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1. [bookmark: _Toc58248923]Background Literature 

This section of the research proposal will look at the background literature of this topic and aim to understand why this research is useful and needed within the current marketing and business industry as a whole. 
(CIPD, 2020) explains that there are seven different groups in when talking about diversity. Theses are age, disability, gender, race, religion and belief and sexual orientation, gender identity and gender reassignment. The CIPD explain that though everyone might have differences there are also many similarities and everyone should be treated equally. 
Influencer Marketing is now a large part of the marketing department, influencers are the link between the brand and the consumer, the brand asks for the influencer to market a product or service to their audience and the audience will respond on the creative content from the influencer (Forbes, 2020). 
Some of the biggest benefiters of influencer marketing are those whole are already celebrities due to other professions. (BBC, 2020) reported that Dwyane Johnson or by his alter ego ‘The Rock’ is the highest paid member of Instagram. Hopper HQ of social media marketing company reported that Dwayne Johnson makes around $1 million dollars per Instagram post. This is due to the advertisement he can bring to the channel and page, meaning marketing firms are likely to pay him more to reach his audience of 187 million followers.
 (Brown & Hayes, 2008) explains that Influencers are decision makers, and they are producing their own ‘ecosystems’ of buying choices that are being followed by all kinds of people. It is up to marketing firms and departments to find these decision makers to help with the promotion of their brand. 
As Social Influencers are such an important piece of the marketing term it begs the question do they represent a wider society? (Talbot, 2019) interviewed Eric Toda who was a former marketing executive for Nike and Snapchat among many others. Toda explained that marketing is largely a white industry and marketers tend to employ people who look similar to them instead of those who represent different part of society. 
This begs the question of how diverse the marketing industry actually is? (Marketing Week, 2020) did a survey among their readers to address the diversity issues within the marketing industry, they found that 88% of marketers are white with only 2% identifying as black. This supports Toda’s claim that marketing is largely a white industry and lacks diversity. 

This concludes the background chapter of this proposal; this chapter was to understand why the research should take place and the relevance it has the current business and marketing world. 










2. [bookmark: _Toc58248924]Aims and Objectives 
[bookmark: _Toc58248925]Research Aim
The Aim of this dissertation is to investigate the diversity among social influencers and to see if they are representative of society. 
[bookmark: _Toc58248926]Research Objectives 
The objectives for this dissertation are: 
1. To perform a literature review to understand if diversity benefits brands and organisations
2. To conduct primary research to see if consumers feel that social influencers are diverse and reflective of society
3. To understand why consumers may feel social influencers are not reflective of society 
4. To make recommendations based on the findings of the data collected













3. [bookmark: _Toc58248927]Research Methodology 
This section of the proposal will look at the type of research that will be conducted. The chapter will explain the why the research is being conducted in this manner and outline the design of the research to be conducted.
3.1 [bookmark: _Toc58248928]Research Methods 
[image: ]Research can be explained as “not just the process of gathering information, as is sometimes suggested. Rather, it is about answering unanswered questions”  (Goddard & Melville, 2002, p. 1). The process of conducting research can be shown by using the research onion developed by (Saunders, et al., 2009).
Figure 1 
The Research onion looks at the different paths research could be taken, (Saunders, et al., 2009) breaks the different paths down depending on what type of research is being conducted. The next section of this proposal will explain which path will be used in the research. 
3.2 [bookmark: _Toc58248929]Research Design 

The research conducted will be cross-sectional, meaning it will take place at a particular time from a particular group of people (Lindell & Whitney, 2001). The research will be conducted between social media users in the years 2020/2021. 
This research will be using mono method meaning that it is only using one type of method to collect the data, the research will be collected through using surveys, the questionnaire will be shared using social media and will require over 100 participants. (Schmidt, 1997) explains some of the benefits of using online surveys. These are, the research can reach a large number of participants to take part in the questionnaire, as these are anonymous they are less likely to be bias, people are more likely to answer honestly if they know they will not be identified. Lastly, there is a much larger geographical scope, people from all over the world can complete the survey online meaning there is a more varied results and better data collected. 
3.3 [bookmark: _Toc58248930]Limitations 
As the research will be conducted by adults over the age of 18 with consent there will be no ethical issues. All the questionnaires will be anonymous with no personal data kept on private computers. All participants will be given feed back of the data collected and can opt out of using their data at any point. 
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