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Abstract
Social media influencers are a new form of social media marketing that is having an impact on companies and the way in which they communicate and advertise to their consumers. Social media influencers have the power to relate to an audience of consumers in a way that traditional advertisement is unable to do so. This dissertation discusses the impact these social media influencers are having on consumer behaviours and tries to understand how they are impacting this whilst also uncovering how consumers feel about this type of marketing and the effectiveness of it as a marketing scheme. It discusses the previous literature that is already known about the topic, discusses the pathway the researcher must take in order to successfully retrieve reliable data that can be assessed through the platform SPSS, and discusses the findings of the primary data with the previous literature already known. The researcher found from this research that consumer behaviours are affected by that of social media influencers, however, it also uncovered how untrustworthy these individuals can be due to the fact that they are paid for this type of endorsement as consumers could feel as though this opinion is false or biased. 
[bookmark: _Toc73271375]
Chapter 1 Introduction
[bookmark: _Toc73271376]1.1 Introduction 
This Dissertation will be analysing ‘social media influencers impact on consumer behaviours in relation to the cosmetics/beauty industry. It will be looking at the impact social media influencers have on peoples buying behaviours and how this has impacted the cosmetic/beauty industry. Social media influencers are a new form of advertising that has had a major impact on the cosmetics and beauty industry with (Gerdeman, 2019) stating that they are ‘’ changing the face of the beauty industry’’. This dissertation seeks to understand how and why these ‘third party endorsers’ (Freberg, Graham, McGaughey and Freberg, 2011), are impacting the behaviour of consumers and how this can impact brands positively or negatively and understand the full impact of these individuals and their marketing techniques. 

[bookmark: _Toc73271377]1.2 Rational
This dissertation seeks to achieve and gain knowledge on the subject of social media influencers and their impact on consumer behaviour within the cosmetic and beauty industry. Influencers are a new type of advertisement, third party endorsers who promote and sell products through social media platforms by being authentic and real individuals (Elmhirst, 2019). These individuals are people with usually a large following on social media sites, in which they use this to their advantage and advertise to their followers, for brands who offer them money, making it a career for some long-term as discussed by (Mackay, 2018).
(Bearne, 2019) discusses how social media has played a massive part within growth influencer marketing, with individuals making this marketing technique of being third party endorsers into their careers, making money to support them and their lifestyles, which raises the question of whether the idea of these influencers will one day become as common as traditional advertisement techniques. 
The purpose of this dissertation is for the researcher to conduct research and perform statistical tests upon a sample of individuals to understand the effectiveness of these social media influencers upon consumer buying behaviours and assess whether they are affecting the buying behaviour of consumers in general, making relation to the beauty/cosmetics industry specifically. 

[bookmark: _Toc73271378]1.3 Background
Social media influencers as third-party endorsers (Elmhirst, 2019) aim is to drive a brands message and to engage a specific audience as discussed by (Smart Insights, 2017), which also discusses how 47% of online consumers use blockers for advertisements, making it harder for companies to communicate with consumers. Companies are aware of this and realise that there is a need for change within their advertisement model. 
[bookmark: _Hlk73029910]Social media and social media influencers have forever changed how people buy and sell products (Gillin, 2009). Social media influencers can use the likes of these social media platforms such as Facebook, Instagram, Twitter, and even blogs to inform their followers whether a product or service based on their own opinion (Jin, Muqaddam and Ryu, 2019). Companies are aware of the appeal these influencers have on consumers so are using them to their advantage. (Influencer Marketing Stats, 2021) states that 59% of companies have a separate budget purely for that of content marketing with 75% of these companies stating that there will be a separate budget for influencer marketing. (Influencer Marketing Stats, 2021) also states how influencer marketing anticipated to be worth $13.8 billion by the year 2021 and be worth $15 billion by 2022 (Fertik, 2020), despite the COVID-19 pandemic as there was a concern of it being badly hit. 
(Council and Mathew, 2018) discussed how companies tend to like forming long-term working relationships with their social media influencers to ensure they are loyal to the brands and consumers are them more trustworthy of the product or service they will be advertising, the relationship between brand and consumer can be witnessed through the likes of their social media posts. (Influencer Marketing Stats, 2021) has conducted a survey in which 90% of participants believe that social media influencer marketing is a good and effective way of marketing products to an audience. (Fertik, 2020) discusses how the younger generation especially can be sceptical and almost distrustful of traditional forms of advertisement as there is no trust built between consumer and brand and they do not know whether the product or service is good or not, these individuals are more likely to trust influencers or celebrities’ opinions and tutorials, such as like Kylie Jenner or Kim Kardashian to influence them on their buying decisions. Understanding this, it will be interesting to uncover what the researcher has discovered within their data and see whether this statement is somewhat correct. 

[bookmark: _Toc73271379]1.4 Aim and Objectives
[bookmark: _Toc73271380]Aim:
· [bookmark: _Hlk73042198]Aim: To critically evaluate how social media influencers are affecting consumer behaviours and to understand the effectiveness of them as a marketing strategy. 
[bookmark: _Toc73271381]Objectives:

· To conduct an extensive literature review which discusses the key elements of the literature that relates to the Dissertation. 
· To conduct a survey with questions about Social Media Influencers and present it to the public through a survey.
· To make recommendations on how social media influencers within the marketing industry can maintain, change or improve the way in which they market products/services.
[bookmark: _Toc73271382]1.5 Dissertation structure 
This section of this chapter will now break down each chapter and its contents to show the reader what the contents of each chapter will be: 

· Chapter 1 –   This chapter will be an introduction to the topic, it will give a background into social media influencers, what they are and what impact they are currently having on consumers and the industry as a whole from the secondary data collected, will discuss the purpose of choice and discuss the research question and will give the reader an overview of each chapter and its contents. 

· Chapter 2 – This chapter will be discussing the key literature relating to the topic of social media influencers and will be gathering secondary research data that is already available on the subject to aid the researcher with their primary research for this dissertation. The secondary data collected will help the researcher understand the questions and data that needs to be asked to collect meaningful and reliable data. 

· Chapter 3 – This chapter will be discussing the pathway in which the research must adhere to collect data ethically and safely to perform statistical tests on the subject. This chapter also discusses the ethical issues that could arise from the type of research being conducted and states how these issues can be avoided. 

· Chapter 4 – this chapter will contain the statistical data that has been collected and used within the dissertation to either prove or disprove the hypothesis created, but to also show the data from the sample of the research and how proves or disproves the secondary data previously collected. 

· Chapter 5 – This chapter will be summarising the findings and discussing the findings in relation to the secondary finding to conclude what the findings from this current research show. It will discuss the findings and analyse the findings in relation to the research question. 

[bookmark: _Toc73271383]1.6 Chapter Summary
This chapter has given an overview of the topic of social media influencers and their place within marketing and the reasoning behind the chosen topic. It has discussed the background and key information in understanding the topic moving forward. It has discussed what influencers are, what their place within social media marketing is and how they are affecting consumer behaviours from the secondary research collected within this chapter. It has shown what the researchers aim and objectives of this dissertation are and has also broken down the dissertation into manageable sections for the reader, which shows what will be achieved and included within each chapter. 
The next chapter will be discussing the key secondary data that will be analysed by the researcher into further understanding the topic in hand, this will then further aid the researcher in understanding the type of research that needs to be conducted and what key elements of the literature will be used for the researcher to ask questions and conduct meaningful and credible research and data. 


[bookmark: _Toc73271384]Chapter 2 Literature Review

[bookmark: _Toc73271385]2.1 Chapter Introduction
This literature review is going to discuss and collect the key, credible literature that relates to the topic of social media influencers, social media, and the impact this has had on the cosmetics industry and in turn the consumer behaviours of individuals. It will be gathering information and data from previous research to help better understand the topic at hand but also for the researcher to understand what is already known about the subject. Also by conducting this research, it will give an indication of what questions the researcher will need to present to the sample to collect data that is accurate and useful, this will then aid the researcher in completing the objective of presenting a survey to the public. This topic will be researched using online books, journals, and articles to help better understand just how influencers are affecting consumer behaviours in relation to the cosmetics/beauty industry. It will also discuss key elements of Kotler’s principles of marketing model to help understand how and why marketers market products like they do and how the influencer relates to the model in question. 
[bookmark: _Toc73271386]2.2 What is an Influencer?
[bookmark: _Hlk73134146]Influencers are individuals, usually on social media platforms with a huge influence over an audience that they have created. As stated by (Gerdeman, 2019), influencers are ‘’changing the face of the beauty industry’’. These individuals are third party endorsers who are shaping the audience's attitudes through the form of blogs, YouTube videos among many other social media platforms (Freberg, Graham, McGaughey and Freberg, 2011), as opposed to traditional marketing such as TV commercials and magazine articles (Gerdeman, 2019).
These individuals are different from celebrities who endorse or become the face of a product as these individuals are seemingly normal people and generally have a passion or knowledge in a specific area ie: beauty, fashion, fitness etc…, aiding in the advertisement of a product or service (Mathew, 2018).
The world of social media marketing is everchanging from how people use social media to the effect these individuals are changing the consumers buying behaviour (Appel, Grewal, Hadi and Stephen, 2019). A study by (Nafees, Cook and Stoddard, n.d.) shows that under the theory of consumer socialisation, the research that was conducted shows that the consumer who follows a social media influencer is more likely to acquire the attitudes, behaviours and opinions of the social media influencer. This gives a real insight into the impact and influence these individuals have over consumers buying behaviours and how this can be beneficial or damaging towards brands. (Suciu, 2020) stated that a survey conducted by Smartly.io, has shown that 48% of global consumers had purchased items based on social ads over the past 30 days, another indication of how consumers are using platforms and are being influenced. The same article discusses that this survey also found that YouTube and Facebook are still the most popular platforms to find products. 
(Suciu, 2020) also discusses how Instagram ranks third for the number of users, with Facebook second and youtube first, stating that Instagram could be part of the success of social media marketing for influencers and the companies they advertise for. 
[bookmark: _Hlk73133404]Consumers are naturally going to be sceptical of unknown products as (Rahal, 2020) discusses how consumers can become distrustful of companies once they are aware of their advertisements. (Rahal, 2020) also discusses how we trust opinions from individuals that we know or someone we trust, this is where the social media influencer comes into play. Social media influencers can create real value for advertisers and can market products in a way that consumers trust and respond to. 
[bookmark: _Toc73271387]2.3 Social Media and Technological Advances
Social media has become a major platform for brands to be able to showcase their products to consumers, as social media posts have the potential to reach a Worldwide audience (Janak Binwani and Sze-Yin Ho, 2019). (O. Cooley and Parks-Yancy, 2019) discuss how studies have shown the effect social media, along with influencers, celebrities and other types of marketing do influence consumers buying decisions. An article by (Arnold, 2017) discusses how 72% of millennials have bought beauty products based on Instagram posts alone, this gives a real indication of the impact of social media posts on the sales of products.
(Abed, 2018) has stated that for individuals to purchase items online, and an element of trust and social influence play key components through marketing on social media platforms. Influencers have the ability to relate with their audience as their online presence is that seemingly of a normal person or a friend rather than a celebrity who is hard to relate to.
(Fu, Yan and Feng, 2018) discusses how the internal and external similarity adheres to the perceived usefulness, trust transfer and customer satisfaction therefore directly affecting their buying behaviour of products or services. This could therefore indicate that the choices made by consumers can be changed or shaped by social media influencers by having an insight into them as a person and their personal life which is made rather public.
A study by the Digital Marketing Community (Infographic: Beauty Fans, 2017 | GlobalWebIndex, 2021) that consisted of 89,392 internet users aged between 16-64 found that 66% of individuals who have bought beauty products have watched YouTube videos about the product prior to purchasing with 34% being generation Z, 32% being Millennials and the older generations consisting of Generation X and baby boomers making up the rest. This gives a real indication of the persuasion and needs to inform consumers about a product and how creating such content can encourage consumers to buy the product in question. By influencers creating platforms such as these, companies have a greater understanding of the feedback and actual opinions of products, therefore can understand the consumer more and create something within their specifications. 
A study by (Ioanăs and Stoica, 2014) has found that the demographic of people that are most likely to buy products online are individuals aged between 25-29 from their sample of participants aged over 18 from various social media platforms. This same study found that the reasonings behind those individuals buying behaviours for some was that of the ease of purchase (42%) and that it more than likely delivers to their home with (39%). This helps to better understand the reasonings for certain purchase decisions and how the convenience of something can be just as appealing as the product itself, this could indicate to marketers also that the product itself is not always the main concern for a consumer. 
(Meredith, 2020) discusses the idea that social media platforms are a key place for brands to understand the consumer and try to understand exactly what would encourage the purchasing of certain items, the company in question can use social media to understand what the consumer wants and therefore can cater the marketing towards them. 
[bookmark: _Toc73271388]2.4 The Cosmetics/Beauty Industry
The beauty industry market in 2018 was worth £13.5 billion and the massive growth of this is largely due to social media influencers (BBC Radio 4 - Radio 4 in Four - The influencers of the beauty industry boom, 2021). This article discusses a social media influencer, Jeffree Star, who is one of the highest-paid influencers, starting his influencing journey on Myspace and evolving onto the YouTube scene. He creates YouTube videos consisting of make-up looks and reviewing beauty products mainly. His fame and social status had become so successful that he revealed that brands have offered him $165,000 to use a product within his videos. It also stated that the more followers an influencer accumulates, the bigger the demographic therefore higher amounts of brand interest within that particular individual is created. This gives a real indication of just how influential these influencers are and how much the marketing department of companies are willing to pay for their services. It also shows how companies and brands are aware of the effects these social media influencers are having on their followers and the public and are willing to spend large amounts of money on such sponsorships as they can be just as effective, if not more in many cases than a normal advertisement or marketing campaign. 
[bookmark: _Hlk73133454]However, this same article (BBC Radio 4 - Radio 4 in Four - The influencers of the beauty industry boom, 2021) has stated that a survey showed that 82% of consumers are unaware whether an influencer promoting a product is being paid to do so or not. This raises the question of whether influencers could or have become less relatable, reliable, or genuine in the consumer's view.
(Whitler, 2014) discusses how word of mouth marketing can be one of the most important forms of advertisement as it stated that a survey suggested that 92% of consumers believe in the suggestions or recommendations from people like family and friends over other traditional advertisements and 64% of marketers agree with the idea that word of mouth is the most effective form of advertising. This shows how social media influencers have the edge as they are able to connect with the audience, unlike a campaign. However, this same article discussed how companies are too caught up with gaining followers as opposed to creating a community with a connected sense of passion for a particular product of influencer. This could indicate that eventually, influencers could become as unengaging as traditional methods of advertisement as it is becoming the norm. 
[bookmark: _Toc73271389]2.5 #AD
In 2014, YouTube changed its guidelines stating that any paid promotion or sponsors must be stated within the advertisement in question which then later became law. This was a collaboration between the (ASA) Advertising Standards Agency and the Competition and Markets Authority (CAP), this has now been adapted for other social media platforms as they have created ‘’An Influencers Guide to Making Clear that Ads are Ads’’, in which stated clear guidelines for influencers and social media marketers to adhere to ensure that consumers are viewing things as face value and are not being misled (Sweney, 2014).
These guidelines discuss that for something to become an advertisement, the influencer in question needs to have some sort of payment as well as an external source having some editorial control over the post in question, both of these elements must be apparent for it to be classed as an advertisement in the eyes of the ASA and the CAP (ASA, 2021).
Having these guidelines in place avoids the consumer from being misled through not understanding the reasoning for the post as influencers could manipulate the customer base by secretly trying to sell them something as a genuine like or interest when it could be a paid-for advertisement, whether the influencer likes the product or not the consumer now has a right to know. 
[bookmark: _Toc73271390]2.6 Kotler’s principles of marketing
Within this dissertation, Kotler’s principles of marketing (Kotler and Armstrong, 2010) will be used to understand consumer behaviours from a model’s point of view and will help to understand the marketing methods behind that of companies using social media influencers. Kotler’s principles of marketing discuss the 5 factors in which marketers follow to create successful marketing campaigns. 
It discusses creating value for customers and in turn, receiving value from customers in return, companies understanding consumer wants and needs, using certain marketing strategies and developing customer relationships and loyalty to a brand, as well as the value created for the company comes in the form of sales and customer loyalty. 
(Hudders, De Jans and De Veirman, 2020) discusses how an influencer can be very beneficial for building up brand equity and value, if the right influencer for the product is found, an individual who likes the brand or product regardless of the paid premotion can authentically advertise this to an audience of consumers with generally similar interests. 
It also discusses the need to build strong valuable brands in which is a basis to build upon profitable customer relationships.
(Goodson, 2012) states that branding is a fundamental, essential and basic component to creating value for companies and organisations.
(Kotler and Armstrong, 2010) also states the need for measuring and managing return on marketing, ensuring money is well spent within their marketing campaigns and ensuring that the financial returns on the campaign in question are profitable. 
This is discussed by (Council, 2018) on how observing audience engagement and counting clicks on posts can be a way of understanding the impact an influencer has had on their audience, however, there is more scepticism on whether the engagement equated to sales and a financial gain for the company as opposed to temporary interests (Elmhirst, 2019).
It discusses how harnessing new marketing technologies is a key factor for businesses to be aware of as the evolvement in social media and technology has created an everchanging world for marketers to adhere to. 
Lastly, it also discusses the sustainability of marketing around the globe, discussing how technological advancements make it a more competitive place for marketers as they are now competing for the consumer's attention on many different platforms, ensuring that they are creating campaigns that entice consumers and to encourage a better business to consumer relationships.
(Lou and Yuan, 2019) discusses how social media is so prevalent within people’s lives and individuals have a fixation with consuming online media and discusses how influencers are a key part of this, with a statement made to claim that the sense of trust the consumers hold for influencers is similar to that of a friend or family member.
This Marketing strategy by Kotler is a good way of indicating how marketers work and the methods which they use to try to better understand the consumer, with everchanging platforms and technologies on which companies market on. It helps to break down and understands how consumers can be persuaded and how these factors can affect consumer behaviours. 
[bookmark: _Toc73271391]2.7 Chapter summary
This chapter has discussed the research that was gathered in order to understand more about the topic at hand and to also aid the researcher in understanding more about influencers and the industry along with the uncovering of credible data that will help understand where the research needs to be gathered. It discussed the impact on the cosmetics industry, how social media plays a key part along with the consumer in making this type of marketing work and has also discussed the changes made to this type of advertisement along with its marketing capabilities through the use of Kotler’s principles or marketing model. This literature review will help aid the researcher in collecting primary data that will, later on, be analysed within the dissertation, to understand just how influencers are affecting consumer behaviours in the relation to the cosmetic/beauty industry.












