	3
 
30%
	4
 
40%
	2
 
20%



Chart 1: The influence of marketing initiatives in boosting consumer knowledge
 On whether there is influence of marketing initiatives in boosting consumer knowledge, it was revealed through the questionnaires and as shown in Chart 1 above that: 20% of the participants Strongly Agreed, 40% Agreed, 30% were Neutral, 10% Disagreed and 0% Strongly Disagreed.
Interview results:
As noted in the interview results in the Fig. 1 below, the participants also revealed that the influence is both positive and negative. The positive aspects were seen to be components such as: raising awareness of a brand, educating consumers, and facilitating transparency. The negative aspects were noted to involve components such as: misleading consumers, bombarding consumers with information overload and providing limited scope of knowledge.
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Figure 1. The influence of marketing initiatives in boosting consumer knowledge
According to the participants revelations, marketing initiatives can significantly influence consumer knowledge regarding the products, services, and brands.

Theme 2: The roles and impacts of various digital and offline marketing media in enhancing consumer awareness.

According to the participants answers, there are numerous roles and impacts of various digital and offline marketing media in enhancing consumer awareness. The data were collected using both questionnaires and interviews as shown below and analysed using tables and graphs.

Questionnaire results:
Table 2: The various digital and offline marketing media in enhancing consumer awareness.
	
	
	SCALE
	

	
	Billboard
	Television
	Facebook
	Twitter
	Instagram
	YouTube
	TikTok
	All the above

	What digital and offline marketing media do use in enhancing consumer awareness?
	4
 
40%
	3
 
30%
	8
 
80%
	6
 
60%
	7
 
70%
	5
 
50%
	10
 
100%
	7
 
70%



Chart 2: The various digital and offline marketing media in enhancing consumer awareness.
On the various offline and digital marketing media in enhancing consumer awareness, it was revealed through the questionnaires and as shown in Chart 2 above that: 40% of the participants used Billboard, 30% used televisions, 80% used Facebook, 60% used Twitter, 70% used Instagram, 50% used YouTube, 100% used TikTok whereas 70% used all the of the mentioned social media platforms.
Interview results:
According to the participants and as seen in the Fig. 2 below, there are numerous roles and impacts of various digital and offline marketing media in enhancing consumer awareness. The participants revealed that the roles and positive impacts are increasing broad reach, ability to measure results, personalising marketing communication, fostering interactive engagements and improving credibility and trust. They also revealed that the negative impacts are information overload, privacy concerns, and environmental concerns.
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Figure 2. The roles and impacts of various digital and offline marketing media in enhancing consumer awareness.
Theme 3: The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
According to the participants responses, there are numerous marketing initiatives and strategies that are taken by the England cosmetics industry to enhance consumer awareness. The data were collected using both questionnaires and interviews as shown below and analysed using tables and graphs.
Questionnaire results:
Table 3: The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
	SCALE

	
	SD (1)
	D (2)
	N (3)
	A (4)
	SA (5)

	Can the England cosmetics industry take marketing initiatives and strategies to enhance consumer awareness?
	0
 
0%
	0
 
0%
	1
 
10%
	2
 
20%
	7
 
70%



Chart 3: The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
On whether the England cosmetics industry can take marketing initiatives and strategies to enhance consumer awareness, it was revealed through the questionnaires and as shown in Chart 3 above that: 70% of the participants Strongly Agreed, 20% Agreed, 10% were Neutral, 0% Disagreed and 0% Strongly Disagreed.

Interview results:
As seen in the Fig 3. Below, the participants revealed that the England’s cosmetics industry can employ a diverse range of marketing initiatives and strategies to enhance consumer awareness. It was revealed England’s cosmetics industry has applied marketing initiatives and strategies such as: celebrity endorsements, print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising. The participants disclosed that these marketing initiatives and strategies were significantly capable of enhancing consumer awareness.

