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Student Details 
	Student Family / Surname:

	Tran

	Student Given / First name:

	Tra My

	Student Number

	2020970

	UWTSD Institute
	Swansea campus




Proposed Research

	Current Proposed Title (20 / 30 words):

	Factors affecting influencers credibility and online purchase of major Vietnamese e-commerce platforms: Shopee, Lazada and Tiki.

	 
Background & Context (approx. 250 words)


	Nowadays, it is practically impossible to be active on social media without seeing some form of influencer marketing. Every site you use, popular celebrities are flashing their clothes, gadgets or even vehicles for their associated brands. Since established as a concept 15 years ago, influencer marketing has evolved into a dominant way brands promote where influencers endorse and recommend associated products on the Internet (Corbitt, 2022). Hence, businesses find it important to understand the rapid growth of social media and customer’s attitude towards this marketing tool (Kilian, et al., 2012). Acknowledging this, business leaders can take advantage of customer’s high online presence group and big purchasing power to boost their revenues (Phước, 2020). 
Along with the Internet, e-commerce markets showed sustained growth in Vietnam. The country ranked 28th largest market for E-commerce in 2020, with combined sales of $6 billion and a growth rate of 51%, much higher than the global growth rate of 29% (e-commerceDB, 2021). Vietnam remains the region’ most dynamic market for influencer marketing and deservedly so. Nevertheless, the influencer marketing impact on e-commerce platform lack sufficient academic investigation in terms of finding what factors affect the credibility of influencers and purchasing intention. Vietnamese population is young and highly familiar with the Internet (The World Bank, 2022), hence characterized as an ideal market for influencer marketing. Thus, the analysis of factors affecting influencer’ credibility and customer’s purchasing intention of e-commerce in the country is expected to yield interesting results. Findings would be beneficial for both business leaders and influencers, as e-commerce platforms are embraced with knowledge of how to better target their customers and effectiveness of their campaigns, while influencers understand how their characteristics affect their credibility.



	
Aims and Objectives (approx.. 250 words)

	This Doctoral dissertation has an aim of investigating influencers characteristics - Attractiveness, trustworthiness, expertise and similarity - as well as consumer characteristics and brand loyalty factors, analysing how these factors may dictate consumer’s intention to purchase and finally, actual purchase on major Vietnamese e-commerce platforms, namely Shopee, Lazada and Tiki.

This dissertation also has several objectives, namely:
1. To perform a literature analysis on influencer’ characteristics - Attractiveness, trustworthiness, expertise and similarity – influence on credibility and effectiveness of influencers, brand’s loyalty and consumer’s factors on credibility and effectiveness of influencers, credibility and effectiveness of influencers on customer’s intention to purchase and purchase.
2. To develop a proper theoretical framework and build hypotheses on the relationships.
3. To gather primary dataset, based on self-complete online questionnaire about influencers’ factors and customer’s factors, as well as their intention to make online purchase.
4. To carry out data analysis of this dataset using SPSS software.
5. To determine and evaluate the relationships between influencer factors, customer factors, brand image and influencer’s credibility and effectiveness, and the subsequent relationships with customer’s intention to purchase.
6. To highlight the differences of investigated platform’s influencer marketing campaigns, their images and intention to purchase of each platform.
7. To raise practical and theoretical implications for influencers and marketing managers of the platforms, helping them understand which factors are the most essential for the effectiveness of their campaigns.




	
Proposed plan of work including timetable 

	Proposed plan of work

In this section you will need to complete a proposed plan of your work explaining the timeline for key elements of the thesis. 

	Planned Development (e.g. submission of form, completion of chapter, submission of thesis)
	Target Date

	Submission of proposal 
	Mar 2022

	Completion of documents gathering and planning
	Sept 2022

	Completion of chapter 1 (along with getting feedbacks)
	Jan 2023

	Completion of literature review (with feedback)
	April 2023

	Completion of methodology (with feedback)
	Jul 2023

	Completion of results (with feedback)
	Dec 2023

	Completion of discussion (with feedback)
	Jan 2024

	Completion of conclusion and other relevant chapters (with feedback)
	Mar 2024





	Proposed methodology (approx. 500 words):

	In this section you will need to explain how you will achieve your aims and objectives:

· Explain your disciplinary orientation/ approach
· Describe the methods you will use to carry out your research: (eg library-based research, on-line research, fieldwork (interviews/ participant-observation), analysis of visual data, combinations of these)
After consideration of various aspects of epistemology, the positivist philosophical paradigm will be used. This is because we want to focus on observable phenomena and fulfil the objectives by measurable data. Indeed, we need large numbers of data from lots of customers rather than interviewing few individual ones. Likewise, we want to investigate objectively on the relationships of influencers and customer factors on influencer’ effectiveness and customer’ intention to purchase, hence the objectivism approach seems more appropriate. Furthermore, because I want to test the variable and hypotheses regarding the potential relationships between various factors and influencer’s effectiveness and credibility, the dissertation will use a deductive approach. First, we build the research based on existing literature and establish hypotheses to either confirm or reject the theories coming from the literature. 
Primary data for research will be collected via online survey with self-administered questions. This data collection method was chosen because it is convenient, time-efficient, cheap-to-conduct- in the times of Covid-19. First, because e-commerce platforms are located widespread across Vietnam, it is physically impossible to conduct the interview/survey in a timely manner. Second, the majority of shoppers and influencers can be reached via the Internet, hence online surveying can maintain the anonymity and reliability of data. The questionnaire used will be anonymous, with multiple closed-end questions and multiple response options made available. Response option will be based on Likert scale, depending on the level of agreement with the question. This type of surveying was considered because it is suitable for large scale surveying and further use. The questionnaire will be conducted in both Vietnamese and English. There will be five main parts in the questionnaire: Influencer’ characteristic (Attractiveness, trustworthiness, expertise and similarity), customer factors and e-commerce platform factors (price consciousness, quality consciousness, value consciousness, etc.), perceived effectiveness and credibility of influencers, intention to purchase and purchase on online e-commerce platforms (dependent variables), demographic variables (ages, internet usage, income, etc.) 
In short, this dissertation will illustrate the pattern of a deductive quantitative study. After thorough analysis of existing literature and various sources, the hypotheses will be deduced. Afterwards, questionnaires and sample will be collected via online survey for conducting this quantitative research. Several statistical analysis methods will be employed, most likely Spearman’s correlation tests, multiple regression analyses, independent sample t-test and ANOVA tests. Dataset will also be check for reliability by the measure of Cronbach’ alpha for each sets of items constructing the questionnaire. Multiple regression tests and validity of results will be carried out and validated so that the strength of the relationships between dependent and independent variables can be thoroughly examined.
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