[bookmark: _Toc73271392]Chapter 3 Research Methodology
[bookmark: _Toc73271393]3) Chapter Introduction
The previous chapter covered the key literature that will be used within the Dissertation to better understand the topic at hand and gather sources of information that have been researched well. Chapter 2’s contents will aid in chapter 3, in understanding what knowledge we already have on the subject, possible areas that need more research and information that will help the researcher to analyse what questions need to be asked to collect reliable and effective data.  
This chapter of the dissertation will explain the research philosophies and processes to show how the research will be conducted and collected. It will explain the methods that will be used in order for the researcher to conduct primary research that will, later on, support the conclusion the dissertation has come to. It will discuss the Primary research that will be conducted through the use of (Saunders, Lewis and Thornhill, 2019) research onion model which is used to understand the different pathways the research must go through as the question at hand and considers the different factors as part of the research question. 

[bookmark: _Toc73271394]3.1) Research Methodology
To conduct meaningful research, this research project will be using the research onion, developed by (Saunders, Lewis and Thornhill, 2019) which is a model used to help understand and guide the research through a certain pathway whilst considering the different factors that may affect the research process. 
The research onion is made up of 6 layers with the different factors that need to be considered, from the centre outwards the list consists of, techniques and procedures, time horizons, choices, strategies, approaches and philosophies. These different sections of the onion relate to the different factors that will affect the research and how the research will need to be conducted. The image below shows (Saunders, Lewis and Thornhill, 2019) research onion model, which has been annotated to show the pathway of the research method that this dissertation will undergo.
[image: ]
[bookmark: _Toc73274323][bookmark: _Toc73274418]Figure 3.1 Saunders Research Onion
[bookmark: _Toc73271395]3.2) Research Onion
[bookmark: _Toc73271396]3.2.1) Research Philosophies
Positivism consists of collecting data and information in a way that shows logical or mathematical proof. Research that is conducted through the positivism method shows the variables within its data collected as in this case it is used within a social environment which consists of people’s opinions, which are subject to change, rather than fact as discussed by (Caldwell, 2003). By the research using the positivism method of data collection, the data collected can be displayed and used in a way that is unbiased and understandable for the reader or anyone unknowing of the technicalities of the project at hand.
[bookmark: _Toc73271397]3.2.2) Research Approaches
This dissertation will be using a deductive approach within its research, which is the most appropriate method as it consists of developing a theory-based of previous knowledge, which is then subject to testing through different areas to either prove or disprove a certain hypothesis for the questions asked (Saunders, Lewis and Thornhill, 2009). A conclusion of findings will be made based on both the hypothesis and the primary data collected. 
[bookmark: _Toc73271398]3.2.3) Research Strategies
This dissertation will be using a survey to conduct its research and collect its findings. This method has been chosen as it is an effective way of collecting data as it is very accessible to the participants as they can access it from their phones and other personal electronic devices, which has also proven very useful in relation to the COVID-19 pandemic as safety for the participants and researcher is assured (Coeli, Lima and Carvalho, 2020).

[bookmark: _Toc73271399]3.2.4) Research Choices
The researcher has decided to use a mono method approach within the dissertation as it allows for the reader to conduct quantitative research. Quantitative research is used when the research method has collected data in numerical form or can be converted into numbers for the statistical testing that will follow (Williamson and Johanson, 2017).
[bookmark: _Toc73271400]3.2.5) Time Horizons
The time horizons within this research show the time it will take to conduct the research and collect the data which shows that as this is a short-term study, the time horizons would be cross-sectional as it would allow for further studies to take place, as the information gathered within this dissertation could aid further research. The researcher will utilise a Gantt Chart which can be seen in the appendix, the Gantt Chart allows for the researcher to successfully plan the dissertation within its time frame and to ensure all tasks are done thoroughly (Lee and Shvetsova, 2019). 
[bookmark: _Toc73271401]3.2.6) Techniques and Procedures 
[bookmark: _Toc73271402]3.2.6.1) Questionnaire Matrix 
[image: ]
[bookmark: _Toc73274324][bookmark: _Toc73274419]Figure 3.2 Questionnaire Matrix
The researcher has created a literature review matrix to aid the creation of the survey, by doing so the researcher can understand the questions that need to be asked to the sample to collect effective and reliable data. Using a matrix helps to understand what we already know about the topic from previous research, and also indicates the areas of the topic that have less knowledge or need to be asked to either prove or disprove the hypothesis the researcher may have. The researcher has used a matrix to ensure that the questions asked directly link to previous research that has been conducted and is going to be asked to either prove or disprove the secondary data that has been found. 
[bookmark: _Toc73271403]3.3) Research Method and Data Collection 
This dissertation is using the survey method to collect the data. Using surveys is an effective way of collecting data as it can ask questions that will aid the researcher in understanding how people feel about social media Influencers in this case. (Rowley, 2014) discusses how surveys are a good way of collecting information on a topic where previous information is already known and creating a survey will ask the questions that have not already been answered or are needed for clarification. 
[bookmark: _Toc73271404]3.4) Sample
The sample that will be used within this dissertation will be a convenience sample. A convenience sample is as it sounds, convenient for the researcher. It is a non-biased way of collecting information and is easily obtained as discussed by (Lunneborg, 2007). This sample will be gathered from the researcher’s social media platforms, Facebook, Twitter, Instagram and Snapchat. This sample will not be for a certain audience as the researcher wishes to understand how social medial Influencers are affecting the buying behaviour of all and not just of a certain demographic. 
[bookmark: _Toc73271405]3.5) Data Analysis 
The data collected within the research will need to be analysed to understand the answers from the survey and relate them to the dissertation questions. The data will be collected through the google forms website as this is where the researcher has chosen to display the questions. The data collected will be placed into an application called SPSS, which stands for statistical package for social science, and is used for analysing data to create coherent evidence that is easy for the reader and researcher to understand (Griffith, 2007). SPSS will be used to create graphs, chi-squares and other forms of statistical evidence that will help within this dissertation to further understand the impact social media influencers has on consumer buying behaviours. 
[bookmark: _Toc73271406]3.6) Reliability and Validity
The research that will be conducted will remain reliable as the researcher will ensure the questions asked will be relevant and consistent throughout the research. The validity aspect of the research refers to the extent that a concept is measured in an accurate way when in the form of a quantitative study (Heale and Twycross, 2015) ensuring that the research questions have been based on previous secondary research the researcher has found to answer questions that would directly relate to the topic in hand. 
The researcher has chosen the most suitable method of data collection for this research and throughout the dissertation, as the information gathered is based on opinion rather than fact (Wyse, Selwyn, Smith and Suter, 2016). 

[bookmark: _Toc73271407]3.7) Pilot Study
The survey that will be distributed to the sample of individuals will also be given to a pilot study to ensure that the survey in question makes sense and is coherent for other readers, but also to ensure that there are no technical faults with the survey and that the questions being asked will be useful and relevant to the dissertation question and it increases the likelihood of success within the research findings (van Teijlingen and Hundley, 2001) 
[bookmark: _Toc73271408]3.8) Ethical Considerations 
Within this dissertation, there are ethical considerations that need to be assured. This dissertation will not include anyone under the age of 18 and the intent behind the research is not to cause harm or upset to others but rather to gather statistical information around the chosen subject. The researcher has ensured the safety and ethical considerations within this dissertation by completing an ethical form ensuring the safety, respect and consideration for all participants as discussed by (Gregory, 2003).
[bookmark: _Toc73271409]3.9) Chapter Summary
This chapter has discussed the research methods that will be used within this dissertation and has discussed how the researcher is going to conduct the research concerning the research question. It has discussed the steps the researcher will need to take to successfully produce reliable primary research information to assess it and discuss it with the secondary research that has previously been conducted, as well as the research question. This chapter has also covered the steps for the research to remain fair and ethical for the participants and the researcher also, and how this research will be analysed to further wither prove or disprove the researcher’s hypothesis. The next chapter will be using SPSS to analyse the data and will be displaying the data in a way that the researcher and reader can understand. 