[image: E242684C-CD84-4E58-A16E-6270EBA0E4EC.png]

Figure 3. The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
4.3: Summary of Chapter 4
Through the interviews given to the 10 participants, the study made it clear that marketing initiatives have a significant role in enhancing consumer awareness in the England’s cosmetics industry. Nevertheless, it was also evident that marketing initiatives have both positive influences as well as drawbacks when enhancing consumer awareness in the England’s cosmetics industry.
 







CHAPTER 5: DISCUSSION, CONCLUSION AND RECOMMENDATIONS
5.1: Discussions of the findings
Theme 1: The influence of marketing initiatives in boosting consumer knowledge
Regarding the relationship between marketing initiatives and consumer knowledge, the study observed that, marketing initiatives can significantly influence consumer knowledge about the products, services, and brands that a particular business is offering. It was also observed that these influences cab be both positive and negative. The positive aspects were seen to be influences such as: raising awareness of a brand, educating consumers, and facilitating transparency. This finding was corroborated by secondary studies made by Harmeling et al. (2017) where it was arrived at the conclusion that marketing initiatives are significantly capable of informing consumers about a certain product or service and therefore improving awareness of that brand Alvarez-Milán et al. (2018) also made discoveries that marketing initiatives promoted transparency about a brand. These finding are important for the England’s cosmetics industry in terms of prompting them to come with the most impactful marketing initiatives and strategies to influence consumers. As such, the central argument made here is that consumers gain more knowledge about a brand when the brand employs effective marketing solutions. However, Meire et al. (2019) also revealed that marketing initiatives are expensive endeavours and hence the need for cosmetics brands to consistently seek innovative ways to boost awareness and increase engagements.
On the other hand, the study made observed that the negative aspects of marketing initiatives were noted to involve influences such as: misleading consumers, bombarding consumers with information overload and providing limited scope of knowledge. Bala and Verma (2018) corroborated these findings when it was also revealed that organisations usually overstep their marketing by providing consumers with massive amounts of information and also deceptive tactics. For example, Priporas et al. (2017) revealed that the cosmetics industry has been applying deceptive marketing tactics such as greenwashing and use of technical terms and hence inability to fully improve consumer awareness and knowledge. Das et al. (2021) also established that failing to give consumers the full scope of knowledge about a product or service, reduces their knowledge and thus, restricting their conversion rates.
Theme 2: The roles and impacts of various digital and offline marketing media in enhancing consumer awareness.
Based on the study findings, it was noted that there is a relationship between various digital and offline marketing media on consumer awareness. Most importantly, it was noted that various digital and offline marketing media had both benefits and drawbacks in the enhancement of consumer awareness. It was revealed that the benefits are increasing broad reach, ability to measure results, personalising marketing communication, fostering interactive engagements and improving credibility and trust. These findings were corroborated by Borau et al. (2020) who argued that digital marketing media is affordable and effective and hence ability to reach a lot of audiences. Reaching many consumers was found to improve their awareness. According to Dhillon et al. (2022), it was noted that pairing up digital marketing and traditional marketing media significantly enhanced consumer awareness. Consequently, the central proposition made here is that cosmetics brand needs a blend of both digital marketing media and traditional marketing media to significantly enhance consumer awareness.
Regarding the negative influences because of marketing initiatives on enhancing consumer awareness, the study disclosed that information overload, privacy concerns, and environmental concerns are the drawbacks. Rust (2020) validated these findings by arguing that marketing initiatives leave a trail of negative impacts despite their benefits. Park (2020) also noted that these drawbacks reduced consumer awareness and therefore reduced sales by the cosmetics industry.
Theme 3: The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
According to the research findings, it was noted that the England’s cosmetics industry can employ a diverse range of marketing initiatives and strategies to enhance consumer awareness. It was seen that marketing initiatives and strategies were celebrity endorsements, print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising. Rasool et al (2020) confirmed these findings by noting that a mix of both traditional and offline marketing media are integral in building engaging contents that could serve to increase consumer awareness. However, Alvarez-Milán (2018) also argued that cosmetics brands must be aware of limitations such as data overload and misinterpretations, ethical issues, economic downturns, and technological advancements when using marketing initiatives and strategies to enhance consumer awareness. The central argument made here is that consumer awareness can be enhanced through robust marketing initiatives and strategies.
5.2: Conclusion
The aim of this study was to investigate the role of marketing in enhancing consumer awareness in the England’s cosmetics industry. This aim was achieved through the application of three objectives. The first research objective was to assess the influence of marketing initiatives in boosting consumer knowledge. Accordingly, the research concluded that marketing initiatives can significantly influence consumer knowledge regarding the products, services, and brands that a certain business is offering. It was indeed noted that these influences are positive and negative. The positive influences were seen to be influences such as: raising awareness of a brand, educating consumers, and facilitating transparency. The negative influences of marketing initiatives were noted be misleading consumers bombarding consumers with information overload and providing limited scope of knowledge. The central argument made from the first objective was that consumers acquire more knowledge about a brand when the organisation uses the effective marketing solutions.
The second objective was to analyse the roles and impacts of various digital and offline marketing media in enhancing consumer awareness. Accordingly, it was noted that there is a relationship between various digital and offline marketing media on consumer awareness. It was noted that various digital and offline marketing media had both benefits and drawbacks in the enhancement of consumer awareness. The benefits were seen to be increasing broad reach, ability to measure results, personalising marketing communication, fostering interactive engagements and improving credibility and trust. In terms of the negative influences because of marketing initiatives on enhancing consumer awareness, the study made it clear that information overload, privacy concerns, and environmental concerns are the drawbacks. The central proposition made here was that organisations in the cosmetics industry must consider a blend of both digital marketing media and traditional marketing media to meaningfully enhance consumer awareness.
The third objective was to assess the marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness. As such, it was evident that the England’s cosmetics industry can employ several marketing initiatives and strategies to enhance consumer awareness. These marketing initiatives and strategies were noted to be celebrity endorsements, print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising. The central argument made here was that consumer awareness can be heightened by using robust marketing initiatives and strategies.
Through the research findings, it was clear that consumers heavily rely on marketing initiatives to gain knowledge about brands, products, and services within the England cosmetics industry. It was then evident that the best marketing initiatives can be used to reach out to consumers and then also attract the consumers to engage with a business. However, it was evident that marketing initiatives have both positive and negative influences and thus especially important for cosmetics businesses to ensure they use transparent and realistic initiatives to guarantee maximum effect regarding consumer awareness.

