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Chapter 1 
1.0 Introduction
1.1 Introduction to the topic
The influencer industry was born during the Great Recession and gave people involved the opportunity to be popular and have lucrative careers.  Digitalisation and the use of social media significantly change the way people communicate and make purchasing decisions today. Innovations in digital marketing and using digital platforms by using micro-influencers are visible (Sesar, 2020). Compared to the previous trend of companies using celebrities to promote various products, nowadays more and more brands are using online “celebrities” on Instagram, Tik-Tok, Facebook and other social media, who have a significant number of followers, to promote their products. Social media platforms are developing at a fast pace, almost everyone spends a lot of time there, which is why brands are changing their marketing strategies, focusing mainly on promoting their products and services through social media and popular people.
1.2 The significance of the topic
Nowadays, this topic is crucial. On the one hand, it is important for companies, because when they understand better customers' buying behaviour, they can make a better marketing strategy. On the other hand, it is important for customers, because it is always good to understand what impact has the surrounding environment on your buying decisions. Since the development of social media, it has become a huge part of our lives, more and more people spend a lot of time in front of their technological gadgets and watching videos on YouTube, TikTok, Instagram etc. Influencers are becoming an inseparable part of marketing and becoming one of the preferable ways to promote a product. 
1.3 Purpose of the Research
This study aims to analyse what is the influencers` impact on customers` buying behaviour. It also aims to explore consumer trust in influencers, the type of influencer they would trust (micro-influencer/celebrity) and analyse the relationship between brand awareness and influencer.
1.4 Research objectives
The objective of this research is to analyse the impact of influencers' advertising on customers' buying behaviour, the factors that affect customers' decisions and the best marketing strategy for brands to promote their products and services on social media.

1.5 Research questions
The research questions will be as follows:
1) What are the factors affecting customers` buying behaviour?
2) How does Influencers' advertising impact customers' buying behaviour?
3) Are the customers more likely to trust when they already know the brand?

Chapter 2
2.0 Literature Review
2.1 Introduction to the chapter
This chapter aims to examine the most important definitions connected to this research. In order to be sufficiently comprehensively analysed and synthesised, several sources such as journals, articles, books and web pages are used.
2.2 Definitions
The main way companies reach customers and present their products is through advertising. Advertising is a means that companies use to present their product or service to the market. It aims to persuade people to buy a product or to think and act in a certain way, such as stop smoking or support a cause (University, 2022). Before social media development, the traditional methods of advertising were newspapers, magazines, radio, and television, which still generate millions of assets today, but platforms such as Facebook, Tik-Tok, Instagram, YouTube and others becoming more popular.
There are many ways to advertise products and services, but some of the most used ways of advertising are:
· Paid search advertising – businesses pay search engines so that when users type in certain keywords, their products will be one of the first results (University, 2022).
· Print advertising – This is one of the oldest and most traditional advertising methods. Although, it costs a significant amount of money, it is also one of the most effective methods of advertising. Because of digitalization, businesses have access to the personal data of users such as addresses and names. In that way, companies can send personalized advertising letters to the customers which increases their engagement with the brand.
· Broadcast advertising – These are advertisements broadcast on radio and television. This is also one of the most popular methods.
· Display advertising – This is digital advertising that uses banners (University, 2022) and other advertising formats on social media web pages. The most used media for display advertising are Facebook, Twitter, Google, and Instagram (University, 2022).
· Social media advertising – Businesses use social media platforms to target a specific group of consumers and take advantage of their increased engagement and wealth of information. Using social media, advertisers can analyse their decisions based on user`s likes, comments, and posts (University, 2022).
· Influencer marketing – brands collaborate with a social media influencer who promotes their products and services.
Social Media Influencers (SMI) are social media users who attract a large audience of followers by posting valuable content and sharing their personal lives. They monetise their content by uploading sponsored videos to promote their partners` products and services. Investments in this type of advertising have increased after Covid-19 (Lou, et al., 2022). Influencers can be divided into three groups according to the number of followers they have. The three groups are micro-, meso- and macro-influencers (Boerman, 2020). Micro-influencers are people who have become famous on Instagram or other social media and have tens or hundreds of thousands of followers. Macro-influencers have from ten thousand to a million followers, they are referred to as “web celebrities” and work full-time as professional influencers. Mega-influencers are global celebrities who have over one million followers on social media (Rahman, 2020). Influencers have a strong impact on customers` behaviour and choices.
Customers` behaviour is the actions and decisions that customers make in selecting or using a given product or service (Bhat, 2021). Customers make decisions based on factors such as personality, location, preferences and more (Editorial, 2023). It is important for businesses to understand the different types of customers buying behaviour as this is how they can grow their audience. Businesses need to understand customer`s buying behaviour because in that way they can understand more about customers` needs and preferences and generate more profit. 
2.3 Theory Framework
This research will examine the social influence theory and Schramm`s model.
Harvard Kalman developed the social influence theory. The theory aims to show how people can be influenced by other people around them and covers various aspects of social influence (TheoryHub, 2020). 
Schramm`s model is a model created in 1954 and aims to explain the flow of communication. According to him, communication is a two-way cyclical process in which the message continuously passes from the sender to the receiver. At the heart of this model is the correct understanding of the message (Bhasin, 2023). The model is shown in the figure below.
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	Picture available at: https://studymasscommunication.wordpress.com/2019/09/08/the-osgood-schramm-model/



