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Chapter 1: Introduction
1.1 Background
Over time, the UK'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. 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 UK cosmetic industry.
1.2 Significance of the Topic
This study is vitally important as it explores the essential link between marketing actions and customer knowledge in the UK beauty industry. The results will enrich academic works and provide useful guidance for companies aiming to traverse the constantly changing customer environment.
1.3 Purpose of the Research
The primary purpose of this research is to scrutinise the impact of marketing strategies on augmenting consumer awareness within the UK cosmetic industry. By examining the multifaceted dimensions of marketing, the study aims to unearth the mechanisms that underpin successful consumer engagement in this competitive market (Rodner, Goode and Burns, 2021).
1.4 Proposed Aim, Objectives, and Research Questions
Main Aim:
To evaluate and comprehend the effect of marketing techniques on improving customer awareness in the United Kingdom's cosmetics industry.
Objectives:
● To assess the influence of marketing initiatives in boosting consumer knowledge for better outcome.
● To analyse the roles and impacts of various digital and offline advertising mediums in enhancing consumer awareness
● To assess the marketing initiatives and strategies taken by the UK cosmetics industry
● To evaluate the influence of digital marketing initiatives on consumer psychology and the way it converts them into potential buyers of cosmetic products
Research Questions:
● How does marketing initiatives influence in boosting consumer knowledge for better outcome?
● What are the key roles and how do various digital and offline advertising mediums impact in enhancing consumer awareness?
● What are the marketing initiatives and strategies taken by the UK cosmetics industry?
● How do various digital marketing initiatives influence consumers psychologically and to convert them into potential buyers of cosmetic products?
Chapter 2: Literature Review
2.1 Definition and Characteristics of Consumer Awareness in the Cosmetic Industry
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.
2.2 Importance of Marketing in Fostering Consumer Awareness
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.
2.3 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 Consumer Decision-Making Process 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.
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Figure 2.1: Hierarchy of Effects Model
(Source: Hausman, 2011)
In the same way, the Hierarchy of Effects model clarifies the step-by-step progression of consumer reactions, spanning from awareness to action. Commencing with awareness, then interest, and desire, and peaking with action, this model assists marketers in designing campaigns that catch the eye and also encourage a movement towards product consideration and buying (Sukma Wijaya, 2012). Comprehending the position of consumers in this hierarchy allows marketers to modify messages and techniques fittingly.
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Figure 2.2: Elaboration Likelihood Model
(Source: Geddes, 2015)
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 have the ability to construct enticing stories and communications that echo with customers depending on their degree of participation in choosing cosmetics.
2.4 Advantages and Disadvantages of Marketing Strategies in Consumer Awareness
Potent promotional plans bring forth manifold benefits to boost customer consciousness, including amplified brand prominence, upbeat brand connections, and improved product remembrance. 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.
2.5 Challenges in Enhancing Consumer Awareness through Marketing in the Cosmetic Industry
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.

Chapter 3: Research Methods and Methodology
3.1 Research Philosophy
In this research endeavour, the positivism philosophy will be embraced due to its inherent compatibility with the empirical nature of the study. Positivism posits that knowledge is derived from observable phenomena, emphasising objectivity and the systematic application of the scientific method (Marsonet, 2019). 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 seeks to contribute to the establishment of objective truths regarding the impact of marketing on consumer awareness in the dynamic context of the UK cosmetic industry.
3.2 Research Approach
A deductive research approach is consciously chosen, initiating the inquiry with a well-defined theoretical framework that will subsequently be rigorously tested through empirical observations (Pandey, 2019). This deductive approach aligns seamlessly with the positivist philosophy, where the primary goal is to systematically verify theories against empirical evidence. The deductive approach serves 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 UK cosmetic industry.
3.3 Research Methodology
The research methodology selected for this study will be the descriptive design, a choice driven by the need to offer a comprehensive and detailed overview of the intricate relationship between marketing strategies and consumer awareness in the UK cosmetic industry (Kim, Sefcik and Bradway, 2017). This methodology is particularly apt for exploring patterns, relationships, and nuances within a specific context. Surveys, case studies, and content analysis will 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.
3.4 Research Strategy
A qualitative research strategy will be consciously adopted 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 content analysis of consumer reviews, the qualitative strategy aims to capture the depth and diversity of consumer experiences and opinions in the dynamic and competitive landscape of the cosmetic industry.
3.5 Data Collection Methods/Tools
The core strategy for gathering information will be an in-depth scrutiny of secondary sources, including a comprehensive assessment of current literature, sector-specific reports, and scholarly investigations (Sutton and Austin, 2015). This calculated dependence on auxiliary data establishes a solid base for the study, integrating varied viewpoints and learnings from past research undertakings. By exploiting a surplus of ready knowledge, the investigation seeks to situate the present tendencies of consumer comprehension within the historical and shifting terrain of the UK's beauty industry.
3.6 Ways of Interpreting Data
Thematic analysis stands 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 enables 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 aims to draw nuanced conclusions and contribute to the existing body of knowledge on this subject.
3.7 Gantt Chart
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Figure 3.1: Gantt chart
(Created by the Student)
3.8 Ethical Consideration of the Research
Ethical aspects will hold supreme importance all through the investigation process. Assurance of participants' anonymity and confidentiality will be 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 will be sustained to support the credibility of the examination.

Chapter 4: Conclusion
In conclusion, this research embarks on a crucial exploration of the intricate relationship between marketing strategies and consumer awareness within the dynamic UK cosmetic industry. As the beauty sector undergoes significant transformations, understanding the evolving preferences of consumers becomes paramount. The study, rooted in positivism, adopts a deductive approach and a descriptive design, employing qualitative research strategies to unravel the multifaceted dimensions of consumer awareness. Thematic analysis of secondary sources will offer nuanced insights into the impact of marketing initiatives on shaping consumer perceptions. The research holds significance in enriching academic knowledge and providing practical guidance to industry players navigating the ever-changing landscape of the beauty sector. Ethical considerations will be rigorously upheld, ensuring the integrity of the study and respecting the rights and privacy of participants.
Through this comprehensive investigation, the study aspires to contribute valuable insights that resonate not only within academic circles but also guide companies seeking to thrive in the dynamic and competitive realm of the UK cosmetic industry.
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