CHAPTER 5

5.0 Conclusion and implications 
5.1 Chapter overview 
This fifth, and final chapter of the thesis will discuss and evaluate the three chosen objectives from the first chapter, with the aim to acknowledge if they have been achieved or not. Furthermore, it will discuss the limitations that were highlighted throughout the study, with recommendations on how the study can be further evaluated without the reoccurring limitations and how organisations can engage with social media influencers in the future.  Finally, the overall purpose of this chapter is to fulfil the main aim of the thesis, which is to critically analyse the impact of social media influencers in the beauty industry from a number of different perspectives, opinions, and types of people. The conclusions made will be based on the respondent’s answers to the questionnaire. 

5.2 Summary of main findings 
The main question of the thesis asks to critically analyse the impact of social media influencers in the beauty industry through consumer buying behaviour, influence, impact, and different responses. The data found was analysed thoroughly in order to achieve a stronger understanding of how social media influencers work and how they impact consumers in the beauty industry as there is limited findings prior to this thesis.  The quantitative data collected through the questionnaire revealed five different main findings of the whole thesis from the five different results sections carried out. 
	Firstly, the findings found within results one, participant demographics, showed a correlation to the thesis’s chapter two (2.5) as Khamis et al., (2017) made their readers aware that social media influencers are known to have a majority of their followers from the younger generation, which is a strong possibility as to why results one found that eighty-eight out of the one hundred and sixty five respondents were aged eighteen to twenty-four. 
	Results two, that was based around consumer buyer behaviour, found that very few respondents shopped online and the most common frequency in shopping is monthly purchases of beauty products that were promoted by a social media influencer’s post, this also has a correlation to chapter two within the thesis (2.5), as Usman et al., (2019) told their readers that consumers will typically scroll through online social media platforms 136 minutes a day, resulting in Brown et al’s., (2013) statement saying this is why they typically impulse buy online quite frequently. 
	Results 3, that was about social media influence on consumers of beauty products, found that all age groups admitted to knowing how influencers promote brands beauty products and have in fact witnessed those posts themselves through social media platforms mainly, but more specifically, through Instagram, Facebook, and YouTube. This correlates with chapter two’s section on ‘All about social media influencers’ (2.6), as Schultz (2019) told his readers that the main planforms social media influencers will promote beauty products on is Instagram, Facebook, and YouTube. 
	Results 4, that asked questions on the impact that social media influencers have on beauty products, found that the average respondent follows between one to ten social media influencers, however, there was a split between them purchasing a product from the social media influencers promotion post or not, possibly depending on their trust towards them as the eighteen to twenty-four year old age group said it depended on the influencers, whereas, the forty plus said it depended on the brand. A couple of correlations were identified through this result as chapter two (2.7.1) was based on the trust consumers have on influencers, and Holt (2016) made his readers aware that consumers trusted influencers depending on the influencer which links towards the eighteen to twenty-four age group as the respondents within the age group also agreed with Holt. Also, Creyer (1997) informed his readers that consumers will make purchases through social media influencers posts if they trust the brand first which also links to what the forty plus participants agreed. 
	Finally, results 5, that identified responses to seeing a product promoted by a social media influencer, found that the younger demographic would prefer to do further research online before purchasing a beauty product promoted by a social media influencer, whereas, the older demographic wouldn’t purchase a promoted product. However, the large majority admitted to purchasing a product because they want it, instead of purchasing to support the influencer, although, the thesis found that in chapter two (2.5), Khamis et al., (2017), informed readers that the younger generation of consumers will purchase beauty products from an influencer just because they are a fan of the person and want to have the same possessions that they have, however, the respondents to this thesis disagreed. 

5.3 Aims and objectives 
The aim of this research paper was to critically analyse the impact of social media influencers in the beauty industry from a number of different perspectives, opinions, and types of people. The aim was achieved by fulfilling the following three objectives: 

5.3.1 Objective 1 - Critically evaluate marketing literature with specific focus on social media influence towards marketing on Millennials and Generation Z. 
This objective was successfully achieved throughout chapter two of the thesis as the chapter was solely based around finding appropriate literature on marketing, social media marketing, social media influencers, and the influencers link towards marketing. All literature was researched in order to achieve the following other objectives. 