5.3: Recommendations
Despite responding to its research answers, this study was limited by a few issues. It was seen that limitation of this research was that it relied on 10 participants. This issue meant that a small sample meant that the findings must be used as a representative sample or generalised to a larger population. To deal with the limitations of the research such as the bias caused by participants subjective experiences, it is recommended that the future studies should consider the use of larger samples. It was recommended that the use of many participants and across the entire England market will help to come up representative samples and where findings can be generalised to a larger population.
Regarding the research problem, the cosmetics industry in England should consider using robust marketing initiatives to significantly improve consumer awareness. About the research project, it was noted that a mixed methodology could help future research studies to make the most appropriate recommendations to players in the cosmetics industry regarding how they can improve consumer awareness.
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Appendices
Appendix 1: Interview transcripts and questionnaire
Theme 1: The influence of marketing initiatives in boosting consumer knowledge
1. What are the influences of marketing initiatives in boosting consumer knowledge?
ANSWERS:
Participant 1: raising awareness of a brand, educating consumers, and facilitating transparency, bombarding consumers with information overload and providing limited scope of knowledge.
Participant 2: educating consumers and facilitating transparency, information overload and providing limited scope of knowledge.
Participant 3: raising awareness of a brand, bombarding consumers with information overload.
Participant 4: misleading consumers, bombarding consumers with information overload and providing limited scope of knowledge.
Participant 5: facilitating transparency, bombarding consumers with information overload and providing limited scope of knowledge.
Participant 6: raising awareness of a brand, educating consumers, bombarding consumers with information overload and providing limited scope of knowledge.
Participant 7: educating consumers and facilitating transparency, providing limited scope of knowledge.
Participant 8: facilitating transparency, raising awareness of a brand, bombarding consumers with information overload.
Participant 9: facilitating transparency, providing limited scope of knowledge.
Participant 10: raising awareness of a brand, educating consumers, and facilitating transparency, bombarding consumers with information overload and providing limited scope of knowledge.
Theme 2: The roles and impacts of various digital and offline marketing media in enhancing consumer awareness.
2. What are the roles and impacts of various digital and offline marketing media in enhancing consumer awareness?
ANSWERS:
Participant 1: increasing broad reach, ability to measure results, personalising marketing communication, privacy concerns and environmental concerns.
Participant 2: ability to measure results, personalising marketing communication, privacy concerns.
Participant 3: personalising marketing communication, privacy concerns and environmental concerns
Participant 4: fostering interactive engagements and improving credibility and trust.
Participant 5: ability to measure results, personalising marketing communication, privacy concerns.
Participant 6: improving credibility and trust, privacy concerns and environmental concerns.
Participant 7: fostering interactive engagements and improving credibility and trust, information overload, privacy concerns, and environmental concerns.
Participant 8: increasing broad reach, personalising marketing communication, privacy concerns.
Participant 9: ability to measure results, fostering interactive engagements, environmental concerns.
Participant 10: fostering interactive engagements and improving credibility and trust, privacy concerns and environmental concerns.
Theme 3: The marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness.
3. What are the marketing initiatives and strategies taken by the England cosmetics industry to enhance consumer awareness?
ANSWERS:
Participant 1: celebrity endorsements, print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising.
Participant 2: social media marketing, SEO marketing, e-mail marketing as well as website and app advertising.
Participant 3: print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing.
Participant 4: celebrity endorsements, SEO marketing, e-mail marketing as well as website and app advertising.
Participant 5: eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising.
Participant 6: e-mail marketing and website and app advertising.
Participant 7: celebrity endorsements, print and television advertising, eye-catching packaging designs, social media marketing, SEO marketing.
Participant 8: print and television advertising, eye-catching packaging designs, e-mail marketing as well as website and app advertising.
Participant 9: SEO marketing, e-mail marketing as well as website and app advertising.
Participant 10: eye-catching packaging designs, social media marketing, SEO marketing, e-mail marketing as well as website and app advertising
Questionnaire
1. Is there any influence of marketing initiatives in boosting consumer knowledge?
	SD (1)
	D (2)
	N (3)
	A (4)
	SA (5)



