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1. Introduction 

‘A critical analysis of the impact of social media influencers in the beauty industry.’

This dissertation aims to critically analyse and explore the impact social media influencers have on the beauty industry due to the recent increase of influencers themselves (Razmerita et al., 2016). Previous studies have been reviewed to explore the impact of the influence on consumer buying behaviour, the consumer decision making process, and the impact influencers have on brands (Lu et al., 2014). However, not many provide key issues surrounding the link between the impact of social media influencers on consumers. 

1.1 Beauty Industry 
The beauty industry is a growing industry that sells cosmetic and hair products, toiletries, spa treatments, cosmetic treatment products and fragrances. Today it’s valued at an estimated £532 billion according to a new report from retail analytics. It has no age or gender limitations and is fully accessible to anyone and everyone internationally (Bradshaw et al., 2019). Worldwide there are thousands of beauty brands, many have their own stores and are sold in other stores, thus creating different jobs from working in the marketing department to being a sales assistant (Jones, 2010). 

1.2 Background and Literature Review
Social media influencers are individuals who have a following on social media platforms, brands reach out to them depending on if they have a big following and if they are known in the industry to different types of people, they typically send them their new products just as they go on sale for the aim that the influencers will promote the product through a photograph or a video, to then result in more sales and acknowledgment of the new product (Freberg et al., 2011).  
There has been extensive research conducted on influencing when it comes to consumer buyer behaviour, purchase intention, and the effect of consumer attitude (Lim et al., 2017), with the general conclusion from academics being critical of the importance of the implications that come with it. Kane (2017) adds that typically, the implications involve source credibility (effectiveness), source attractiveness (relationship between influencer and consumer), and consumer attitude towards the influencers. 
However, there are those that argue that social media influencers are the future of business and all businesses need to be involved in order to expand and stay alive in the industry (McCorquodale, 2019).  Research carried out by Trainor, Andzulis, Rapp, and Agnihotri (2014) who analysed data from three hundred and eight organisations, found that social media technology usage and customer relationship performance highlighted the effectiveness of a firms sales by providing more capabilities without hinderance. 

1.3 Rationale 
Whilst there are previous studies on the impact of influencers in the beauty industry, and examples of the different ways consumers are influenced, there does exist a paucity of academic literature that identifies the specific key issues for social media influencers on consumers in the beauty industry. Studies often focus on the strengths and weaknesses of the marketing mix when it comes to key issues on the influence on consumers (Albarran, 2013; Kamboj et al., 2018). There is limited academic literature on the impact of social media influencers on consumers. usually through platforms such as YouTube and Instagram, both growing rapidly (Lim et al, 2011). 

1.4 Aims and Objectives
The overall aim of this study is to critically analyse and explore the use of social media influencers and their impact on the beauty industry. The beauty industry has seen a rapid increase in the use of social media influencers in recent years and is growing each year (Markerly. 2017). The objectives are as follows:

1. A critical analysis of the key issues involved in social media influencers impact on the beauty industry. 
2. How social media influencers impact the choices made by young people in Swansea.
3. To make recommendations on how organisations can engage with social media influencers.

2. Research Design

Saunders et al. (2009) defines research as ‘something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge’. Ghauri and Grønhaug (2005) add that research is based on logical relationships as opposed to beliefs, and the purpose of research is to provide descriptions, explanations, understanding, criticisms and/or analysis.  
In order to find the most appropriate method for specific research it’s important to have an in depth understanding of the different methods available as this will result in good practice for implementing methods properly (Bryman & Bell, 2007). Saunders et al.’s (2009) Research Onion illustrates the ways in which the research can be carried out. 

[image: C04NF001]
Figure 2.1 The Research Onion. (Saunders, et al., 2009)

The centre of the onion represents the data collection and data analysis, which is accessed by the researcher. The research approach will be cross-sectional as it will be done at a specific time using the mono method in the form of an online questionnaire, which will collect quantitative data from a large sample of people as it will be accessible to more individuals that any other form of quantitate method. A survey will be selected from the strategic layer of the onion, to offer a wide range of questions to the candidates.   

2.1 Paradigm
Cotrell (2011) argues there are two main philosophies that make the ontological framework, including positivism and interpretivism. Positivism ideology assumes that reality exists of social or moral considerations, whereas, interpretivism ideology values the interpretations through the significance on individual perception and how they arrive at conclusions. This study adopts the positivism philosophy as a questionnaire will be created in order to collect large amounts of quantitative data that have the potential to be replicated to establish reliability. However, interpretivism philosophy will also take place when looking to explore the effects of influence as the qualitative data will explore individuals’ opinions.