[bookmark: _Toc73271410]Chapter 4 Data Analysis
[bookmark: _Toc73271411]4.) Introduction 
This chapter will be analysing the data that has been collected and will be discussing this primary data concerning the literature as previously discussed within chapter two to either prove or disprove the hypothesis that is given. This chapter will be analysing each of the different statistical tests that the data has undergone and will be discussed to tell the reader what each graph shows, referring it back to the literature to prove or disprove the authors' statements. This chapter will be displaying the data within different types of statistical tests, chi-square tests, correlation tables, word clouds and frequency tables, which will break down the open-ended questions asked to the participants. This chapter will also fulfil the aim of critically evaluating how social media influencers are affecting consumer behaviours and understanding the effectiveness of them as a marketing strategy, by analysing the data within this section of the dissertation, as this data will be there to either prove or disprove the hypothesis. It will also fulfil the objective to conduct a survey with questions about Social Media Influencers and present it to the public through a survey, which has already been fulfilled as this chapter will be analysing the data in question. 

[bookmark: _Toc73271412]4.1) Hypothesis: 
H1- Social media influencers have an impact on the consumer behaviour of consumers within the cosmetics/beauty industry.
H0 – Social media influences do not have an impact on the consumer behaviour of customers within the cosmetics/beauty industry.

[bookmark: _Toc73271413]4.2) What is Data Analysis? 
Data analysis is the process of collecting data that can be modelled and analysed to help understand the questions that have been asked to make an educated assumption or conclusion about a specific area of interest. The data that has been collected is that of quantitative research, in which this data that has been collected can be statistically tested as it includes numbers and can be displayed by using tables and graphs (Brandt, 2014). 

[bookmark: _Toc73271414]4.4) Demographics 
[bookmark: _Toc73271415]4.4.1) Age
[image: ]
Figure 4.1 Participant Age Bar Chart

The bar chart above shows the age demographic that took part in the survey. The chart shows that the predominant age group that participated were that of 18–25-year-olds, with 26-35 being the second highest age group to have taken part in the survey. Understanding this, it could have an impact on the results gathered as there is not an even distribution of ages to understand certain tests within this research. 

[bookmark: _Toc73271416]4.4.2) Gender
[bookmark: _Toc73271417][image: ]
Figure 4.2 Participant Gender Bar Chart
 
The bar graph above shows the gender demographic that took part in the survey. The chart shows the predominant gender of the participants was Females with a total of 35, and Males with a total of 14, with just 1 Non-Binary individual. Understanding this, having predominantly females that have participated within the research could influence the results and it could perhaps show statistics more in the favour of women’s opinions as opposed to an overall understanding of peoples opinions in general.

[bookmark: _Toc73271418]4.5) Most Commonly Used Social Media
[image: ]
[bookmark: _Toc73274325][bookmark: _Toc73274420]Figure 4.3 Frequency Table - Most Common Social Media
This frequency table shows the different social media platforms and the collective number in percentages of participants within each group. This graph shows that the most used social media platform for this sample was Instagram, followed by Facebook and then Tiktok as the highest three. This does not support the statement by (Suciu, 2020) as it was stated that Instagram ranked third most popular, with Facebook second and YouTube first, however did state that Instagram could play a factor in the success of social media marketing for influencers. However, this does somewhat support the literature from (Arnold, 2017) in which discusses how 72% of millennials have purchased items from Instagram post alone with (Janak Binwani and Sze-Yin Ho, 2019) stating the power these social media sites have over influencing and showcasing products to connect individuals with the potential to reach a worldwide audience. 

[bookmark: _Toc73271419]4.6) Chi-Square Tests
[bookmark: _Toc73271420]4.6.1) Likeliness to purchase based on recommendations from Influencers.

[bookmark: _Toc73271421][image: ]
[bookmark: _Toc73274326][bookmark: _Toc73274421]Figure 4.4 Chi-Square - Likeliness to Purchase Based on Recommendations from Influencers
This chi-square shows the questions ‘How often do you purchase beauty products or cosmetics from the recommendation of a social media influencers’ and ‘How likely are you to research a product for influencers opinions or demonstration/tutorial videos?’.  	
This chi-square test has shown that the variables are significant as the p-value is under 0.05. This chi-square test has shown that 14 participants out of 50 do not consider influencers opinions within their purchasing decisions who also are very unlikely to research products for opinions or demonstration videos from influencers. This does not support the statement made by (Infographic: Beauty Fans, 2017 | GlobalWebIndex, 2021) in which states that 66% of individuals watch YouTube tutorial videos before purchasing items. This chi-square test also does not support the statement made by (Fu, Yan and Feng, 2018) as the individuals do not deem the opinions of the influencers relevant within their purchasing decisions. Therefore, the researcher accepts the null hypothesis as this test shows that Social media influences do not have an impact on the consumer behaviour of customers within the cosmetics/beauty industry.
[bookmark: _Toc73271422]4.6.2) Influencer Relatability and Trustworthiness
[image: ]
Figure 4.5 Chi-Square - Influencer Reliability and Trustworthiness
This chi-square shows the questions ‘Do you find you can personally relate to social media influencers?’ and ‘Do you trust the views/opinions of social media influencers?’. 
This chi-square test shows that the variables are significant as the p-value is under 0.05. this chi-square test shows that 31 participants sometimes trust social media influencers opinions, however, 15 stated that they do not and only 4 said that they do trust social media influencers. 19 of these individuals sometimes trust the views/opinions of social media influencers as well as sometimes relating to them. This does somewhat support the literature from (Abed, 2018) in which states that an element of trust and social influence are key components that an influencer must achieve to successfully advertise products to their audience. Therefore, the researcher rejects the null hypothesis as this test shows that social media influencers have an impact on the consumer behaviour of consumers within the cosmetics/beauty industry.
[bookmark: _Toc73271423]4.6.3) Influencer’s encouragement for consumers to purchase products based on their opinions.
[image: ]
Figure 4.6 Chi-Square - Influencers Encouragement for Consumers to Purchase Products Based on their Opinions.
This chi-square test shows the questions ‘Would you say that social media influencers encourage you to buy a product more than a traditional form of advertisement?’ And ‘How likely are you to research a product for influencers opinions or demonstration/tutorial videos before purchasing?’
This chi-square test shows that the variables are significant as the p-value is under 0.05. this chi-square test has shown that 26 participants are either likely or very likely to research a product for influencers opinions and tutorials, whereas 24 people stated that they are unlikely or very unlikely to do so. For over half the participants, the statement by (Infographic: Beauty Fans, 2017 | GlobalWebIndex, 2021) in which states that 66% of individuals watch YouTube tutorial videos before purchasing items, remains somewhat true. This chi-square also shows that 32 of the participants either agree or sometimes agree that social media influencers encourage their purchasing decisions more than a traditional advertisement. This supports the statement made by (Gerdeman, 2019) who discusses consumers engagement with social media influencer marketing as opposed to traditional forms of advertisement. Therefore, the researcher rejects the null hypothesis as this test shows that social media influencers have an impact on the consumer behaviour of consumers within the cosmetics/beauty industry.

[bookmark: _Toc73271424]4.7) Correlation Graphs 
[bookmark: _Toc73271425]4.7.1) 	Gender Influencing Purchasing Decisions 
[bookmark: _Toc73271426][image: ]
Figure 4.7 Correlation table- Gender Influencing Purchasing Decisions
This correlation graph shows the questions ‘Gender?’ and ‘How often do you purchase beauty products or cosmetics from the recommendation of a social media influencer?’
This correlation graph shows that there is a correlation between the two variables as the value is under 0.05 and demonstrates a significant link. This graph shows that there is a correlation between the gender of the individual and their decision to buy beauty/cosmetic items from an influencer and how often they purchase. This is discussed by (Infographic: Beauty Fans, 2017 | GlobalWebIndex, 2021) on how different groups of people find social media influencers more useful or impactful on their engagement of said influencer and their purchasing decisions. Therefore, the researcher rejects the null hypothesis as this test shows that social media influencers have an impact on the consumer behaviour of consumers within the cosmetics/beauty industry.
[bookmark: _Toc73271427]4.7.2) likeliness to purchase products based on influencer’s recommendations.
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Figure 4.8 Correlation table- Likeliness to Purchase Products Based on Influencers Recommendations
This correlation graph shows the questions ‘How likely are you to research a product for influencers opinions or demonstration/tutorial videos before purchasing?’ and ‘How often do you purchase beauty products or cosmetics from the recommendation of a social media influencer?’
This correlation graph shows that there is a correlation between the two variables as the value is under 0.05 and demonstrates a significant link. this graph shows that there is a correlation between how likely individuals are to research products before purchasing items and how often they buy products from the recommendation from social media influencers. This correlation graph supports the literature of (Infographic: Beauty Fans, 2017 | GlobalWebIndex, 2021) is it discusses how individuals are likely to research products before purchasing and (Rahal, 2020), as it is discussed within how individuals trust social media influencers views and opinions as they are more likely to trust someone they know, moreover, this is where social media influencers become useful marketing tools as it is a familiar face for their followers, creating that connection and builds trust. Therefore, the researcher rejects the null hypothesis as this test shows that social media influencers have an impact on the consumer behaviour of consumers within the cosmetics/beauty industry.
[bookmark: _Toc73271428]4.8) Word Clouds
[bookmark: _Toc73271429]4.8.1) Do you trust the views & opinions of social media influencers?
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Figure 4.9 Word Cloud- Do you trust the views & opinions of Social Media Influencers
This word cloud shows the most written words for the question of ‘Do you trust the views/opinions of social media influencers?’ this word cloud shows that the largest word here is ‘paid’. This indicated that consumers could be distrustful of influencers genuineness as they could be being paid to promote something to an audience, as (Rahal, 2020) discusses how consumers can become distrustful of companies once they are aware of their advertisements, as well as article (BBC Radio 4 - Radio 4 in Four - The influencers of the beauty industry boom, 2021) discussed a survey that showed that 82% of consumers being unaware whether an influencer is being paid or not to promote a product. Therefore, the researcher accepts the null hypothesis as this test shows that Social media influences do not have an impact on the consumer behaviour of customers within the cosmetics/beauty industry.
[bookmark: _Toc73271430]4.8.2) Social Media Influencers Encouragement Over Traditional Advertisement

[image: ]
Figure 4.10 Word Cloud - Social Media Influencers Encouragement Over Traditional Advertisement
This word cloud shows the most written words for the question ‘Would you say that social media influencers encourage you to buy a product more than a traditional form of advertisement?’. This word cloud shows that the largest words of interest are ‘personal’ and ‘reviews’, indicating that individuals prefer more of a personal advertisement that contains information like reviews from a marketing campaign. This supports the literature from (Freberg, Graham, McGaughey and Freberg, 2011) as it discusses the use of social media campaigns being an effective advertisement platform and (Matthew, 2018) as it discusses the usefulness of social media influencers and their expertise within certain areas to be able to give honest reviews of products to consumers. 
Therefore the researcher accepts the null hypothesis as this test shows that Social media influences do not have an impact on the consumer behaviour of customers within the cosmetics/beauty industry.

[bookmark: _Toc73271431]4.8.3) Trust of Social Media Influencers
[image: ]
Figure 4.11 Word Cloud - Trust of Social Media Influencers
This word cloud is showing the most written words for the question ‘When social media influencers are paid to promote a product, does it make you trust the product less?’
This word cloud shows the largest words of interest are ‘paid’, ‘money’, ‘genuine’, ‘biased’ ‘promote’ and trust, indicating that the participants could feel as though social media influencers are being paid to promote products so their opinion is biased, not genuine and do not trust them as they are doing so for money. This does not support the literature from (O. Cooley and Parks-Yancy, 2019) as it discusses the power influencers have over consumer buying behaviour and encouraging purchasing which is not apparent here. However, it does support the literature of (Rahal, 2020) it discusses how consumers can become distrustful of companies once they are aware of their marketing and advertisements, in which social media influencers are exactly that. Therefore, the researcher accepts the null hypothesis as this test shows that Social media influences do not have an impact on the consumer behaviour of customers within the cosmetics/beauty industry.

[bookmark: _Toc73271432]4.9) Main Findings 
Throughout this data analysis, the researcher has gathered information on the opinions the sample had on social media influencers. The data has been discussed in detail and is the main findings are as follows:
· Participants are not necessarily more likely to purchase products based on the recommendation of social media influencers.

· Participants are encouraged by the opinions of social media influencers to purchase products more than traditional forms of advertisement.

· Gender influences the purchasing decisions within the sample, however, this could be due to the high volume of female participants.
· The fact that social media influencers are paid to promote products makes the participants distrustful of their authenticity.

[bookmark: _Toc73271433]4.10) Chapter summary 
This chapter has discussed what data collection is, what the software SPSS is and why it has been used within this dissertation to analyse the data collected. The data collected from the survey has been analysed through SPSS and has produced tables and graphs to either prove or disprove the hypothesis of the research. The graphs have been discussed in depth of what they show the researcher and literature from chapter 2 has been used to either support or not support the finding from this analysis. The data has been summarised within the main finding for the researchers and the readers' ease of reading. This chapter has also fulfilled the aim of critically evaluating how social media influencers are affecting consumer behaviours and understanding the effectiveness of them as a marketing strategy, by analysing the data within this chapter of the dissertation. It has also fulfilled the objective of conducting a survey with questions about Social Media Influencers and present it to the public through a survey, as this chapter has been analysing the data in question. 
The following chapter will discuss these finding and conclude this dissertation.  