2.4 Advantages and Disadvantages for businesses of using influencers` advertising.
Advertising products and services through influencers hides its positives and negatives. Very often people wonder if the influencers really like and use products or if they are just promoting them to get income, sometimes it is easy to be seen, but sometimes it remains a mystery to users. When starting collaborations with influencers, companies should be aware of both the benefits and the risks. 
Advantages are:
· Factors like audience and number of followers are visible to brands and they can understand whether this influencer is good for their marketing campaign or not.
· Fast-spreading trends as information about a given brand is transmitted faster.
· Sometimes people tend to buy a product because their “idol” uses it, which also leads to higher sales for the brand.
Disadvantages are: 
· Sometimes people do not have their own opinion about products and prefer to follow the trends created by influencers. This can lead to oversaturation of the market and therefore a rapid loss of customer interest in the product.
· Influencers who do not have a large audience and do not put effort into advertising the product could not help with sales growth.
· Some influencers accept all kinds of collaborations for more money, which means that they would not give significant attention to the brand.
· A negative attitude towards an influencer can affect the demand for the brand which promotes.

Chapter 3
3.0 Research method and methodology
Research is a process based on systematic and theoretical approaches, in order to find the solution to a given problem (Saunders, 2019). The activities contained in the research are depicted in a diagram called a research onion. The core of the onion is the problem under investigation, but to reach a solution should go through each of the other parts of the diagram.
3.1 Research Philosophy
Research philosophy is the first layer of the onion. It is the foundation of any study, as it describes the beliefs on which the study is built (Phair & Warren, 2021). Based on the research questions, the research philosophy that will be used in this study will be ontology. It refers to assumptions about the nature of reality. It is based on the views and perceptions of the research object (Saunders, 2019). This philosophy is appropriate for the topic because the impact on customer behaviour cannot be captured in a well-defined theoretical framework, and it cannot be fully predicted. The buying decision is an individual process for every participant depending on their buying habits and beliefs.
3.2 Research Paradigm
A research paradigm is a framework that guides how research is conducted, based on philosophies and assumptions (Collis, 2013). The paradigm that will be used for this study is positivism. For this study experience and opinion of the participants are crucial, which is why positivism is the most suitable for it, because positivism mainly relies on experience as a source of information.
3.3 Research approach
The research approach in this study will be deductive, it can also be called testing theory. This study aims to analyse customers' buying behaviour and what factors affect it, therefore this research will use the existing data from different people to test the theory about influencers` impact on customers` buying behaviour.

3.4 Research methodology
This research will be based on a quantitative method. It is based on numbers. The data for this study will be collected by a survey from approximately fifty participants. The data will be provided using statistical and graphical techniques.
3.5 Research Strategy 
The research strategy for obtaining data is using a survey questionnaire. A survey is a research design based on collecting data by asking a series of questions. It includes questions about the preferences, opinions, and intentions of the participants, but also includes personal questions such as gender, age, nationality etc (Duignan, 2016). This strategy was used because the survey is the best way to collect reliable information and it will be easy to analyse and present the collected data.
3.6 Sampling methods
The sampling is a process intended to characterize the parameters by which the sample of the entire population will be drawn (Adams, et al., 2014). The method that will be used for collecting data for this report is the probability method. In this method, everyone from the population can be selected and can be interviewed (Adams, et al., 2014).  
Data collection will be based on a survey. The survey will be conducted online through various social platforms such as Facebook, Instagram, and others, also participants will be able to share it with their friends who will be able to become a part of this research as well. The participants will be men and women of different ages above 18 and they will be from different countries such as the United Kingdom, Bulgaria, and Romania. The survey will be conducted in two languages Bulgarian and English, but the main one will be English. The survey will take approximately 15 minutes.
3.7 Data collection
The main method through which data will be collected will be a survey. It consists of 25 questions. The first five will be demographic questions about gender, age, nationality, education etc. Also, I will collect data from different sources such as books, journals, articles, and websites. All collected data will be processed and presented in this research.