2. What digital and offline marketing media do use in enhancing consumer awareness?
	Billboard
	Television
	Facebook
	Twitter
	Instagram
	YouTube
	TikTok
	All the above



3. Can the England cosmetics industry take marketing initiatives and strategies to enhance consumer awareness?
	SD (1)
	D (2)
	N (3)
	A (4)
	SA (5)
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Sample of transcript from theme 3
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Appendix 2: Ethics form
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:

Rumyana Georgieva Yordanova

Tick all boxes that apply:(Member of staff: Honorary research fellow:

Taught Postgraduate
Student

Postgraduate  Rescarch
Student

Undergraduate Student

Institute/Academic Discipline/Centre:  University of|
[Wales Trinity Saint David

[4{Campus: London Campus
5|E-mail address:2028611 @studentuwtsd.ac.uk
6|Contact Telephone Number: 07809 422675

[For students:

7|Student Number: 2028611

8|Programme of Study: BABM

9|Dircctor of Studies/Supervisor: Dr Alfred Mensah
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SECTION B: Approval for Research Activity

[Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate]
lapproval process for different levels of research by different|
categories of individual)

YES INO|O)

2]if Yes, please indicate source of approval (and date where
known): Approval in principle must be obtained from the
relevant source prior to seeking ethical approval

Rescarch  Degrees

(Committee

Institute Research|
[Committee

Other (write in) E

SECTION C: Internal and 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, location-specific codes of|
research ethics, and any specific ethical guidance relating to the proposed methodology). Please|
tick to confirm that your research proposal adheres to these codes and guidelines. You may add
rows to this table if needed.