[bookmark: _Toc73271434]















Chapter 5 Conclusion 
[bookmark: _Toc73271435]5.) Chapter introduction 
This chapter will be summarising the main finding as discussed in chapter 4, as well as discussing the limitations the researcher encountered during the research. As well as this chapter will also discuss where each of the objectives stated in chapter 1 were achieved without this dissertation. The researcher will also be discussing how the data collected within this dissertation could be useful to aid further research into the topic of social media influencers and their impact on consumer behaviours. 

[bookmark: _Toc73271436]5.1) Main findings
The main finding that have been gathered within this dissertation are as follows:
 
· Participants are not necessarily more likely to purchase products based on the recommendation of social media influencers.

· Participants are encouraged by the opinions of social media influencers to purchase products more than traditional forms of advertisement.

· Gender influences the purchasing decisions within the sample, however, this could be due to the high volume of female participants.

· The fact that social media influencers are paid to promote products makes the participants distrustful of their authenticity. 

[bookmark: _Toc73271437]5.2) Research Limitations
The researcher faced limitations within this research as there was a lack of participation within the survey resulting in the research not being able to gather as many participants as the research would have liked. The researcher sees this as a limitation due to the ongoing COVID-19 global pandemic, as the researcher would have been able to collect data from individuals in person as opposed to just over social media.
Another limitation could be since potential participants may not have fully understood what a social media influencer is, despite it being clarified at the beginning of the survey. The fact that this topic is a relatively new form of marketing, older participants may not have participated due to the confusion of the purpose of the survey. 

[bookmark: _Toc73271438]5.3) Further Research
This dissertation could be a useful tool for further research into understanding how social media influencers affect consumer behaviour within the beauty/cosmetics industry, but could also provide statistics for different elements of social media influencers in general, referring to the public perception of them as a whole and as a marketing technique. 
This research also offers opportunities for companies and individuals within the marketing industry to better understand how they can choose to market products and utilise the likes of social media influencers. This research offers knowledge and further opportunities to research the public’s perception of these individuals as opposed to the overall effectiveness of them as a marketing technique, therefore offering these professionals an insight into people’s real opinions of social media influencers and how they are perceived by an audience. 

[bookmark: _Toc73271439]5.4) Achievement of objectives 
This dissertation has achieved the objectives that were set out by the researcher within chapter one. 

1. To conduct an extensive literature review that discusses the key elements of the literature that relates to the Dissertation.
The first objective was achieved within chapter two when the researcher conducted an extensive literature review containing key information related to the topic of Social Media Influencers and their impact within the beauty/cosmetics industry and as a marketing technique for companies. 

2. To conduct a survey with questions about Social Media Influencers and present it to the public through a survey.
The second objective was achieved within chapter three when discussing the pathway for the research and what questions the researcher wanted to ask, aided by the use of a questionnaire matrix. This objective was also achieved within chapter four as the research in question was being evaluated and analysed within the chapter. 

3. To make recommendations on how social media influencers within the marketing industry can maintain, change or improve the way in which they market products/services.
This objective will be achieved within this chapter as the researcher will further discuss the research findings and make recommendations based on the knowledge gathered, how the marketing industry could maintain, change or improve how they utilise social media influencers for marketing purposes. 
[bookmark: _Toc73271440]5.5) Conclusion 
To conclude this dissertation, the researcher has been able to successfully achieve all of its objectives as well as its aim of critically evaluating how social media influencers are affecting consumer behaviours and to understand the effectiveness of them as a marketing strategy.
This dissertation has allowed the researcher to understand the impact of social media influencers on the behaviour of consumers when purchasing beauty and cosmetic products through the successful collection and analysis of data from participants within the survey produced. The findings indicate that overall social media influencers do generally impact the behaviours of consumers when purchasing such products however, the findings also indicate that despite this, consumers are very sceptical of social media influencers since they are paid to promote products which in turn damages their trustworthiness and effectiveness as a marketing strategy. 
[bookmark: _Toc73271441]5.6) Recommendations
The researcher recommends that further research is conducted to further understand how social media influencers affect consumer behaviours as this dissertation adds to a small amount of credible research already available, due to the fact it is a very new and current topic. 
The research that has been gathered shows that social media influencers however effective they may have an issue within their trustworthiness for potential consumers, as the idea of a social media influencer has become a career in which many individuals deem biased and ingenuine. In order for social media influencers to remain a successful marketing technique in engaging consumers, an honest approach to influencer marketing must be adhered to, in order to ensure the longevity of this marketing technique. 








[bookmark: _Toc73271442]References
Abed, S., 2018. An empirical examination of Instagram as an s-commerce channel. Journal of Advances in Management Research, 15(2), pp.146-160.
Appel, G., Grewal, L., Hadi, R. and Stephen, A., 2019. The future of social media in marketing. Journal of the Academy of Marketing Science, 48(1), pp.79-95.
Arnold, A., 2017. 4 Ways Social Media Influences Millennials' Purchasing Decisions. [online] Forbes. Available at: <https://www.forbes.com/sites/andrewarnold/2017/12/22/4-ways-social-media-influences-millennials-purchasing-decisions/?sh=7e4fcfef539f> [Accessed 28 February 2021].
ASA., Asa.org.uk. 2021. An Influencer’s Guide to making clear that ads are ads. [online] Available at: <https://www.asa.org.uk/uploads/assets/uploaded/3af39c72-76e1-4a59-b2b47e81a034cd1d.pdf> [Accessed 13 March 2021].
Bbc.co.uk. 2021. BBC Radio 4 - Radio 4 in Four - The influencers of the beauty industry boom. [online] Available at: <https://www.bbc.co.uk/programmes/articles/10Pww0wDKvp8qnGpW7Q9L24/the-influencers-of-the-beauty-industry-boom> [Accessed 12 March 2021].
Bearne, S., 2019. Reality check: life behind Insta-glam image of social media ‘influencers’. [online] the Guardian. Available at: <https://www.theguardian.com/money/2019/mar/17/instagram-social-media-influencers-reality> [Accessed 24 May 2021].
Bearne, S., 2019. Reality check: life behind Insta-glam image of social media ‘influencers’. [online] the Guardian. Available at: <https://www.theguardian.com/money/2019/mar/17/instagram-social-media-influencers-reality> [Accessed 24 May 2021].
Brandt, S., 2014. Data Analysis - Statistical and Computational Methods for Scientists and Engineers. 4th ed. New York: Springer.
Caldwell, B., 2003. Beyond positivism. 20th ed. London: Routeledge.
Coeli, C., Lima, L. and Carvalho, M., 2020. Boas práticas na condução e relato de estudos baseados em websurveys. Cadernos de Saúde Pública, [online] 36(7). Available at: <https://www.scielosp.org/article/csp/2020.v36n7/e00169120/en/> [Accessed 9 May 2021].
Council, F., 2018. Council Post: Try These 12 Strategies To Establish An Influencer Relationship. [online] Forbes. Available at: <https://www.forbes.com/sites/forbescommunicationscouncil/2018/03/01/try-these-12-strategies-to-establish-an-influencer-relationship/?sh=67e01cee584b> [Accessed 13 March 2021].
Council, Y. and Mathew, J., 2018. Council Post: Understanding Influencer Marketing And Why It Is So Effective. [online] Forbes. Available at: <https://www.forbes.com/sites/theyec/2018/07/30/understanding-influencer-marketing-and-why-it-is-so-effective/?sh=65ba588271a9> [Accessed 27 May 2021].
Digital Marketing Community. 2021. Infographic: Beauty Fans, 2017 | GlobalWebIndex. [online] Available at: <https://digitalmarketingcommunity.com/researches/infographic-beauty-fans-2017-globalwebindex/> [Accessed 12 March 2021].
Elmhirst, S., 2019. ‘It’s genuine, you know?’: why the online influencer industry is going ‘authentic’. [online] the Guardian. Available at: <https://www.theguardian.com/media/2019/apr/05/its-genuine-you-know-why-the-online-influencer-industry-is-going-authentic> [Accessed 24 May 2021].
Elmhirst, S., 2019. ‘It’s genuine, you know?’: why the online influencer industry is going ‘authentic’. [online] the Guardian. Available at: <https://www.theguardian.com/media/2019/apr/05/its-genuine-you-know-why-the-online-influencer-industry-is-going-authentic> [Accessed 12 March 2021].
Fertik, M., 2020. Why Is Influencer Marketing Such A Big Deal Right Now?. [online] Forbes. Available at: <https://www.forbes.com/sites/michaelfertik/2020/07/02/why-is-influencer-marketing-such-a-big-deal-right-now/?sh=c168fc575f30> [Accessed 27 May 2021].
Freberg, K., Graham, K., McGaughey, K. and Freberg, L., 2011. Who are the social media influencers? A study of public perceptions of personality. Public Relations Review, 37(1), pp.90-92.
Freberg, K., Graham, K., McGaughey, K. and Freberg, L., 2011. Who are the social media influencers? A study of public perceptions of personality. Public Relations Review, 37(1), pp.90-92.
Fu, S., Yan, Q. and Feng, G., 2018. Who will attract you? Similarity effect among users on online purchase intention of movie tickets in the social shopping context. International Journal of Information Management, 40, pp.88-102.
Gerdeman, D., 2019. How Influencers Are Making Over Beauty Marketing. [online] Forbes. Available at: <https://www.forbes.com/sites/hbsworkingknowledge/2019/12/13/how-influencers-are-making-over-beauty-marketing/?sh=2737a2271203> [Accessed 20 February 2021].
Gerdeman, D., 2019. How Influencers Are Making Over Beauty Marketing. [online] Forbes. Available at: <https://www.forbes.com/sites/hbsworkingknowledge/2019/12/13/how-influencers-are-making-over-beauty-marketing/?sh=2737a2271203> [Accessed 20 February 2021].
Gillin, P., 2009. The New Influencers. Clovis: Linden Publishing.
Goodson, S., 2012. Why Brand Building Is Important. [online] Forbes. Available at: <https://www.forbes.com/sites/marketshare/2012/05/27/why-brand-building-is-important/?sh=e29724f3006b> [Accessed 12 March 2021].
Gregory, I., 2003. Ethics In Research. London: Continnum, pp.30-35.
Griffith, A., 2007. SPSS for dummies. Indianapolis, IN: John Wiley & Sons, pp.1-14.
Heale, R. and Twycross, A., 2015. Validity and reliability in quantitative studies. Evidence Based Nursing, [online] 18(3), pp.66-67. Available at: <https://ebn.bmj.com/content/ebnurs/18/3/66.full.pdf>. [Accessed 4 May 2021].
Hudders, L., De Jans, S. and De Veirman, M., 2020. The commercialization of social media stars: a literature review and conceptual framework on the strategic use of social media influencers. International Journal of Advertising, pp.1-49.
Ibm.com. 2021. SPSS Statistics - Overview. [online] Available at: <https://www.ibm.com/uk-en/products/spss-statistics> [Accessed 28 May 2021].
Influencer Marketing Hub. 2021. Influencer Marketing Stats | 100 Influencer Marketing Statistics for 2021. [online] Available at: <https://influencermarketinghub.com/influencer-marketing-statistics/> [Accessed 27 May 2021].
Ioanăs, E. and Stoica, I., 2014. Social Media and its Impact on Consumers Behavior. [ebook] Romania: International Journal of Economic Practices and Theories, p.6. Available at: <http://file:///C:/Users/hanna/Downloads/204-Article%20Text-453-1-10-20140214.pdf> [Accessed 8 March 2021].
Janak Binwani, K. and Sze-Yin Ho, J., 2019. Effects of Social Media on Cosmetic Brands. 1st ed. [ebook] Research Gate, p.1. Available at: <https://www.researchgate.net/publication/335542408_Effects_of_Social_Media_on_Cosmetic_Brands> [Accessed 28 February 2021].
Jin, S., Muqaddam, A. and Ryu, E., 2019. Instafamous and social media influencer marketing. Marketing Intelligence & Planning, [online] 37(5), pp.567-579. Available at: <https://www.emerald.com/insight/content/doi/10.1108/MIP-09-2018-0375/full/html> [Accessed 27 May 2021].
Kotler, P. and Armstrong, G., 2010. Principles of marketing. 13th ed. United Stated of America: Pearsons, pp.16-17.
Lee, S. and Shvetsova, O., 2019. Optimization of the Technology Transfer Process Using Gantt Charts and Critical Path Analysis Flow Diagrams: Case Study of the Korean Automobile Industry. Processes, [online] 7(12), p.917. Available at: <https://www.mdpi.com/2227-9717/7/12/917> [Accessed 9 May 2021].
Lou, C. and Yuan, S., 2019. Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media. Journal of Interactive Advertising, 19(1), pp.58-73.
Lunneborg, C., 2007. Convenience Sample. The Blackwell Encyclopedia of Sociology, [online] Available at: https://onlinelibrary.wiley.com/doi/abs/10.1002/9781405165518.wbeosc131 [Accessed 3 May 2021].
Mackay, H., 2018. Instagram: How much do social influencers earn?. [online] BBC News. Available at: <https://www.bbc.co.uk/news/uk-45735861> [Accessed 24 May 2021].
Mathew, J., 2018. Council Post: Understanding Influencer Marketing And Why It Is So Effective. [online] Forbes. Available at: <https://www.forbes.com/sites/theyec/2018/07/30/understanding-influencer-marketing-and-why-it-is-so-effective/?sh=49365fa871a9> [Accessed 12 March 2021].
Meredith, J., 2020. Council Post: The Power Of Social Media To Capture Today's Consumer. [online] Forbes. Available at: <https://www.forbes.com/sites/forbescommunicationscouncil/2020/06/25/the-power-of-social-media-to-capture-todays-consumer/?sh=72fb81cd789e> [Accessed 8 March 2021].
Nafees, L., Cook, C. and Stoddard, J., n.d. The Impact of The Social Media Influencer Power On Consumer Attitudes Toward The Brand: The Mediating/Moderating Role of Social Media Influencer Source Credibility. [online] Core.ac.uk. Available at: <https://core.ac.uk/download/pdf/287890701.pdf> [Accessed 27 February 2021].
Rowley, J., 2014. Designing and using research questionnaires. Management Research Review, [online] 37(3), pp.308-330. Available at: <https://sci-hub.se/https://www.emerald.com/insight/content/doi/10.1108/MRR-02-2013-0027/full/html> [Accessed 3 May 2021].
Saunders, M., Lewis, P. and Thornhill, A., 2009. Research Methods For Business Students. 5th ed. Harlow: Pearson, p.108. 
Saunders, M., Lewis, P. and Thornhill, A., 2019. Research methods for business students. 5th ed. Harlow [i pozostałe]: Pearson Education.
Smart Insights. 2017. Key Influencer Marketing Trends for 2017 | Smart Insights. [online] Available at: <https://www.smartinsights.com/online-pr/influencer-marketing/key-influencer-marketing-trends-2017/> [Accessed 27 May 2021].
Suciu, P., 2020. Is Being A Social Media Influencer A Real Career?. [online] Forbes. Available at: <https://www.forbes.com/sites/petersuciu/2020/02/14/is-being-a-social-media-influencer-a-real-career/?sh=1271b524195d> [Accessed 25 May 2021].
Suciu, P., 2020. Is Instagram The Social Media Service For Business In 2020?. [online] Forbes. Available at: <https://www.forbes.com/sites/petersuciu/2019/12/26/is-instagram-the-social-media-service-for-business-in-2020/?sh=2bbdf36c3bdf> [Accessed 25 May 2021].
Sweney, M., 2014. Vloggers must clearly tell fans when they’re getting paid by advertisers, ASA rules. [online] the Guardian. Available at: <https://www.theguardian.com/media/2014/nov/26/vloggers-must-tell-fans-paid-adverts-asa-rules> [Accessed 12 March 2021].
van Teijlingen, E. and Hundley, V., 2001. The importance of pilot studies. [ebook] Guildford: Department of Sociology, University of Surrey, pp.1-4. Available at: <https://aura.abdn.ac.uk/bitstream/handle/2164/157/SRU35%20pilot%20studies.pdf?sequence=1&isAllowed=y> [Accessed 5 May 2021].
Whitler, K., 2014. Why Word Of Mouth Marketing Is The Most Important Social Media. [online] Forbes. Available at: <https://www.forbes.com/sites/kimberlywhitler/2014/07/17/why-word-of-mouth-marketing-is-the-most-important-social-media/?sh=6c27055354a8> [Accessed 13 March 2021].
Williamson, K. and Johanson, G., 2017. Research methods. 2nd ed. Kidlington: Glyn Jones, pp.3-6.
Wyse, D., Selwyn, N., Smith, E. and Suter, L., 2016. The BERA/SAGE handbook of educational research. 2nd ed. SAGE.








