CHAPTER 1

1.0 Introduction
The overall purpose of this research is to provide a critical analysis of the impact of social media influencers in the beauty industry, due to the recent increase of influencers over the years and the new demand for them (Razmertia et al., 2016). Key areas provide study and research to support this dissertation including, consumer buying behaviour, the consumer decision making process, and the impact social media influencers have on brands and consumers, all of which are mentioned throughout. 

1.1 Background 
Consumer buyer behaviour is all about the psychology of how people think and behave when it comes to purchasing either a product or service (Pappas, 2016). According to Erkan et al., (2016) in today’s society, social media platforms aren’t just used as a form of communication, it is also a marketing tool set in place for individuals to share their ideas and opinions of a product or service. We have hundreds of social media influencers who build themselves from nothing to having millions of followers who trust exactly what they say about a brand, however, the argument lies with the question, do these influencers actually recommend the product or are they just paid to say so (Saravanakumar, 2012). 
	In (1983) Cox et al., created a consumer decision making process model involving five different stages, including, initially finding the need recognition which identifies what products they need, next is information gathering which is when the consumer will do their own research on the product, after this is the evaluation of alternatives whether it be a cheaper product with less quality or more expensive product with a high quality, this is then followed by the consumer purchasing the product that best suit their wants, needs and expectations, then finally the post purchase evaluation will take place, this could be the decider if they like a particular brand or not. 
Jerome McCarthy (1960) also believes that a part of the decision making process is the marketing mix theory that he created, also known as the seven P’s, including product, place, price, promotion, people, processes, and physical evidence, all of which are tools used by social media influencers to promoting a brand and its product or service. 

1.2 Rationale 
The researcher noticed a lack of academic literate within the topic area of social media influencers in the beauty industry including, what impact they have on consumers, how they promote brands and services, what theories they use but may not notice they use, and how they target their particular audience. It was also noticed that there was a slight lack of academic research towards the customers side of social media influence including what they look for in wanting to follow a particular influencer and why and if they trust what they say. However, there was research available on how consumers are influenced through social media platforms but from brands themselves and not through social media influencers. 
	There is limited academic literature on social media influence within the beauty industry on social media platforms including Instagram, Facebook, and YouTube, how they influence on these platforms, and any key issues involved throughout the process. As a result of this, the main aim of the research is to analyse the impact of social media influencers in the beauty industry from different points of view. 

1.3 Research Aims and Objectives
1.3.1 Aim
The aim of this research paper is to critically analyse the impact of social media influencers in the beauty industry from a number of different perspectives, opinions, and types of people. 

1.3.2 Objectives
The research will address the following objectives: -

1. Where and how often a sample of females of different age groups (18 - 40+) in Swansea buy beauty products.

2. Determine the awareness and experience of social media influencers for females of different age groups in Swansea. 

3. Examine the impact and trust that females of different age groups in Swansea have in social media influencers. 

1.4 Structure of the Dissertation 
Throughout the research, the following five chapter will commence in this order: - 
1. Chapter 1 – This is the introductory chapter to the whole dissertation, providing a clear and definitive introduction to the overall study, based on the research aims and objectives. 

2. Chapter 2 – The second chapter is the literature review part in which explores the area of Marketing and how social media influencers work within the beauty industry, supported by key academic research. 

3. Chapter 3 – This chapter is the methodology in which explores and identifies the approach and methods that will be used throughout the study. Primary research will be undertaken in order to meet the needs of the study’s aims and objectives. 

4. Chapter 4 – This chapter is the data analysis section that analyses the primary data and outlines the findings of the research that has been carried out. This chapter will also identify if there is any correlation between data and any previous research that has already been carried out and discussed within chapter two. 

5. Chapter 5 – This chapter concludes the whole study and provides recommendations, it focuses on the conclusions of the research that has been carried out in each previous chapter, followed by the recommendations that have also been identified throughout the study, with opinions from the author on where they believe the research and developments are needed within the topic. 