1{UWTSD Research Ethics & Integrity Code of Practice =
2[UWTSD Research Data Management Policy =
3\ (List any other relevant documents here] o

SECTION D: External Collaborative Research
Activity

If there are external collaborators then you should gain consent
from the contact persons to share their personal data with the

university. If there are no external collaborators then leave this
section blank and continue to section E.

Institution

(Contact person name

1
2
3|Contact person e-mail address
4]

[s your research externally funded?

5|Are you in receipt of a KESS scholarship?
6/Are you specifically employed to]Voluntary
undertake this research in either a paid|
or voluntary capacity?

7 Employed

8|ls the research being undertaken within|lf ~ YES  then the|
an  existing UWTSD  Athrofa|permission  question|YE
Professional ~ Learning  Partnership[below does not need to[S
(APLP)? be answered.

9[Has permission to undertake the|(If YES attach copy)
research has been provided by the[If NO the application| O|NO|=
partner organisation? cannot continue

Where research activity is carried out in
collaboration with an external organisation

10|Does this organisation have its own ethics approval system?

O|NO|=
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SECTION E: Details of Research Activity

INVESTIGATING THE ROLE OF MARKETING IN
Indicative title: ~ |ENHANCING CONSUMER AWARENESS: A CASE OF THE
[COSMETICS INDUSTRY IN ENGLAND

Proposed start date: [Nov 2023 [Proposed end date:

Introduction to the Research (maximum 300 words per section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the|
points below:

- Purpose of Research Activity

- Proposed Research Question

- Aims of Research Activity

- Objectives of Research Activi
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

- What the research activity will add to the body of knowledge.
- How it addresses an area of importance.

Purpose of Research Activity

This study was vitally important as it explored the essential link between marketing actions|
land customer knowledge in the England’s beauty industry. The results enriched academic|
3|works and provided useful guidance for companies aiming to traverse the constantly changing
customer environment. Another rationale of the research project is that it specifically|
scrutinised the impact of marketing strategies on augmenting consumer awareness within the|
England’s cosmetic industry.

[Research Question

4. How does marketing initiativ
4[5. What are the roles and impa
consumer awareness?

6. What are the marketing initiatives and strategies taken by England cosmetics industry to|
lenhance consumer awareness?

s influence a boost in consumer knowledge?
f various digital and offline marketing media in enhancing

Aims of Research Acti

ity

To investigate the role of marketing in enhancing consumer awareness in the England's
[cosmetics industry.

Objectives of Research Activity

 To assess the influence of marketing initiatives in boosting consumer knowledge

6| To analyse the roles and impacts of various digital and offline marketing media in enhancing|
consumer awareness.

 To assess the marketing initiatives and strategies taken by the England cosmetics industry to)
lenhance consumer awareness

[Proposed methods (maximum 600 words)

Provide a 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.|
You do not need to justify the methods here but should instead describe how you intend to|
collect the data necessary for you to complete your project.

Philosophical position of the research

In this research endeavour, the positivism philosophy was embraced due to its inherent]
compatibility with the empirical nature of the study. The adoption of positivism imparts a|
rigorous and structured approach to the study, enhancing its credibility by adhering to|
principles of objectivity and empirical validation. By grounding the research in positivism, the
study wanted to contribute to the establishment of objective truths regarding the impact of
marketing on consumer awareness in the dynamic context of the England’s cosmetic industry.
Position of Research Approach The deductive research approach was consciously chosen for|
this project. Other than the deductive approach. This deductive approach aligned mlessly|
with the positivist philosophy, where the primary goal was to systematically verify theories|
against empirical evidence. The deductive approach served as a guiding principle, allowing|
the formulation of specific hypotheses, and providing a clear and logical structure for testing|
relationships between various marketing strategies and the intricacies of consumer awareness

in the England’s cosmetic in S
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relationships between various marketing strategies and the intricacies of consumer awareness
in the England’s cosmetic industry.