Appendix 
Gantt Chart 
[image: ]



















Ethics Form 

[image: ]
[image: ]



[image: ]





[image: ]
[image: ]
[image: ]








[image: ]
[image: ]
[image: ]


[image: ]
[image: ]
[image: ]




[image: ]
[image: ]
[image: ]
Raw Data
[image: ]

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]




[image: ]
[image: ]
[image: ]
[image: ]
[image: ]


[image: ]
image1.png




image2.png




image3.png
Philosophies

Approaches

Strategies

Choices

Time

horizons

Techniques and
procedures





image4.png
AutoSave Dis matrix for questionnaire ~ Hannah Jane Hoyles

File Home Insert Draw Design Layout References Mailings Review View Help RCM Table Design Layout 12 Share 2 Comments
ibri A A Aav A ~ | OFind v
Calibri (Body)  ~[11  +] av Ao AaBbCcDc | AaBbCcDe AaBbCc AaBbcer Ad e [i9]|
5] e e il ’ .
Paste 2 TNormal | TNo Spac.. Heading1  Heading 2 Title  [v Dictate | Editor | Reuse
g | BIU-ex XA L A~ pac. 9 9 71D selectv Files
Clipboard 1S Font 5] Paragraph 5] Styles &l Editing Voice Editor |ReuseFiles| A
]
TEE) RCELTE e T g ehavurs i et o thecosmetcs/eauy sy, Al arcpans vl remain
ot e e St onfentaly ca b sure. Anypripat il s sl o h document
arigenr, eer o - Upon equestwhn th o s eencomplte
Lrey i ot .
= o e
e e —
ez uscer nine?
Soyad st e o R T
vevsiopionsof s media
s
W e e e
e uesion)
L e e L)
Youusa e most St ik v,
omer
AT R B | oSk e | T T
Voutoamstofvour St ik v,
Puchsing ks pacs? | ovar
T T o R
i e
o he rcammendationf 3
o mes e
e e e L
3 product for influencers inear scai] ‘cipbaluindexaoz1)
e ——
betors purcrasng?
Sovos Tndyou a6, 5, RGaE T T
roste 5008 mecia
et
W you o7 | e o e e ST
e fsncassncoursgs
oo e o
s thana orm of
radonl adertserent? 5
Y adveamets, migse
iy
W I s
e uesion)
WG e o sametaE e oy
inarear s g o promots
roc does § ko
ot o prases?
e S|
oo quesion)
iscin: i vy hs D creted o 58S pupose ny 1 3 3 Unvrsydsration,
e e cestad t el ndersand th mpac sl Hedi nlonces e on consmer
Page1of2 317 words [ TextPredictions:On {32, Accessibility: Good to go O] Focus g B -—8b————+ 4%

P Type here to search (@] =3 e = @ a o % F' A B G W) & 03/:)2:/521021 ~





image5.png
[ Chart Editor
File Edit View Optons Elements Help

o0 OXYEABS Bl Cl@DL i I

Lis il W0 2 ke la

Simple Bar Count of Age?

40

30

Count

20

10

26-35 36-45 46-55 56-65 66+

;la AR

G
Tk s
i <

%
Kot st
S

e S %
G R e e
M/:;,/u/:;,/u/:'m/:/',/u/wm/:;,/u/:'m/ ,u/:/',/u/:'m/:',u/:',u/

mﬂ-mﬂ)m,»)m“-m,/n,»,-m”-m L

s
1«/:',1«/:',1«,41',

g,

o
G L
% % - /c)’/c e )
7,)?/:/',)«/:'n«/:'n«/:'n«/:'n«/:'n«/:'n«/:'n«/:'n«/:'n«/l'n«/l'n«/l',
S
S

,n« /'rm ks /'lm /lm e /'lm /lm e /lm /lm e 4

Pl w:, % w:,

-~ o
e 15 7 :;,/u Z

S ,;;’:,'"%;;’:,'",,"’:,’",;;’:,'",;;’:,'"1;;’:,'",;;’:,’"1,"’:,’"1;;’:,"',;;’:,’"1,"’:,’",,,
S
:{;/l':%«/l'n«/l'n«/l'n«/l'n«/l'n«/:'n«/u,u/:l,u/u,u/u,h/,,,h 7
b, ,,.,u ,,.,u ,,.,u »,.,u g, ,.g;,/,.,,é;,.m g, ,,.,,é;,.m ,,.,u

Dhr e :,’f‘,n:,’f‘,/u:,’i‘,n:,’f‘
e S e e i e i 2
,f,‘gv;,‘:;‘g,;,':,‘g,,,:,‘gz;,‘:,‘g,;,‘:,‘;,;,‘:;‘g,,,:,‘g,;,':,‘gi;,':;‘g,,,:,‘g,;,‘:,‘gv;;:;‘;,;;
R R S e el *

L S e o

' ,.o;,,fﬁé?»;:,fﬁ%,m; E o s o s, G »,;u:,',’-/'»;iu.;'ﬂ

e e
o @r,(,‘j,,(, " e Fff--'{

s
m 5 /;n 5

(2

v V,c,,,v,c‘,,,v, V,a,,,v,a,,,v,a,,,v,a,,,v, V,c,,,v,c‘,,,v,
(/‘»/At.’,(/‘»/At.’,(/‘»/At.’,(/‘»nt.’,(/‘»nt.’,(/‘»/At.’,(/‘»/At.’,(/‘»nt.’,(/‘»nt.’,(/‘»/At.’,(/‘»/At.’,(/‘»nt.’,(/‘»nt.’,(
R e S e





image6.png
#& “Output3 [Document3] - 1BM SPSS Statistics Viewer

File Edit View Data Transform Inset Format Analyze Graphs Utilites Extensions Window  Help

SHER &I«

=+ {& Output
B Log

Bzl =5 W

& {8 GGraph
Title
Notes
“+3) Graph

Count

Female

Simple Bar Count of Gender?

Male

Gender?

Non-Binary

H A search for anything

[1BM SPsS Statistics Processor s ready | |

[Unicode:ON |





image7.png
'spss crap 2021.sav [DataSet1] - IBM SPSS Statistics Data Editor
File Edt View Data Iransform Analze Graphs

Utilties  Extensions  Window  Help

SHE .r’- Lol

|| & *Outputt [Document] - 1BM SPSS Statistics Viewer - u]
BTimestiFile Edt View Data Iransform lnset Format Analwe Graphs Utiities Extensions Window Help
SHER VM e ABLF = 4]
28
Tequency Table

28-Ap|
28-Aplstabs
28-Apltle Gender?

lotes
28 Cumulative

N’\mve Dataset Frequency ~ Percent  Valid Percent Percent

25Aplvamings valid 1 35 70.0 700 700
28-Ap{>ase Processing Summary

sender? * What social media platfor 2 14 280 28.0 98.0
28-Ap|
2&A"l:mswm Tests 3 1 20 20 100.0
28 Apliendies Total 50 100.0 100.0
28-Ap| e

lotes : .
28-APkyytictics What social media platform do you use the most?
28-Apf-requency Table Cumulative
28-Ap{ E] Title Frequency ~ Percent  Valid Percent Percent

Gender?
28-Ap| D valid Invalid Response 1 20 20 20
AP! (i What social media platform do i 2

28-Ap| Facehook 8 16.0 16.0 18.0
28-Ap| Instagram 2 440 440 620
28-Ap| Snapchat 5 100 10.0 720
28-Ap| Tik Tok 7 140 140 86.0
28-Ap| Twitter 2 40 40 90.0
29-Ap| YouTube 5 100 100 100.0
29-Ap| Total 50 100.0 100.0
29-Ap|
i I — )]
29-Ap(| IBM SPSS Statistics Processor is ready [Unicode:ON |

TEbay

Visible: 24 of 24 Variables

mrwrcha @6.Doyo
ofsoc.

DWW W e W oW e WS WRNRNRN G W N ®N W e N

IBM SPSS Statistics Processor is ready

|Unicode:ON |
1815
25/05/2021

D)




image8.png
'spss crap 2021.sav [DataSet1] - IBM SPSS Statistics Data Editor - X
File Edt View Data TIransform Analze Graphs Utiities Extensions Window Help

Sne 0 e~ BLAF A BFH .{9[d
|

Visible: 25 of 25 Variables

pwsopinions, 1@ *Output2 [Document2] - IBM SPSS Statistics Viewer - o X
Juencers. da s
File Edt View Data Transform Inset Format Analze Graphs Utiiies Extensions Window Help -4
Because | fel E l l i 1N .DIF E E % # 1 gs via genuine pe_.. 3
Alot of the ti - = = @ il = 3 #— :i )| .
1t : . :
Some "'“"er 00 How often do you purchase beauty products or cosmetics from the recommendation of a social isement style .. |3
They get Pa'ﬂ’)ossms media Influencer? [Answer] * How likely are you to research a product for Infuencers opinions are everywhere 1
It depends ol = Title or demonstration/tutorial videos before purchasing? [Answer] Crosstabulation ot being paid to... 1
They get paid @ Notes Count 1
They know nj ) Case Processing Summary How likely are you to ressarch a product for Infusncsrs opinions or 2
Theyre just L How often do you purchase beal demonstrationfiutorial videos before purchasing? [Answer] sometimes no... 3
Not everythin Ly Chi-Square Tests N Likely Unlikely VeryLikely  VeryUnlikely  Total ot ook for produ._ 2
Because thel How often do you Never 3 5 2 14 24 2
- purchase beauty
Their opinion| products or cosmetics Ci 0 1 3 0 4 1
from the Rarel 5 2 1 1 9
prefer not to ly 2
rotto recommendation of a
social media Influencer? _SOmetimes 7 1 4 0 12 1
| personally | [Answer] Very often 0 0 1 0 1 3
1 try to follow] Total 15 9 1 15 50 been following ... 2
When it's paf 1
1
Chi-Square Tests
| don't have t 1
Asymptotic
If1 have folloy Somfeants rough a story, . 1
IFthey are pr{ Value df (2-sided) uine, as you rel... 1
Sometimes Pearson Chi-Square  33.917° 12 001 #therefore in__. 3
Some ""’S‘:} Likelihood Ratio 36735 12 000 rtisements th... 1
When they N of Valid Cases 50 3
| trust the vief a.17 cells (85.0%) have expected countless than 5. The en posts an... 3
25 minimum expected countis .18, 1
(1N — ]
26 Depends on 2
-——pe"— [ IBM SPSS Statistics Processor is ready [Unicode:ON |

1BM SPSS Statistics Processorisready | | [Unicode:ON | |
- 1923
H L Type here to search g G





image9.png
ﬁ *Output1 [Document1] - IBM SPSS Statistics Viewer
File Edit View Data Transform Inset Format Analyze Graphs Utilites Extensions Window  Help

FSHERA N e v AELS =5 H|d

[ Tegra muenters 7 - 0o =
you find you can
personally relate to social
media Influencers?

ccas:g::’:::;m Summa Do you trust the views/opinions of social media influencers? * Do you find you can
(8 Do you trust the :ewslopi"?o"s personally relate to social media Influencers? Crosstabulation
(& Chi-Square Tests Count

Do you find you can personally relate to social
media Influencers?