3.8 Data interpreting 
The research method that will be used for this research will be quantitative, therefore the data will be presented through numbers, tables, and graphs. The data from the tables and graphs will present the summary results of the research as well as a brief description of the participants to find out what factors affect the differences in customer`s thinking and behaviour. The tool that will be used is Microsoft Excel.
3.9 Gantt Chart
Gantt Chart is essential for the research because it helps to allocate the time correctly. It graphically represents the distribution of time. Because the time is limited and all the research needs to be done in ten weeks it is essential to have a clear plan of what and when needs to be done, not to miss something and waste time on things that are not essential and leave less time for very important things.
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3.10 Ethical considerations
All article rules and norms will be followed when surveying the participants in this study. Each of them will receive a declaration that will guarantee their anonymity completely and the correct storage of their personal information, as well as that they will not be misused. Also, all participants will be informed that they can finish their survey at any moment they want, and they can reject answers to the questions that they do not want to.
Chapter 4 
4.0 Conclusion
I chose to study the relationship between influencers and customers` buying behaviour. Because I believe that this relationship is crucial for marketing today and will continue to be. As technology advances, social media is taking up more and more of our daily lives, and I believe that research in this area will be more and more extensive.
























References
Adams, J., Khan, H. T. A. & Raeside, R., 2014. Research Methods for Business and Social Science Students. New Delhi: SAGE Publications.
Bhasin, H., 2023. Schramm’s Model of Communication | Elements, Advantages & Limitations. [Online] 
Available at: https://www.marketing91.com/schramms-model-of-communication/
[Accessed 7 December 2023].
Bhat, A., 2021. Consumer Behavior: Definition, factors and methods. [Online] 
Available at: https://www.questionpro.com/blog/consumer-behavior-definition/
[Accessed 28 November 2023].
Boerman, S. C., 2020. The effects of the standardized instagram disclosure for micro- and meso-influencers. Elmsford: Elsevier Ltd, Volume 103, pp. p. 199-207.
Collis, J., 2013. Business research: a practical guide for undergraduate & postgraduate students. s.l.:Palgrave Macmillan.
Duignan, J., 2016. A Dictionary of Business Research Methods$. Oxford: Oxford University Press.
Editorial, I., 2023. 11 Types of Customer Buying Behaviors. [Online] 
Available at: https://www.indeed.com/career-advice/career-development/types-of-buying#:~:text=11%20types%20of%20buying%20behaviors%201%201.%20Habitual,...%208%208.%20Average%20spending%20...%20%D0%9E%D1%89%D0%B5%20%D0%B5%D0%BB%D0%B5%D0%BC%D0%B5%D0%BD%D1%82%D0%B8
[Accessed 28 November 2023].
Lou, C., Taylor, C. R. & Zhou, X., 2022. Influencer Marketing on Social Media: How Different Social Media Platforms Afford Influencer-Follower Relation and Drive Advertising Effectiveness. Research Articles, pp. 60-87.
Phair, . D. & Warren, . K., 2021. Saunders’ Research Onion: Explained Simply. [Online] 
Available at: https://gradcoach.com/saunders-research-onion/
[Accessed 4 December 2023].
Rahman, K. T., 2020. Influencer Marketing and Behavioral Outcomes: How Types of Influencers Affect Consumer Mimicry?. Research Article, 27 May, Volume Vol 2No 1, pp. p. 43-54.
Saunders, M. N. K., 2019. Research methods for business students [electronic resource]. 8th ed ed. Harlow: Pearson.
Sesar, V., 2020. Relationship between advertising disclosure, influencer credibility and purchase intention. Journal of risk and financial management, Volume Vol.15 (7), pp. p.1-21.
TheoryHub, 2020. Social Influence Theory. [Online] 
Available at: https://open.ncl.ac.uk/academic-theories/12/social-influence-theory/
[Accessed 7 December 2023].
University, M., 2022. 6 Types of Advertising Methods & How They’re Used. [Online] 
Available at: https://online.maryville.edu/blog/types-of-advertising/
[Accessed 27 November 2023].



image2.png
Conclusion

1 week

Task Duration| Week 1 | Week 2 | Week 3 | Week 4 | Week 5 | Week 6 | Week 7 ‘Week 8 ‘ Week 9 ‘Week 10

1 Introduction 1 week
2 Literature Review 2 weeks
3 Research Methodology | 2 weeks
4 Creating a questionnair 1 week
5 Data Collection 1 weeks
6 Data Analysis 1 weeks
7 Data Interpretation 1 week
8





image1.png





1


 


 


 


The 


University of Wales Trinity


 


Saint


 


David 


-


 


London


 


 


 


 


Impact of Influencers


`


 


Advertising


 


on 


Customers’ Buying Behaviour


 


 


Research Proposal for Dissertation


 


 


 


Student name: 


Maria Etova


 


Student number: 


2030546


 


 


 


Lecturer: Dr. Konstantina Mari


 


 


 


 


Submission d


ate: 


18.12.20


23


 


 




1       The  University of Wales Trinity   Saint   David  -   London         Impact of Influencers `   Advertising   on  Customers’ Buying Behaviour     Research Proposal for Dissertation       Student name:  Maria Etova   Student number:  2030546       Lecturer: Dr. Konstantina Mari         Submission d ate:  18.12.20 23    