[Methodological stance of the Research

The research methodological choice applied in this project was the qualitative methodology.

The qualitative methodology was consciously adopted for this study to delve deep into the|
nuanced aspects of consumer awareness and the impact of marketing strategies.

Stance of the Research Strategy and Design

The research strategy and design applied in this study were the surveys and archival research.|
The surveys, case studies, and content analysis be pivotal components of data collection,)
empowering the researcher to meticulously describe the current state of consumer awareness
and unravel the multifaceted influence of marketing strategies within the complex and ever-
evolving cosmetic industry. The surveys involved the collection of data the 10 participants to|
understand their experiences and perspectives. The survey strategy was critical for this study|
since it allowed for the collection of raw data and hence first-hand experiences data. On the|
other hand, the archival research strategy involved the use of business documents and
electronic records obtained from scholarly online platforms. The archival research strategy|
was important here since it offered rich contextual details to help validate the primary|
findings.

[Research Sample and Population

The study employed the non-probability and convenience sampling method. The study also|
used 10 participants in its population sample. The convenience sampling method also referred|
to an opportunity sampling, is a non-probability sampling method which involves the selection|
of participants based on their ease of access. The convenience sampling method was used here|
to improve ease of access to the 10 participants accessed through online survey. It was|
beneficial for this study since it is a fast and effortless way to collect data particularly when|
resources are minimal. However, the major drawback here was that the convenience sampling|
[method s less likely to be a representative of the general population.

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

London, England

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]
lexample, cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the
country where you will do the research, then please state ti

/A

[Use of documentation not in the public domain: Are any documents NOT publicly
: NO |
available?

If yes, please provide details here of how you will gain access to specific documentation that is|
Inot in the public domain and that this is in accordance with the current data protection law of|
the country in question and that of England and Wales.

(this box should expand as you type)
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[Does your research relate to one or more of the seven aims of the Well-being of|[YE |NO|
[Future Generations (Wales) Act 2015?

12]A prosperous Wales

3]A resilient Wales x

14]A healthier Wales
15]A more cqual Wales

17]A Wales of vibrant culture and rhnvmg Welsh language

18]A globally responsible Wales

19[If YES to any of the above, please give details:

SECTION F: Scope of Research Activity

Will the research activity include:

1{Use of a questionnaire or similar research instrument?

2|Use of interviews?

3]Use of focus groups?

4[Use of participant diaries?

5[Use of video or audio recording?
6|Use of computer-generated log files?

7|Participant observation with their knowledge?

8|Participant observation without their knowledge?

Access to personal or confidential information without the participants’ specific

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

11]Performance of any acts which may cause embarrassment or affect self-esteem?

12[investigation of participants involved in illegal activities?
13|Use of procedures that involve deception?

14|Administration of any substance, agent, or placebo?

15|Working with live vertebrate animals?

16[Procedures that may have a negative impact on the environment?

Details of any other primary data collection method:

(this box should expand as you type)

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.
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SECTION G: Intended Participants

I
g

f there are no participants then do not complete this section, but
o directly to section H.

Who are the intended participants?

Students or staff at the University?

4Chil:.\ren and Young People under the age of 18? (Consent from Parent, Carer or]

[Adults (over the age of I8 and competent to give consent)?

Vulnerable adults?

Guardian will be required)

5
6

7 Those who could be considered to have a particularly dependent relationship with|

[Prisoners?

[Young offenders?

the investigator or a gatekeeper?

5|Others. Please indicate the participants below, and specifically any group who may|

People engaged in illegal activities?

be unable to give consent.

Details of any other participant groups:

(this box should expand as you type)

10]

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

How

many  participants
expected?

bt 10|

1

1{Who will the participants be? (Organisations in the cosmetics industry

12}

the

il identify Sthe} ;. social media surveys based on convenience ssmpling

participants?

you

1

3

Information for participants:

(Will you describe the main research procedures to participants in|
ladvance, so that they are informed about what to expect?