» No Sometimes Yes Total
Do you trust the No 1" 4 0 15
views/opinions of social
media influencers? ECIEITES n 19 ! 3

Yes 0 2 2 4
Total 22 25 3 50
Chi-Square Tests
Asymptotic
Significance
Value df (2-sided)

Pearson Chi-Square 21.832* 4 000
Likelihood Ratio 16.454 4 002
N of Valid Cases 50

a. 5 cells (55.6%) have expected count less than 5. The
minimum expected countis .24.

1BM SPSS Statistics Processor is ready Unicode:ON
H A search for anything





image10.png
ﬁ *Output2 [Document?2] - IBM SPSS Statisti
File Edt View Data Iransform

ics Viewer
Inset Format Analze Graphs  Utiities Extensions Window  Help

HEQ W e §BL

Crosstans | ey arEyoum resear

=5 e

a product for Infuencers
opinions or
[ Case Processing Summary ookl
z 2;"’”&" fer "‘;Y:;‘sl"‘“‘"“e purchasing? [Answer]
i-Square Te

-og
ES;::S Would you say that social media Influencers encourage you to buy a product more than a form of
@ Notes traditional advertisement? eg: TV advertisements, magazine articles, billboards etc... * How
L Case Processing Summary likely are you to research a product for Infuencers opinions or demonstration/tutorial videos
( Gender? * Would you say th before purchasing? [Answer] Crosstabulation
(@ chi-Square Tests Count
-9 How likely are you to research a product for Infuencers opinions or
Srosstabs demonstrationftutorial videos before purchasing? [Answer]
& Notes N Likely Unlikely VeryLikely  VeryUnlikely  Total
(8 Case Processing Summary Would you saythat social  No 1 3 1 13 18
(& Age? * Would you say that s medla nuencers,
(8 Chi-Square Tests encourage youto buy a
prd productmore thanaform — gometimes 5 5 2 0 12
- of traditional
rosstab: f traditional

0sstabs advertisement? eg: TV
() Title advertisements, Ye 9 1 g 2 20
@ Notes magazine articles, s 2 2
(& Case Processing Summary billboards etc
g g: g find Jou can person Total 15 9 11 15 50

i-Square Te
Log
Crosstabs
Chi-Square Tests
Asymptotic

LB Case Processing Summary significance
(& When social media Influencs Value df (2-sided)
L@ chi-square Tests Pearson Chi-Square 335357 6 000
-0g
Srosstabs Likelihood Ratio 36.731 6 000
() Title N of Valid Cases 50
@& Notes a. 8 cells (66.7%) have expected count less than 5. The
L& Case Processing Summary minimum expected count is 2.16.
(& Would you say that social m:
(@ Chi-Square Tests ~]|
K™ 13

H L Type here to search

IBM SPSS Statistics Processor is ready

[Unicode:ON |





image11.png
'spss crap 2021.sav [DataSet1] - IBM SPSS Statistics Data Editor - X
File Edt View Data TIransform Analze Graphs Utiities Extensions Window Help

B

ﬁ *Output1 [Document1] - IBM SPSS Statistics Viewer — [m} X Visible: 24 of 24 Variables
BTmestdple Edt View [nset Pl Fomal Anabze Graphs Utiiies Window  Help rpurchasing o @6 Doyo
SRR IR ew JBLA 25 -
....... 2
E ijnmsou
@ Log = Correlations 3
24 . g Crosstabs 3
28-Ap| {3 Title 2
28-Ap| @ Notes Correlations 3
28-Ap( -} Wamings How often do 2
(g Case Processi you purchase
28-Ap L8 How often do y beauty 3
28-Ap| (& chi-Square Te: pmduc(‘s or 2
08 Symmetric M cosmetics
28-Ap| @Ll: ymmetne e from the 3
28+ recommendat 2
o ° Bremences ionof 3 socit 2
i e media
28-Ap| (@ Notes Influencer? 2
28-Ap| L Statistics [Answer] Gender? 3
& Frequency Ta How often do you Pearson Correlation 1 37
28-Ap| () Title 2
& purchase beauty
28-Ap| L What soci products o cosmetics 1
2540 LG How often o Sig. (2-ailed) 012 S
@ Log recommendation of a

28-Ap| 5. g Comelations social media Influencer? N 50 50 3
28-Ap| -+ Title [Answer] 2
2 @& Notes Gender? Pearson Correlation -353 1 3

8-Ap|
28Ap m}fz Corelations Sig. (2-tailed) 012 1
29-Ap| =g Comelations N 50 50 3
29-Ap( *_ Correlation is significant at the 0.05 level (2-tailed). 3
2-Ar (@ Correlations. 3
29-Ap| 3
IBM SPSS Statistics Processor is ready |Unicode:ON | 3
29- 10908 Yes T 2 2 3 TEbay 3

1BM SPSS Statistics Processorisready | | [Unicode:ON | |

% 1843
H L Type here to search @ 9 25/05/2021




image12.png
*spss crap 2021.sav [DataSet1] - IBM SPSS Statistics Data Editor - X
File Edt View Data Iransform Analze Graphs
- o x Visible: 25 of 25 Variables
Bwsopinions, File Edt View Inset Pivot Format Analze Graphs  Utiies Window  Help
|uencers — ~
0, 1N =5 [
HE Q ¢ 0 o =» H ¢ .
Becau: = things via genuine pe...
Alot of]
Some if Correlations advertisement style ...
They of How likely are How often do cers are everywhere
It depen) you'to you purchase ‘re not being paid to.
Th research a beauty
ey 99 product for products or
They ki Infuencers cosmetics
i i opinions or from the i
They're LB Correlations iereas sometimes no...
- @Log demonstratio  recommendat
Not eve( &-@ Correlations nitutorial ion of a social icer not look for produ...
Becaus| videos before media
B ite purchasing?  Influencer?
Their og i @ Notes [Answer] [Answer]
Correlations -
prefer nf @ L“oi How likely are you to Pearson Correlation 1 -.481
- cg“ i research a product for
| relations Infuencers opinions o sjg (>-tailed) 000
L ! P”S"q @ Tite demonstrationfutorial “
15 Itry to @ Notes videos before m P P u've been following ...
R When itl (@ Correlations purchasing? [Answer] isions.
Bl X How often do you Pearson Correlation 481" 1
&-{& Correlations purchase beauty
18 I don't B *E Tite products orcosmeties o 000
19 11 have| @ Notes from the through a story, .
- (@ Correlations recommendation of a
20 ftheyq @ Log social media Influencer? 50 50 genine, as you rel...
21 Someti - {& Correlations [Answer] using # therefore in...
Some *_Correlation is significant atthe 0.01 level (2-tailed) tv advertisements th...
23 When :]
trust t s between posts an.
[ IBM SPSS Statistics Processor is ready |Unicode:ON |
Depends on my existing opinion on the product 1 TIt's a more personal approach
1BM SPSS Statistics Processorisready | | [Unicode:ON | |

g 1917
H O Type here to search ) 250572021




image13.png
B -E g perfect
: O £ existing
. Sl Sy
-1 =, S =3
35 5 2E o8
ER GRE 8=+ 2 3
=5 =]
deqimting Creating d* 0Q o &
media e e S™ w2 e
et days influencers
advertisements Slmﬂ = < whilst
information cautious branding diet %g = Al vaiig
roduct: : &
is =
- iS5 T
= g =N ¢’}
o @ 5 =)
G S F ve agenda =4
£2 B o S:
= =.Eopinion' = =2
vmgbtg § o le G =
"% & people =
H g.. consequmces feel €@
a Vertlse = o E
el ] E;E ‘money m. =
P e s g4
_o.g H = B:
i @) D

BmoIA




image14.png
oapia

Juesofo1

stz follow
products

P g, vt 1 capionesSHOWINgG
s Pl oa] A vert genuine

prometiag people ﬂ research

PED

advertiser
=T
refer =,
w}y)s SO: <
attraction =+ & e
promote & B 158 g
i @ DF Gy
gar— b=y
7 ;.c s Z’(D crifics B
8“2 s :< ) g-compmd g
= mc) [ Zrendorsing £
om0 2Qis
g 2 2.8 s
wv O =
LW T
apport S QO o 1 U9 commission =
IR = o o £8
O.5g S tustory id
S5 B2 . : d —
e im% E. 1
=1
RS
”‘5 azeressive |8
@ adverts consume &
=3 discount
@ & endorsements expensit

interests 2
‘means &

increase I
practical &

i e [ advertisement

provided

generic




image15.png
thought &

E E
%o dependant 3 &
e £ due
mind® '
T EF @
|22 O
Sro g
Qf i promotions
IcEE ) “eaction Feason
i =S times
o+ swayed

Auedux
Koot

b
kA




image16.png
utoSave Book1 - Excel Benjamin James John (1707698) | B!

Fle  Home Insert Pagelayout Formulas Data Review View Help & Share T3 Comments
) T = AutoSt v
4 caibr | BwapTen Genera B B BRE Iy O 4
[@copy ~ TIFill v
Paste . == = . .9 <o .00 | Conditional Formatas Cell | Insert Delete Format Sort& Find& | Ideas
v <F Format Painter Iy et B %9 B8 Formatting v Table v Styles v v v & Clear v Filter v Select v
Clipboard ~ Font ~ Alignment ~ Number ~ Styles Cells Editing Ideas. Sensitivity ~
APL M S v
A B|C/DEFGHI J K LMNOPQR|[S T UV W X Y ZAAABACAD AE AFAGAH Al Al AK| AL AM AN A0 AP AQ s
3 . 3 3 >
- H £ i § ] i = z
Task 2 g ¢ 3 g £ 2 2 =
2 o L} 2 = i
3 2 8
Week 1]2]3]as5]6/7]8] o 10]11]12]13]1a]15]16]17]18]1920]21[22]23]2a]25]26|27]28]29(30]31[32[33[34]35]36
Supervisor Meetings

1
2

3

4 [Develop Intial Idea
5 [Develop Title
6
7
8

Finalise Aim and Objectives
Research Proposal Final
Analyse Literture

9 [Draft Literature Review

10 [Final Literature Review
11 [Draft Chapter 3 (Methodology)
12 [Final Chapter 3 (Methodology)
13 [Develop Survey Questions

14 [Pilot Study Survey

15 [Release Survey to Participants
16 | Draft Chapter 4 (Analysis)

17 [Final Chapter 4 (Analysis)

18 |Draft Chapter 5 (Conclusion)
19 [Final Chapter 5 (Conclusion)
20 [Draft Chapter 1 (Introduction)
21 Final Chapter 1 (Introduction)
22 [Proof Read Document

23 |Format Document
24 | Draft Submission
25 | Final Submission

Ready [

B
H L Type here to search 30/05/2021





image17.png
AutoSave (@ off)

Hannahs Ethics Form - Saved to this PC v

Hannah Jane Hoyles (1804582)

File Home
o Arial
B

Pafle & B

Clipboard [

Page 10f 16

3848 words

H A Type here to search

Insert

The niversy oo the OECD Frasat manua efiton ofresearsh seiviy: ‘e work
ndarsten an 3 Sysamate bRGS I OrS 1 neresss Ma Sod of knatiadze, MLETD
knowladge ofman,Cure and soity.2nd the use o i Sock ofkiowdge  devse now
SEpleatins R Sucn ths overe SHAES indansven by maGes of S posratis
SSaarh Sudars, 374 b Ugh, PoSradLal 31 Undegraduste Sers OO on
ety

The il underaing h rsearoh aciviy i nown 5 th i reseatcher”

Eical pprval st require forrotne aus, prormanos eieus, qualy assrance iS5,
{asing Wi ROm) SaL<atanal qurer s, and e o sl ot

Pleas read th note or guicance befrs complaing ALL sections of the form.