2.2 Sample
Saunders and Philip (2012) define sampling as a type of ‘non-profitability in which researchers’ judgement is used to select the sample members based on a range of possible reasons and premises.’  Figure 2.2 shows Saunders and Philips sampling framework. 
[image: ]
Figure 2.2 Sampling Framework. Saunders et al., 2009.

Sampling will be used to collect data during this study in order to carefully select participants that are involved and interested in social media influencers on platforms such as Instagram and YouTube, who have either purchased something from influence or have considered purchasing but didn’t end up going ahead, this way it’s clear that the response we get is from the people we want to hear from. The sample size will be made up of at least one hundred participants due to Collis and Hussey’s (2009) statement of one hundred being an appropriate figure attributable to the time given and feasibility. Denton (2019) underwent secondary research and came to the conclusion that people aged 18-40 are influenced by social media influencers so the sample will be catered to that age group. 
Focus groups will also go ahead and be split into two different groups, the first being a gender mix of five candidates aged between 18-29, then the second group being a gender mix of five candidates aged between 30-40. The reason for this is to hopefully further investigate in the areas where the online survey will be limited, as the candidates will be able to express their thoughts and opinions further verbally (Morgan et al., 1984). 

2.3 Data Analysis and Collection 
2.3.1 Quantitative Analysis
Bell (2010) specifies Quantitative data as data in numerical form and is gathered in positivist studies due to how specific it is. This research will collect quantitative data as it’s a positivist study. Statistical analysis of the results found will be used by the researcher to identify any significance after the primary research. The data will then be consolidated into a summary that can be used to identify any trends, patterns, and anomalies, and used to find further statistical comparisons (Veal, 2005). 

2.3.2 Collection Method
This research will provide an online questionnaire using the online survey development software Google Forms. This survey will be available for both males and females aged between 18-40 and will be shared through different social media channel such as Facebook to allow people to share the survey and recommend others to do it also, as this will be done on Facebook, it will be asking the people of Swansea. This form of data collection is necessary to the research as the research asks people who are influenced through social media platforms. It also comes with the strong advantage of collecting a high consumption of data in an economical way (Denscombe, 2012).  The aim of this form of collection of data is to have respondents from people who use social media to be influenced to either purchase something from the beauty industry or to even just see what its about.  

2.4 Limitations
A limitation most likely to appear for this study is the time to conduct primary research. However, The Gantt Chart created by Henry Laurence Gantt in 1910, will allow time-management through a timeframe, it will also mitigate the limitations to improve the time management itself (Söderlund, 2004). Figure 3.3 show the Gantt Chart created for this study. 
Another possible limitation is if one hundred participants don’t respond by the time that is set on the Gantt Chart as this will provide hinderance to continue with the analysis of the results, so it’s vital to ensure the survey gets spread across many social media channels to prevent this (Robson, 2011). There should be no limitations to the focus group as the candidates will be able to go into full detail with their response, whereas an online survey is limited to a multiple-choice selection.  

2.5 Ethical Risks
Greetham (2009) states that ethical issues are when people’s private information is shared with others without permission. The ethical risk of this research is minimal as the survey and focus groups will both be asked to individuals aged eighteen and over and will be kept anonymous, also the data collected will remain confidential as the source ‘Google Forms’ is held securely on a password server.

3. Resources and Planning

3.1 Resources
The University’s library, Google Scholar, physical books, academic journals, and the internet will all be used by the researcher in order to present secondary data and theoretical sources to develop their understanding of the subject and this will be included in the literature review. Primary data will be collected through an online survey created by the researcher and focus groups, the University’s library software will be used to analyse all of the data collected. 

3.2 Timescale 
Saunders et al. (2009) Gantt Chart is put in place to maintain a positive time-management structure of the research projects by being a guide in planning and coordination, and by being a tool that the research can keep looking back on to check what needs to be done by what date, it’s also very clear to read. The Gantt Chart created (Figure 3.3), is a strong visual representation of all of the tasks that are needed to be completed with the date it needs to be completed by. All of the deadlines will be met by the researcher in order to produce a strong project, and it will all be completed and submitted by the 11th of May 2020. 
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3.3 Gantt Chart
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Figure 3.3 The Gantt Chart
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