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1.0 [bookmark: _Toc498978276]Introduction
The overall objective of this dissertation is to analyse the impact of CSR on the consumer behaviour of Welsh women within the cosmetics industry. Although, previously there have been several studies that have investigated the motives for purchasing socially desirable goods, only few have focused on the overall impact CSR plays in relation to consumer behaviour within the cosmetics industry. This topic is very current due to the apparent increase in CSR in recent years, which is something this study aims to explore more in depth. Moreover, British beauty sales are currently at an all-time high and are predicted to increase further. The UK health and beauty market is expected to reach £26.7bn by 2022 according to research recently undertaken (Wells, 2017). Therefore, with the cosmetics industry booming, the information gathered via this study is of extreme relevance on whether CSR plays a vital role in consumer behaviour within the cosmetics industry.
[bookmark: _Toc498978277]1.1 Background and Literature Review
	A large amount of research has been undertaken in regards to the impact of CSR on consumer behaviour in general. However, most of the research conducted has focused on the topic in general with little focused solely on the cosmetics industry. This is due to the fact that that most of the studies are based on importance rating survey which is inadequate in relation to explaining which factors are involved and which are the most important within the purchasing decision. This study aims to uncover just how important CSR is within the cosmetics industry. 
	A study of key importance in relation to this topic is (Agarwal, 2013), which analyses the impact of corporate social responsibility on consumer behaviour in general. A large body of literature has revealed that the buying behaviour of customers is influenced heavily by CSR. It has been implied that customers prefer to purchase from companies that act in a socially responsible way and are intolerant towards organisations that fail in fulfilling their social obligations (Dawkins & Lewis, 2003). It has also been uncovered that consumers tend to punish companies that are unethical but do not reward those that act ethically. This is upheld by (Folkes & Kamins, 1999) whom states that ethical behaviour on part of companies did not compensate for inferior products but unethical behaviour had an impact on consumer attitudes even if products were classed as superior. However, it has been argued that there is no influence from CSR on the buying behaviour of customers, as customers do not really care that much about whether companies behave socially responsible or not (Boulstridge & M, 2000). It has also been claimed that there is no direct relation between CSR and the financial performance of companies (Carroll & Shabana, 2010), and has even been argued that CSR can sometimes have a negative influence on the buying behaviour of consumers (Sen & Bhattacharya, 2001). This therefore identifies a gap between a customer’s intentions and their actual behaviour.
[bookmark: _Toc498978278]1.2 Rationale
	This study will focus on just how big a part CSR plays in relation to consumer behaviour within the cosmetics industry. The study will aim to uncover whether CSR is as an influential factor when it comes to purchasing products or whether the industry is money driven. There have been numerous debates on the subject however very little in relation to the cosmetics industry which is why the information gathered via this study has the potential to be very useful. This study will aim to expand on previous research conducted on CSR and its influence on consumer behaviour in order to come to its own conclusion on how important it actually is.


[bookmark: _Toc498978279]1.3 Aims and Objectives
	The aim of this study is to analyse the impact of CSR on the consumer behaviour of Welsh women within the cosmetics industry.
Objectives;
· Critically analyse the academic literature on the impact of CSR on overall consumer behaviour and within the cosmetics industry.
· Identify the public’s opinion on CSR and if it influences their purchasing behaviour within the cosmetics industry
· Evaluate the findings and draw a conclusion on whether CSR has an impact on the consumer behaviour of Welsh women within the cosmetics industry.
2.0 [bookmark: _Toc498978280]Research Design and Methodology
Research has been simply defined as a search for knowledge. It has also been defined in more complex terms as a scientific and systematic search for pertinent information on a specific topic (Kothari, 2004). It is essential to be aware of the different levels and methods of research in order for their research to be undertaken effectively. The levels of research have been identified in the form of a ‘research onion’ developed by (Saunders, Lewis, & Thornhill, 2009) as demonstrated below.
[image: C04NF001]
Figure 1.1 – Research Onion
Data collection and data analysis is the core of the research onion and the first level that the researcher will address. The researcher will then take a cross-sectional approach via quantitative research in the form of a questionnaire. There will be only one method being used which will be the questionnaire distributed meaning that the researcher will be taking a mono method approach. Although a mono method approach is being undertaken, the researcher will also conduct two statistical tests in order to analyse the data collected further. In regards to the next layer of the onion it has been identified that a survey will be used in order to analyse the data effectively. This study will be deductive due to the fact that the study will be testing theory. The study will focus on the philosophical approach called positivism.