This form must b complted and approved prior o undertaking any researchsctiviy. Psse
328 Chackit o et f prooess o Gfcen tegores o pplesion

Deletethe Guidance ot at he end of theform BEFORE submiting your spalicstion

SECTION A: About You (PincipalResearcher)

PN T e s

T e Plsis PO S50 O] pasear Degrees Comives | )

acproua ond dte whars known
Spprovar - ponops must e | rate Ressaren Corvotes |0

o saming ainca spproval | O T =

SECTION C: Intematand External Etics Guidance Materils

72352 T 07 STve GUEaPeS SOSUS Wl v Gaen Tl S e SonplaEon o7
i form (ne ny 355 2pacicodes o eseach s 52350 2y Specs il
guidan aaing o h proposed mlnodology). Pease ekt orfm it you esearh proposal
v o st sodes o sines

TWT S5 Hesearh Eies & ineghty Code o Pracice T

T
UNTSD Reserch Dta Mansgement Policy

T

Draw Design Layout References Mailings Review View Help RCM Grammarly
o A — = == LFind ~
vt KA Aay A 2SS == 4L T awsbeend | asmbeend A QB Aasbcer G
¢ Replace : )
I U-vsbx X A2 A- O T Normal | T No Spac... Title Subtitle [o N Select~ Dictate | Editor
Font [ Paragraph [ Styles [ Editing Voice Editor
N N N
APPLICATION FOR ETHICAL APPROVAL SECTIONS: Approal o Resereh Aty Doss iz orgensstion v 3 v s spproval zee? | Ves [ 0] W0 | &
R ——— o e S c rretoriet | e [ 0 ]
el A e may notbs covradby he Unversty s s il aproal Qs ek ne e Maes o vesprorze | ves [Ng| wo [N a5l stach s copyof ry sl pprova o e s o h xgansaion
Ceegoe of ni)

SECTION E: Datai of Research Activity

[ el Evaluaton of Brand Fereseriaton i cmparies and -

s | esponsily ey e o oenen by g

Proposed s dste._|arch 2021 Proposeaenddze ey 2021

Introduction t the Research (maximum 300 words)
Enure thatyou write for 2 Non-Specialst Audisnce when outining you respanse o the
thes ponts beiow:

« Pupose of Research Aoty

+ Proposed Research Guesion

+ A f Research Acty

* Otjecives of Rasearch Aoty
Dermansiai. o, how Exising Resesrh has o the proposed sciy and s

Wt e esearch sty wil a3 o the body fkrowiesge

©_ow sutesses an sres of mporiance

SECTION D: Exterl Collaboratve Research Activity

TGS

LT re— i [ i I N I
Undergracte suent | 8 | TaghtPosusdite |5 [ Posomige s, pleaseprovide the nameof he extamal orgaisaion and e and oonactdetals o e

i Goriac prson 3 Coninaon 45 Prso RS corsent o e personl 34 £
Shares 25 par f s colaborsion

Purpose of Research Aciviy
i resarch asresses th case ofrand epresetation itincomparies and w1 afcs pacsls
percepton of mamseies and herbody image, and how 3 G it benefisal of ot
Jcompanies.

Research Guestons

|t Wt v e erand it ol el o o represent tam and why?
doss s s encaurags o Sscaurags people 0 by om oartan busnssses

7o ctcsty evaluste the brand raprasentaion use o ot used within comparies and
st refonship with s an i u brands rpudation within socity

P2/ E1 FoRM

N

Campus: cumnsen SGiaG parson name |02 To wha
e -
“Contact Telephone Number- [Rims of R h Actvity
L form?.
— G e e e e te s o e
e a5 i R ] oW s
i e - e
e e
UM B | i e
Frofessional Learming Parnershp | beiow does ratnesd | TES | wo =
e ]
e =
| e () (I

Wiher resech sciviy s carisd outin ollboraton withan exterl rganisstion

P2/ E1 FoRM

DR TextPredictions:On {3 Accessibility: Investigate

1.0 conduct  survey with auestons sboutbrand epreserdation s present 10
e publc rough s suvey.
o concuet 8 extensive ersursreiew which dcusses ey slementsand ersture

hatrlaes o thereseareh poject

P2/ E1 FoRM

12 Share 2 Comments
Reuse Open
Files | Grammarly
Reuse Files| Grammarly
-1 + 40%

12:56

30/05/2021





image18.png
AutoSave (@ off)

Hannahs Ethics Form - Saved to this PC v

Hannah Jane Hoyles (1804582)

File Home Insert Draw Design Layout References Mailings Review View Help RCM Grammarly
5 o v = = ==5 LFind ~
. Arial Y11 v AA Aar A =S =3 42l T | aaBbeepd asBbeedd A QD AaBbcer b oot
G Replace . n
paste B|I Uva x, X Av £+ A~ O TNormal | No Spac..  Title Subtitle |5 Dictate | Editor
- = 2 Select v
Clipboard [ Font [ Paragraph [ Styles [ Editing Voice Editor
N N N
~APPLICATION FOR ETHICAL APPROVAL SECTION B Approva fo Reserch Aty
Dn:swsnviinsmmM:nsmmuh#siwvm\i‘ﬁmm" YES ‘ o ‘ [ ‘ =
1 e fo research t esut i benet ad inise:risk of arm, t mustbe conducted i T s S e A
Cincaly A reseacher may ot bscovredy he Unwersy & msurance f ehest sprove [Bence cot e s Nore & o o aproste - et sprora o e gt
has not been obtained prior to commencement. ‘3pprowal process or diferent evel of research by aferent | YES | B | NO | @ fas, please attach 3 copy of any fnal approval (or i pprova) fram the o1
The Uiy ol s OECD Pt sl o of eseash actvity: “cesis ek tsgoes of ncida) T
s on 3 Sstmete b o0 o M - Sk o WG, L e
et . dune o ity o et i o o g & e e T e e e e o Corine [T SECTION : Detas of Researeh Actity
oo RS s o shbvnes indarsin by mamses o S, PR e e
pry ittt R b e dpprov In procle mue b Irsiie Reseae O o P vt of B et v s rd
P s o 8 e S | T = it sponsinny ey oo = senong oy e
The it ndesing th s sy v 5 el resechar Rt juar 21 e g oy 2
e — SECTION C: It and Externa i Guidsnce ateilz ntroducion to e Research (maximm 200 words)
i i ) S5l R ey S oS St — sty St s e g o s 5
s ead th ot forgidance befre complt ens e th orm. o (ks o 325pine pece ades o e S 30840 £y Spashe S
Pease read the nes for gudance befos compleing AL sectons of he i raling o e propased meodolgy Plase sk ot it yout s roposel - Pupose o Fasearch ity
oy i © Frpoces sy Guesion
This form must b ormplte s spprod prior o undetakin any esesrh actviy. P ropes
e o i s o Ben g o B, " ERTTSD Resear Exs & negrty Code o raciee = * s ot masesen Acty
= Osmorsras. . o B s s e i proosed sty and 5z
Delet th Guidancs Mot t e end of the form BEFORE subritin yur aplcton - emoniie. ety o Eising Resarsh fas fomed h proosed sy an
UNTSD ResearchData Management Poley = - Wt he reseac sty i e by krviesgs
© it st on s of nsortancs
SECTION & About You (Princpal Researche] Purpose of Research Aty
I e oS SECTION O Extema Cllsboratve Research Aciy i e et cos of s eprsasion it comgaies o s o
- croepton of s an te Gy emsp, o s i s b of
ACE L pre—r— B il P ki Y AT N e
Undergraduate Sudent | @ | g Festedine [0 TRedie irYas plase provid he e of e xtenal organisaton and name e contactdetais for e
e e P R e
TR e 2 g s lsbrsion
ScpirCerie SensesSusiess vl e st st st pl s o s st a2
== Suerses T |02 Towhst et doe i s ancurag o s sl oy o s Susisses
=
[E— RS s o Rz Rt
T i [ o Research Aty
- rsieest2 P i el I3 - T ) 7 cotcay evsiuste th branc rpresantation usad o not used it companis and
= oo T T S S L e o s et st s with b snt it B reputaion witin oty
Ermrrs Te o e Sty T N o e e o
S oSl oo | VA 2 e of Research etk
Programme of Sy . ke s st aars [ R I
S— e o ves [ 5w [ ® 1 To conduct a survey ith cuesons sboutbran epresenston and present 10
[ — TE aarin b ot TYES BT
ithnn Sstg UNTED 800, | pemison cussion | g wo | = e puic ough & ey
Prasminal Laimng Pararin | o dos 1o ek e
oy nte o 7o concuct  extensve Harstur v which discusses key lmertsand Harshrs
b Sy
e s e gronata by e | W0l e seicsion | VES | o | w0 | @ et reees o e research prfet
Wihers resear sty s caied aut i olboration with an extemal orgarisaton
N N N
Page20f16 3848words [}  TextPredictions:On (¥ Accessibility: Investigate O] Focus

H A Type here to search

12 Share 2 Comments
Reuse Open
Files | Grammarly
Reuse Files| Grammarly
-1 + 40%

14:37

30/05/2021





image19.png
AutoSave (

Hannahs Ethics Form

Saved to this PC v

Hannah Jane Hoyles (1804582)

File Home
Arial
@
Pajte « B
Clipboard [
Page 2 of 16

3848 words

H A Type here to search

Insert Draw Design Layout References Mailings Review View Help RCM Grammarly
L LFind ~
i1 VAT A Aav A aaBbcend | aBbcedd A QB aaebeer Y
& Replace _ .
. A 2 1=. TNormal | TNoSpac..  Title Subtitle | Dl | iz
I Uva x X Av £ = P I Select v
Font [ Paragraph [ Styles [ Editing Voice Editor
XY Priso0 Oy XY Priso0 Oy XY Priso0 Oy
SECTIONF: Saope of Research Actiity
Aesees e ormaton paherd and e 1c vlrtand e e w2k o oy
ity oo whe e sy i s e VAT 55 Sy G
b epresetation and ow i fectspecple and camparies. ves [ wo
Jonine Use o= quesirars or sl ez e = o
. ke ecomndssons o cmparies cou s aidanc four o udrstind e o ==
customars trougts s el randsan e eprestation or ket e sty il o s e, you e responstl for s ol ticel
” = ’ Conscmaion e capted i 2 s e st oot Sy sl Ueeras? L]
Coeiss (. o ol prfesonl ssossoralebme osetss e ot o 2nd e 5
P ) b e e e et =y =@
e rpemsson haure) Ao Sachy whehe e a1 any o i e Sopant et wihot i vl
e st smmaryof s o st st maybeuse n s sy, makig e i e e L =
e s o i ot iy g e e o o ey g .l s e =D
oottt actions s oo o s mthocs vl b nesoe. e S
[The B e et g G s = sl by i sy Evoug e e Coreen? Bl =
el fms and s it 1 th pulo brough vrios socal meda cramnls g Facebo T e i S T S WO [ WO Comrenca e oy st ey Tt e =
[t ostgram e == ves| o Parormance o sny s whoh ey e ambarazamerto st seFsmaar | 5| B
Y 70 TS e O e 5 e S5 S5 o T Trvstgeio of prisparts oved gl SRS ERIE]
i e S 0 1 1 S50y s i e G rton o G
@ umtionandEmgan s Frsm R " Use o procstres ot v dscepton” ERE]
Saminateson of s i, sartor e ERIE]
Vg i v v sk ERIE
Lnacer sswemresees ey T e ot e S
ot i i N———
£ ok e sy
et of sy e vy G5 cecson o = e

(¥ Accessibility: Investigate

B3]

Text Predictions: On

0 T Svay Guesion. e {1 esearch Scauy = (SHEaly T 1 o oy bs svamo Fom
Some f e folowng secions (pease refe o GudnceNotes)

IYES o any queston, hn o researchacity shoul b ndraken el fll sl approval
ok bean obines

B Focus

12 Share

& 17

Reuse
Files

Reuse Files

1 Comments

(G

Open
Grammarly

Grammarly





image20.png
AutoSave Hannahs Ethics Form - Saved to this PC ~ £ Search Hannah Jane Hoyles (1804582)
File Home Insert Draw Design Layout References Mailings Review View Help RCM Grammarly 12 Share
X o o LFind ~
Aval Vit o AA Al A aaBbcend | aBbcedd A QB aaebeer . [Q
@™ G Replace ) )
Paste B TNormal |fNoSpac..  Title subtite [S| | N opect~ Dictate | Editor | Reuse
- g el Files
Clipboard 1S Font ] Styles S Editing Voice Editor | Reuse Files
- [ —— [ ——
ety war Poz/e1Fown | R it Poz/e1Fown \‘, ety war Poz/e1Fown
SECTION : nendedPriipants . SECTIONH: Antipated iss
W e o optas e s e Oy S T Tty Sl ST 2 T P T
ves | wo 710 tosny of abov quesons, essa e s xpnaton Rt e o Gty e g Bk e ke s
Siiens o s e Uy cl= Iy R conplete ik st x5 reured o ks, or el
s vt o T s erlr o o ol icipteuiiibeepobivtriy
s o e 53 oA B T ER HesR e e
Vit si? D) -1
i 37 Vo e e T o 7 Coma e P o | [ oo o P [ [ Tt
e ey o e ool e o, gyl s of psonl .
Frena? NI Vil s e o [alo ot ot o
Vorg e E o e [ [ T ——
ey Tl e s o el feliode vt
T T T S e e 6 e e s
Pl st e e =D e e el | )
A s T R G G TR A G R YES 1 ary qeston. plae provis il detas Sy T R S Sy o TSR o WA ST SR,
e i e T e oo o By o oot et v s 2 G vy, e
oo e i el o e, ko ry P 43 Pl
e - i) o arted o parpas: o B o PSR, St plosAeE o
S T st Somating poareay o Seua IR S Sere e cosse o 8o
e Geoneat o e st
P GRS S -
e O —— T s
Sotririin) o S paora sy, gyl am,emoforldses, ko st o
T T Errem——————— et et o
=] Uni y 35w o par T Tvestodio T B
% arcoan e the o ok
o | B T e e e e
Py e
e T
R v —
The Paiceans vt e areoymais gt e et e e
Moty | T, e S U i A— e e
= fsnbweibects sleaniiin i
e
e Tl - - o
o TS T eSS R o G Tt e E———
Sdvines, s ey o S whar s et e resear Ty ives cHITeT o e SE0fE =
Vil 5 pricars i pricpaion s viuary” = oo CCSonars st S Sves (050 ourie misbe obanes | YES | W0 | WA
Willyou obain writen consent for participation” ® o[ o oefore ny contact wih such parteipants.
e e e o LY ey e e e e o o e e ElLEE
A e et et
i e Shsavatoe oS PSS o —==
o et
e e
2 e st oy ko
O e e S T T i
Siastons ey co ot et PreTeTeme e
Vo e s Tt T G i e e —==
oty ot o i s
poic1romn syl s poic1romn sy s poac1romn
Page20f16 3848words [ (¥ Accessibility: Investigate O] Focus E - —k