14|Will you tell participants that their participation is voluntary?

15]Will you obtain written consent for participation?

16}

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

17

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

1

(Will you tell participants that they may withdraw from the research at|

8lany time and for any reason?

19

(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 fulll

20)

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]| o
appropriate to the type of research undertaken?

22]1f NO t0 any of above questions, please give an explanation

21





image12.jpeg
Information for participants:

24]Will participants be paid? o [ o

Will the rescarch activity involve deliberately mislcading participant
lany way, or the partial or full concealment of the specific study aim:

28[1f YES to any question, please provide full details

SECTION H: Anticipated Risks

(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
rescarch collaborator) you may append that to this form.

Full risk assessment completed and|Yes
lappended?

Risks to participants
2[For example: sector-specific health & safety, emotional distress, financial disclosure, physical
[harm, transfer of personal data, sensitive organisational information

Risk to participants: \How you will mitigate the risk to participants.
Risk of data loss Sccure data with a strong password in my cloud|
istorage

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 (c.g,
helpline numbers) to be offered to participants. Note that where applicable, consent procedures|
should make it clear that if something potentially or illegal is discovered in the course of a
[project, it may need to be disclosed to the proper authorities

¥
Risks to the investigator

4lFor example: personal health & safety, physical harm, emotional distress, risk of accusation of]
harm/impropriety, conflict of interest

Risk to the investigator: \How you will mitigate the risk to the investigator:

Lack of sufficient data Using non-probability convenience sampling
5 University/institutional risks
[For example: adverse publicity, financial loss, data protection

Risk to the University: \How you will mitigate the risk to the University:

Adverse publicity [Providing credible research reports
[Environmental risks

9 For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: \How you will mitigate the risk to environment.
|V/A N/A

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

7|Does your research require you to hold a current DBS Certificate? o o |o
If YES, please give the certificate number. If the certificate number is not|

8lavailable, please write “Pendin; in this case any ethical approval will be|
eabicctto providing the app:SRYPRFTT PN ——
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SECTION
Confidentiality

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

: Feedback, Consent and

The participants will be de-briefed through prior exposure to research expectations. The|
researcher will share their expectations with the participants through online forms. This will be|
done before the actual data collection happens.

2(Informed consent

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

[Participants will be given consent forms to read and offer the agreement regarding the study. To
fully consent, the participants will be participations sheets that do not ask for personal
information.

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

[Confidentiality will be offered by not asking for participants” personal data.

SECTION J: Data Protection and Storage

Docs the rescarch activity involve personal data (as defined by the General Data
Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA™)?

“Personal data” means any information relating to an identified or identifiable natural|
erson (‘data subject’). An identifiable natural person is one who can be identified,
directly or indirectly, in particular by reference to an identifier such as a name, an|
identification number; location data, an online identifier or to one or more facte
Ispecific to the physical, physiological, genetic, mental, economic, cultural or sociall
identity of that natural person. Any video or audio recordings of participants
personal data.

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

2(this box should expand as you type)

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

“Special category data” means sensitive personal data consisting of information as to|
the data subjects’—

(@) racial or ethnic origin,

(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,

3|(d) membership of a trade union (within the meaning of the Trade Union and Labour|2
|\Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(1) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

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

4{(this box should expand as you type)
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(Will data from the research activity (collected data, drafts of the thesis, or|YES|NO|
materials for publication) be stored i m any of the following ways?

5|Manual files (i.e. in paper form)?
6[University computers?

7[Private company computers? EHE

8|Home or other personal computers?

9|Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

10[“Cloud” storage or websites?
11{Other - specify:
For all stored data, explain the measures in place to ensure the security of the data collected,|
12|data confidentiality, including details of backup procedures, password protection, encryption,|
lanonymisation and pseudonymisation:

(this box should expand as you type)

[Data Protection

Will the research activity involve any of the following activities?

18|Publication of data that m|gh| allow ldenufcauon ofmd|v|duals7

19]Use of data management system?