5.3.2 Objective 2 - Determine the buying behaviour of different age groups in Swansea through social media influencers.
The second objective was also successfully achieved in chapter two as firstly the different types of buying behaviour of consumers through social media influencers was identified through different sources of literature to gain an understanding of the term itself. Secondly, the objective was achieved in chapter four through the distribution of the online questionnaire as it asked the respondents two questions based on buying behaviour.  

5.3.3 Objective 3 - Examine the impact, challenges and implications of different age groups in Swansea on social media influencers. 
The third and final objective was achieved through chapter four whilst analysing the data received from the online questionnaire that was distributed to the citizens of Swansea through social media platforms including Facebook, in order to ask the right people.  

5.4 Implications of research 
Throughout the study, many implications occurred towards the academia and the link between social media influencers within the beauty industry towards the over forty demographics. The research proved how social media influencers within the beauty industry have impacted organisations such as BooTea UK, Glossy Box UK, and Benefit Cosmetics etc. by simply creating videos for YouTube reviewing the products from these organisations and sharing their thoughts and opinions of them. However, it became apparent from the results of the online questionnaire, that the females aged forty and over in Swansea did not agree with the academia as they revealed they have not seen any social media influencers work with beauty brands and they were not aware of any of the influencers listed in the survey. Although, the research did show that the younger demographic is aware of the impact that influencers have on the beauty brands as the majority admitted to making a purchase from an influencers post on social media (Chapter 4, 4.5.2). 
	The findings from the research also identified that Instagram, Facebook, and YouTube are the most commonly associated platforms with influencers to promote beauty brands products and services as they are deemed to be the place in which people will instantly go to in order to get an honest review. This would suggest that although the over forty age group did not associate themselves with having any connection to social media influencer, all age groups still agreed that these platforms are in fact places they will turn to for honesty of beauty products. This implication shows that maybe some people do not know when they are being targeted. 

5.5 Limitations 
In terms of limitations towards the study, not many occurred, however the main limitation was the restricted time frame that the researcher had to compensate towards as there were many different tasks needed to be done before the online questionnaire was distributed. As the approach to the study was cross sectional things needed to be completed pretty promptly but still within enough detail, this way, the researcher had to send over the questionnaire to various professional academics within the university to ensure it was adequate. Even though the researcher had access to support and guidance towards ensuring the questionnaire was suitable and acceptable, there was still a stress of concern to meet the time horizon goals from the respondents to complete the survey on time. 
	The sample size of the survey managed to reach 165 respondents which was satisfactory but still a small sample, however, Swansea’s population is bigger than this so if the questionnaire was shared through more social media platforms before it was distributed then possibly the researcher would have had access to many more respondents which would have provided a stronger database of results. If the survey was shared through websites, for example blog websites, then this could have increased not only the sample size but also a different selection of participants with different views and opinions of social media influencers within the beauty industry. 
	The final limitation was the fact that the term ‘social media influencers’ is a relatively new phenomenon which could be the reason as to why the over forty demographic responded the way they did towards the questionnaire, however, it was beneficial to identify what they did in fact know and vicar versa to be able to evaluate and discuss. 

5.6 Recommendations for future research 
The first recommendation for future research is to adopt the longitudinal approach instead of the cross-sectional, in order to ensure there is enough time to re-evaluate the survey as this will allow the researcher to have more time to decide whether or not they need to do further analysis in regards to asking the respondents more questions or by also doing focus groups, if they have not got the answers they needed or expected. 
	Secondly, a strong recommendation is to prevent the limitations (5.5) from reoccurring, to do this it would be beneficial to share the online questionnaire on a larger variety of social media platforms and on different blogging websites to ensure that not only are the correct people being asked, but also to make sure more than 165 people respond to allow a stronger, more reliable set of data analysis. 
	The final recommendation is to ask the respondents deeper questions to figure out what particular beauty products they have previously purchased from when they witnessed a social media influencer promoting it, this could then lead to further analysis of finding out if there are specific products that people buy or specific brands that people buy from etc. just because of the influencer. For example, there could be a specific beauty product that does not and will not sell if and when a social media influencer promotes it and there could possibly be literature on why. 