1 Comments

(G

Open
Grammarly

Grammarly

1441

30/05/2021




image21.png
AutoSave (@ off) Hannahs Ethics Form - Saved to this PC v Hannah Jane Hoyles (1804582)

File Home Insert Draw Design Layout References Mailings Review View Help RCM Grammarly 12 Share 2 Comments
X : S o = = ==80 LOFind v
v v v =.i=. =73
Arial 1 A A Aav Ko | =S =32 21 T |aaBbeeDd AaBbecdd A\ A D Aapbecr B Ql
@™ | | Gt Replace ) )
BastE B|I Uva x, X Av 2+ A~ S T Normal | T No Spac... Title Subtitle [ N select v Dictate | Editor | Reuse Open
MRS 4 = Files | Grammarly
Clipboard 1S Font 5] Paragraph 5] Styles &l Editing Voice Editor |ReuseFiles| Grammarly | A
[ —— [—— [——
‘SECTION I: Feedback, Consent and Confidentialty. ‘SECTION J: Data Protection and Storage. TR Resercher will snsre Tiat i Gata coleciad Wil remiain Safe 3nd Secure Wi e
i oo o (T o e PR P SN 1 s o 0 3
Fesgeaer Incompiing i secton st the Uity Resech Dt Managernt oy 3n e aceahan doraie The e il oo be il o e e o 2uass v o
Vit e trieing and fedac will e prvide  paricpants, how wltis be done s when? e resous an e Unuerstys Rassaon Cais Nansgement wab pagss Vi e pesore gt i g o ey a0 A4
it 2 s o2 e
The ekl ks plaecna s s worres.com st e ot o reseach [ Allata Siorage
oy e TSy O P G e ST T G T o
s Do P Reposiin 3015 BOLR s o oo A28 | YES | WO Ve s sy v o e olowns s ==
o Ty i tanstrof dam o
Descrbe the arangements t inform pfental parigants, before proniding consent of what s L e o i By | T
R i e e S ot wh o U T ®
froetcepivive riplyebes ik Ay sy g e e e 4 i, o e P - “Svaringof doa wih s organsatons?. 5| =
s s i o oo G o e oo s e T B o e T oo [ [
8 pacipans Wi s o cnsen 10 o i usson by St 3 b wih e s and rs o e o i, i
it ot et ot St ta oo oo oottty o st s e of paror o, o T e o o o M
i
Se oo sy f s ndconarsity i s s, YES, proide  descipton of e daa and explan why i data needs o be olecte: Pubicaton of g hat mght alow Herfeaton of maviia=? o [ =
nenmit = et e ool i e o e ozze ‘To provide an evaluation of how appropriate these determinants rosived by 2 defned samgle. Use of data management system? o =
Contdanaty st ncrymiy il s gy h s, Th st e it oo 1, 0 gurpoon e e, osrenc i be ook of P s o ERE
e L e e T Do tviespcelcasgy g gty he GOPRY? Ves | no
o e st s e o oS4 o RO G o X z 1YES 3y qomsion, s provie e xpaiiog how Pl conduciedin
e Sckacancs wih eGP and A (anir an sl qonain)
T Ty =
0 o
v oo e o o v e e by e ey
o an s neons Coteoto) e 5 o |
s st
T e L
TYES G515 s Bt v e e B SR i G R T
AR, P—
TS o S ST TSR S S B o T
Vot 0 e o o o o . A G o OS2 how o T
W Resear cta must b sorsd i 2 managsd et at prects agarat da o and
i rssar sty e g pesarel T e oy Ve o b Seves 3 s o ol it o o
ctegny s on o o e s Comrahs 2 olns igaens o ok A e s D ket n Ty ecangan Wi
Tt T ooy T w o s o e, | o0 ke S o T e L o S
e o e Sy S 1 A VRS S S o e
Uy o o ® o b o o 5 anaged rage ST i e s gy Dot
e 5 S o . oD g5 e Snd o o g o s AR e
e = = /385 system with a strong password to verify the user authenticaton. Unauthorised acoess wil be.
T ST = o e e oy Sy e, ) ol s o B e, G2
e — i L oS e e S T S
e e = = TiEse indicate  your Gaia wil be stored n the UWTSD Research Data Reposiiory (56¢
e T e 02 e e et et s gt
oS 7T G, T T S et T G ol G
ety csar e e e, oy oo
Seessonminon P
o
S [N S
Page20f16 3848words [}  TextPredictions:On (¥ Accessibility: Investigate O] Focus - —k + 40%

H A Type here to search

14:42

30/05/2021





image22.png
Hannahs Ethics Form

Saved to this PC v

Hannah Jane Hoyles (1804582)

AutoSave (
File Home
Arial
@
Pajte « B
Clipboard [
Page 2 of 16

3848 words

Insert Draw Design Layout

v v AA Aav A

X Priveoo Oymeu

oty e e i UNTSD) G300 o G35 et G2
o s 30y s G

oty ST WS Ty TS Vg G SRy
et nas compleied o 1o o our g

Text Predictions: On

B3]

H A Type here to search

References Mailings Review View Help RCM Grammarly 12 Share 2 Comments
LFind ~ T
AaBbCeDd | AaBbceDd A D AaBbecer Y Ql
& Replace _ -
1=, T Normal | TNo Spac... Title Subtitle [< N select v Dictate | Editor | Reuse Open
= ele Files | Grammarly
Paragraph [} Styles [} Editing Voice Editor |Reuse Files| Grammarly
XY Privso0lOymru XY Privso0lOymru
S SECTION K Dectaration
Th e v e e ol T B et T 5 cormmimeaton g 1 12 Spl<eton o e processing it b i e o
- StEie 1o gty 2 1o S8 SEues TS fo W eSSy S ot unied sk i o e St Ao lowed by Your .
s S e R of e . e Plamas o oo of o ca &y e s £ oo ot check
Lom o Uy s e s e
In suiiting i selcatn | sy cafem st | ks to s st he sove ramad
e Sty vl e e Uny « Resereh S s iy Code o Fraces win & STUDETS ON UNGERGRADURTE OR TRUGHT WRSTER PROGRAVINES 2o i
aedon o e i e oty 1 o (an et ) s e g 0 ou by o s e
Sinatursof splcant: | e Hoyes Thi form avaiaesecroriclly rom the Acaderic Offce web pages
Ee et 20 et o e o
For STUDENT Submission.
Frazorsr =
e — Aopication Prosess
o ot et snd o e st vt s e S5 ol Fom b e
1 Revacn Ebic Cormites i k. O s 3o, a8
For STAPF submissons. Iy S s Sy b S s et o s e
A7 Sube - e e ek
Sosstant Dean Taugt s sn tvght Ut e it Approve Forma . corsired it
S e e s e e e e By B e
ey vt e o oty s e i st
Checkis: Pssse oompete the chasia bl o srurs tt yau hv comieted 2 for s vt 2k et
i 01 G i S o g Sommenion
5 [ e e e e s supld s s o o
5 [ 7ave ot AL RELEVANT st o o ol
5 [ o o esern e s recevedsppoval e
o Troe S oy ST ST A o
appropnate
[ e st = st (o v WO corpid Secion T of B o
e sppopiaal GHLY I YOU FAVE ATTACHED A FULL FISK ASSESSHENT
[ P R S —————
5 | e Urarey s RescoinEie and ety Code o oo
T ot o corencng i aleton 1 doosmars e s rezpndans
2 | (rcing oo Shass.corae o Sesbomares.reriow scpahiet o) st
2 ot e Do Supanor ol i Acsaa D
5| e e e gunos e s sting e 2 o conserin
O] Focus - —k + 40%

(¥ Accessibility: Investigate

14:43

30/05/2021





image23.png
*lc|e|[E|c| 8|Bx|«|H[E|e|S|®|6[E|G|=|E|@|=|S | [==|@|w|=|B| T||E=T|xN|me|6 x & o&elxc|e|r|mn + o - <

< Cc O @ docs.google.com/forms/d/1zADO9TD2sDyAu1nIFORZMhcfgGmp5w5vzDdeumd4xpR8/edit#responses Yo e

1.) What is your Gender?

[m]

50 responses

® Vale

@ Female

@ Non-binary

@ Transgender

@ Prefer not to say

@ Prefer to self identify

1.1) Self identify

8 responses

2

. 14:45
ﬂ P Type here to search 7" 30/05/2021




image24.png
*lc|e|[E|c| 8|Bx|«|H[E|e|S|®|6[E|G|=|E|@|=|S | [==|@|w|=|B| T||E=T|xN|me|6 x & o&elxc|e|r|mn + ° - i

< Cc O @ docs.google.com/forms/d/1zADO9TD2sDyAu1nIFORZMhcfgGmp5w5vzDdeumd4xpR8/edit#responses Yo e

28%

1.1) Self identify

8 responses

Female Female ?? Her Male Retired Student Welsh female

2.) What is your age?

[m]

50 responses

H A Type here to search




image25.png
|| [ @ = T[S o=V 7o N[ @[ x 70| |26 @[Z|=( G| ¢ ] + o - i

*lc|e|e|i|c| 8|B|x|«|EHe|e|o|6[E| )= E|e|=
< Cc O @ docs.google.com/forms/d/1zADO9TD2sDyAu1nIFORZMhcfgGmp5w5vzDdeumd4xpR8/edit#responses Yo o

2.) What is your age? -

50 responses

@ 18-25

@ 26-35

® 3645

A @ 46-55

Z i @ 56-65
@ 66+

[m]

3.) Do you follow any social media influencers online?

50 responses





image26.png
*lc|e|[E|c| 8|Bx|«|H[E|e|S|®|6[E|G|=|E|@|=|S | [==|@|w|=|B| T||E=T|xN|me|6 x & o&elxc|e|r|mn +

< Cc O @ docs.google.com/forms/d/1zADO9TD2sDyAu1nIFORZMhcfgGmp5w5vzDdeumd4xpR8/edit#responses

4.) What social media platform do you use the most?

50 responses

@ Facebook
@ Twitter
® Instagram
@ Snapchat
@ Tik Tok
@ YouTube
@ Famalan

5.) What social media platform do you find most of your purchasing takes place?

[m]

48 responses

@ Facebook
@ Twitter
® Instagram
@ Snapchat
@ Tik Tok
@ YouTube
@ None

@ Ebay
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6.) Do you trust the views/opinions of social media influencers?

50 responses

® Yes
@ No

® Sometimes

6.1) Why?

46 responses

prefer not to say
Prefer to get things | like not what others advertise and endorse on social media

It really depends on their reputation as well as whether it is an ad 0
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7.) How often do you purchase beauty products or cosmetics from the recommendation of a
social media Influencer?

I Never M Rarely WM Sometimes [l Often M Very often

20

10

Answer

8.) How likely are you to research a product for Infuencers opinions or demonstration/tutorial
videos before purchasing?

15 I Very Unlikely [l Unlikely [ Likely [ Very Likely
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Answer

8.) How likely are you to research a product for Infuencers opinions or demonstration/tutorial @
videos before purchasing?

15 I Very Unlikely [l Unlikely [ Likely [ Very Likely

Answer

9.) Do you find you can personally relate to social media Influencers?

50 responses

® Yes
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Answer

9.) Do you find you can personally relate to social media Influencers?

50 responses

® Yes
@ No

® Sometimes

10.) Would you say that social media Influencers encourage you to buy a product more than a

[m]

form of traditional advertisement? eg: TV advertisements, magazine articles, billboards etc...

50 responses

® Yes
@ No
24% ® Sometimes

) @ [=| @ oo [B| V[ B = V[0 N[ @16 x 70| | 28| @[ |=( [ 1 || +

&

14:50

30/05/2021




image31.png
*lc|e|e|m|c| 8|B|x|

EOeRs6E 4~ E

< Cc O @ docs.google.com/forms/d/1zADO9TD2sDyAu1nIFORZMhcfgGmp5w5vzDdeumd4xpR8/edit#responses

B

Ss(cle|r|m +

10.) Would you say that social media Influencers encourage you to buy a product more than a

[m]

form of traditional advertisement? eg: TV advertisements, magazine articles, billboards etc...

50 responses

® Yes
@ No

® Sometimes

10.1) Why?

42 responses

| prefer non biased video tutorials and text reviews by critics that aren’t endorsing the product for huge pay

packets 0
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11.) When social media Influencers are paid to promote a product, does it make you trust the
product less?

50 responses

® Yes
@ No

® Sometimes

11.1) Why?

40 responses

As they will say anything to big the product up when they are being paid such large sums of money by the
company they are reviewing
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