[bookmark: _Toc498978281]2.1 Paradigm
	In regards to this study, the use of the positivism method is most applicable. It has been said that “the philosophical assumptions that guide positivist research consist of an objective view of reality, which the research will pursue to measure and explain” (Belk, 2006).
[bookmark: _Toc498978282]2.2 Sample
	In relation to deciding on the target population in which to extract the data from, convenience sampling will be used within this study. A convenience or opportunity sample is one that consists of people that are easy to reach and most convenient (Coolican, 2014). Convenience sampling is the least expensive and has the ability to collect a variety of results however, it has many potential sources of bias including respondent bias. The sample will be distributed online among women who are well aware of the cosmetics industry. For example, in online makeup and cosmetic groups.
[bookmark: _Toc498978283]2.3 Data Analysis
	The findings gathered from the research undertaken will be displayed via tables and figures. Statistical tests will also be conducted in order to analyse the data further which will then be presented efficiently. By using tools to illustrate the key findings of the research effectively this will then help to outline the most significant findings.
[bookmark: _Toc498978284]2.4 Data Collection
	It has been claimed by (Tashakkori & Teddlie, 2002) that the method of data collection is simply a technique that is used to collect empirical research data, it is how researchers “get” their information. The six major methods of data collection are questionnaires, interviews, focus groups, tests, observation and secondary data.
	In relation to this study, quantitative data collection will be used in the form of online questionnaires which will then be distributed in order to gather data. Any secondary data available will also be analysed in order to produce the best results. There are a number of advantages associated with data collection in the form of online questionnaires including convenience for respondents, cost effective, saves time and effort and enables the collection of a large amount of data within a short period of time. Nevertheless, there are also disadvantages associated with this method of data collection that will need to be considered by the researcher. These disadvantages include the element of bias results, cooperation concerns and possible restricted sampling. The data gathered throughout the process will be kept confidential for security purposes.
[bookmark: _Toc498978285]2.5 Limitations and Ethical Risks
[bookmark: _Toc498978286]2.5.1 Time management and Sample
	Due to the time constraint placed on a dissertation, this could potentially limit the amount of research able to be undertaken and data able to be collected which would therefore produce less accurate results in comparison to the same study being undertaken for a longer time period.
	The sample that has been chosen is a convenience sample and as referred to earlier has a number of disadvantages associated with it that could potentially limit the depth of the study. This is due to the fact that the sample may not be an accurate representation of the numerous perspectives. Moreover, there is the potential for a bias of respondents making the data collected inaccurate. Nevertheless, this form of sample has been chosen as it is the most effective in relation to this study.
[bookmark: _Toc498978287]2.5.2 Ethical Risks
[bookmark: _GoBack]	Due to the nature of the topic, research will be conducted among women over the age of 18 however, the questionnaire is highly unlikely to cause any psychological harm as it will be produced in a manner that is not intimidating to answer. Moreover, all participants will be made aware of the content of the questionnaire via a cover letter before they start therefore giving them the chance to opt out of undertaking the survey in order to avoid any complications.
[bookmark: _Toc498978288]2.6 Reliability and Validity
	Reliability has been defined as the extent to which an experiment, test, or any measuring procedure yields the same results on repeated trials (Carmines & Zeller, 1979). Whereas, validity has been described by (Hernon & Schwartz, 2009) as a concept that “refers to the extent to which study findings are generalisable to a population (external validity), whether the instrument accurately measures what it purports to measure (internal validity), and several other related constructs”.
	In relation to this study it is crucial that the results obtained have both high reliability and validity in order for them to be classed as accurate. This is able to be achieved by ensuring tghat the research is conducted consistently in order to limit the influence of variables.
[bookmark: _Toc498978289]3.0 Resources and Planning
	Both resources and planning play an important part in any research project. Various sources will be used in order to retrieve information which will then be used to gain a better understanding of the topic and achieve the overall aims and objectives.
[bookmark: _Toc498978290]3.1 Resources
	There are a number of resources that will be used throughout this study. This includes journals, books, articles, professional websites and reports. These resources will be attained via online databases, the university database, search engines including google scholar and libraries. In order for the study to achieve its aims and objectives it is vital that all resources are useful and relevant to the area of study. The resources used will contribute to the secondary data and literature review.
[bookmark: _Toc498978291]3.2 Gantt Chart
[image: ]	A Gantt chart is essentially a tool that maps out specific tasks that need to be completed and sets a date in which the tasks need to be completed by (Kumar, 2005). The chart is in place to support the researcher and keep them on track in order to achieve the overall aims and objectives by creating an easy to follow checklist. Attached below is the Gantt chart specific to this study that outlines the overall plan for the dissertation.
	
Figure 2.1 – Gantt Chart
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