20[Data archiving?
If YES to any question, please provide full details, explaining how this will be conducted in

21]accordance with the GDPR and Data Protection Act (2018) (and any international equivalents,
where appropriatc):

(this box should expand as you type)

22|List all who will have access to the data generated by the rescarch activity:

Me and the university.

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

Me.

Give details of data storage arrangements, including security measures in place to protect the|

24data, where data will be stored, how long for, and in what form. Will data be archived — if so|
how and if not why.

Data will be stored in cloud storage as well external flash drive to guarantee back up if one o
[the storage locations lose its data. Data will be stored in digital form. The data will be destroyed
after 6 months.

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

25}

The data can be stored in the UWTSD Research Data Repository to give other people access to|
the findings. The finding can be other researchers to improve on their studies about the samel
topic.
Confirm that you have read the UWTSD guidance on data management (see|
https://www.uwtsd.ac.uk/library/research-data-management/)

(Confirm that you are aware that you need to keep all data until after your research has|

27| Completed or the end of your funding
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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|
rescarch activity will meet the University’s Research Ethics and Integrity Code of Practice which
is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

[Date:15/4/2024

ignature of applicant:

For STUDENT Submissions:

Director off [Date:
Studies/Supervisor:

2|

3[signature:

For STAFF Submissions:

4/‘\ demic Director/| |Date:
Assistant Dean:

s|signature:

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

&1 have read the guidance notes supplied before completing the form.
®|I have completed ALL RELEVANT sections of the form in full.

(1 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 (where appropriate) ONLY 7/CK IF YOU HAVE|
IATTACHED A FULL RISK ASSESSMENT

I understand that it is my responsibility to ensure that the above-named research activity willl
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 bel
confirmed by the DoS/Supervisor, module tutor or Academic Director.

[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
cader.

This form is available electronically from the Academic Office

web pages: https:/www.uwtsd.ac.uk/academic-office/appendices-
and-forms/
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Sample of transcript from theme 1

Question 1: What are the influences of marketing initiatives in boosting consumer
knowledge?

ANSWERS:

Participant 1 raising awareness of a brand. educating consumers and facilitating transparency.
‘bombarding consumers with information overload and providing limited scope of knowledge

Participant 2: educating consumers and facilitating transparency, information overload and
providing limited scope of knowledge

‘Participant 3: raising awareness of a brand, bombarding consumers with information overload

Participant 4: misleading consumers, bombarding consumers with information overload and
providing limited scope of knowledge

Participant 5 facilitating transparency, bombarding consumers with information overload and
providing limited scope of knowledge

Participant 6 raising awareness of a brand, educating consumers, bombarding consumers with
information overload and providing limited scope of knowledge

Participant 7: educating consumers and facilitating transparency, providing limited scope of
knowledge

Participant 8 facilitating transparency, raising awareness of a brand, bombarding consumers with
information overload

Participant O: facilitating transparency. providing limited scope of knowledge

Participant 10 raising awareness of a brand, educating consumers and facilitating transparency
‘bombarding consumers with information overload and providing limited scope of knowledge
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Sample of transcript from theme 2

Question 2: What are the roles and impacts of various digital and offline marketing media in
enhancing consumer awareness?

ANSWERS:

Participant 1 increasing broad reach, ability to measure results, personalising marketing
communication, privacy concerns and environmental concerns

Participant 2: ability to measure results, personalising marketing communication, privacy
concerns

Participant 3: personalising marketing communication, privacy concerns and environmental
concerns

Participant 4- fostering interactive engagements and improving credibility and trust

Participant 5 ability to measure resuls, personalising marketing communication, privacy
concerns

Participant 6: improving credibility and trust, privacy concerns and environmental concerns

Participant 7: fostering interactive engagements and improving credibility and trust, information
overload, privacy concerns, and environmental concerns

Participant 8 increasing broad reach, personalising marketing communication, privacy concerns

Participant 9: ability to measure results fostering interactive engagements, environmental
concerns

Participant 10: fostering interactive engagements and improving credibility and trust, privacy
concerns and environmental concerns





