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ABSRTACT 
This thesis was taken on in part fulfilment of a BA (Hons) undergraduate degree in Marketing Management (full-time). The thesis provides thorough investigation and analysis of primary and secondary research based on the impact of social media influencers within the beauty industry and how they impact both brands and consumers buying decisions.
	The thesis provides an in-depth literature review on marketing, social media influencers, and how the two links together in regards to how the influencers promote beauty brands products and services to their target audience. The researchers aim was to find literature on what it takes for a beauty brand to want to work with a social media influencer and what the influencers do to capture their audience. 
	After the researcher conducted enough literature review, it resulted in a choice of fifteen questions they wanted to ask their respondents for the data analysis. An online questionnaire was distributed through social media platforms and resulted in 165 respondents, the majority being female Millennials and Generation Z in Swansea. 
	The findings revealed females aged 18-24 spent the most time on social media platforms including Instagram and YouTube, whereas the 40+ spent it on Facebook. However, the research showed that the younger demographic is more aware of what a social media influencer is and have been influenced themselves, but the older age group agreed to not being aware of if they have been influenced by them.
	Finally, the researcher found through the literature that brands including BooTea UK, Glossy Box UK, and Benefit Cosmetics have worked with social media influencers and have had a positive experience in regards to brand awareness and product sales. 
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CHAPTER 1

1.0 Introduction
The overall aim of this research is to conduct 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 are not 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, price, place, promotion, physical evidence, people, and processes, 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 literature 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 goal 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 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 deal with the following objectives: -

1. Critically evaluate marketing literature with specific focus on social media influence towards marketing on Millennials and Generation Z. 


2. Determine the buying behaviour of different age groups in Swansea through social media influencers.

3. Examine the impact, challenges and implications of different age groups in Swansea on social media influencers. 

1.4 Structure of the Dissertation 
Throughout the research, the next five chapters will be conducted in this specific order:
Chapter 1 – This chapter introduces the whole thesis by including exactly what will be involved throughout. It provides the aim and objectives of what the thesis is about, why it is being done, and the end goal. 


Chapter 2 – This chapter provides literature review of what marketing is and the link between marketing and social media influencers within the beauty industry, providing key academic research and identification of any key points. 

Chapter 3 – Chapter three is the methodology section of the thesis, that uses the research onion in order to find the appropriate methods that will be used throughout the study. This chapter will also include primary research in order to meet the needs of the study’s aims and objectives decided in chapter one. 

Chapter 4 – Chapter four is based around data analysis. It is set in place to analyse the primary data and also the results of the chosen research method that has been distributed. Once the results have been identified, this chapter will point out any correlations between the data found, with any previous research that would have already been identified in the second chapter. 

Chapter 5 – This is the final chapter of the thesis, with the purpose to be a conclusion, whilst also providing recommendations for future study on the chosen topic. This chapter discusses whether or not the aim and objectives have been achieved or not, followed by implications and limitations involved throughout the study. 
CHAPTER 2

2.0 Literature Review
The overall aim of this thesis is to critically analyse and research the use of social media influencers and their impact on the beauty industry. The beauty industry has seen a rapid increase in the use of social media influencers in recent years and is growing each year (Markerly. 2017). Therefore, this chapter will explore and research relevant literature that will form a critical analysis of the use of social media influencers, and their impact on the beauty industry. A wide selection of sources will be included in order to fully explore the topic, this will include academic textbooks, academic journals, research papers, and websites. 

2.1 What is marketing?
According to Kotler et al., (2012) marketing explores, creates, and delivers value to satisfy the needs of a specific target market with the aim to make a profit. He adds, marketing highlights unfulfilled wants, needs and desires so therefore defines, measures and quantifies the size of the identified market and the profit potential. He finalises his definition with it pinpointing the ‘segments the company is capable of serving best’ and is designed to promote products and services. This definition will be used throughout the dissertation to identify the relevancy and impact marketing has on the beauty industry, consumers, and brands. However, the main focus of the dissertation is the social media influence of marketing, so they will be linked together to understand the relationship and similarities that influence consumer buying behaviour. Similarly, Parsons (2017) defines marketing as a process of creating customer value, with the aim of making selling necessary. Parsons (2017) and Kotler (2012) are on the same path with marketing being customer focused and the aim being to win them over for organisational profits. Both authors are known in the marketing industry for their research so have experienced marketing in different aspects (Donovan et al., 2003), therefore this supports their definitions. Both definitions link towards social media influencers as their sole focus is to build customer relationships in order to get them to make a sale for the product or service they are promoting (De Veirman et al., 2017).
The Chartered Institute of Marketing (CIM), (2015) defines marketing as the ‘management process responsible for identifying, anticipating and satisfying customer requirements profitably’, however, social media influencers do not see profit for the brands they are promoting, all they do is get told to promote their product or service to drive sales but they do not have an idea of the amount they would need to sell in order to make profit for the brand itself, although, they will have the skillset for satisfying customers so this is still relevant to them (Gillin, 2007). By reviewing three different definitions, it is clear to say that there is no clear definition of the term ‘marketing’ as they all have the same principle but different aims. However, all authors agree that marketing is all about the customers wants and needs and how important they are to the organisation. 
	Typically, marketing involves the push and pull strategy (Figure 2.1), with push being the traditional use by marketeers as it was used to ‘push’ products and services through marketing channels and activities (Nyström, 1990). However, nowadays the pull strategy is more commonly used according to Kingsnorth (2019), this involves consumer demand for products or services and marketeers would identify this by using marketing activities. To further explain the pull strategy, Fill and Turnbull (2016) define it as ‘the intention to influence end-user customers’, instead of pushing the product/service through marketing channels to the consumer. Social media influencers are more inclined to use the pull strategy as they have the power and ability to persuade consumers decision making process for a product or service, they have in front of them (Keegan et al., 2017). Fill and Turnbull (2016) mention that the pull strategy allows two or more ways of communication between brands, social media influencers, [image: ]and consumers themselves. 
Figure 2.1: Pull and Push Strategy (Fill and Turnbull, 2016)
The strategy highlights that the exchange process has changed from traditional was of communication to a number of different ways. As previously mentioned, this strategy is how social media influencers work within the beauty industry as they use and review brands beauty products. The influencers have many different ways of doing this including writing blogs, making YouTube videos, sharing posts through social media platforms etc. According to Saravanakumar et al (2012), the growth of social media influencers has risen from 2006, with YouTube being the biggest platform used to share their experiences and opinions of brands beauty products through videography, meaning this is a successful marketing tool used to spread awareness on brands within the industry. The brand Glossy Box UK have partnered up with social media influencers for them to receive their product before release with the aim to guarantee sales before they go live for sale (GLOSSYBOX, 2019). 

2.2 The evolution of marketing
Parsons (2017) explains that marketing has changed significantly over the past 20 years as new fields of study have been introduced such as digital technologies, relationship marketing, and the perspective on business to business (B2B). Years ago, there was no such thing as these fields, especially the digital technology part, but today organisations are beginning to fully depend on technology marketing as a part of their brand and to compete with customer satisfaction and loyalty (Kumar, 2015). Alongside organisations changing to keep up with current trends, consumers are also doing the same, today consumers expect a lot more from brands for example, if they go into store and an item is not in stock, then they will expect a member of staff to be able to order it for them there and then (Payne et al., 2017). Everything is a lot more fast paced now due to emerging technologies and social media platforms so there is no excuse for companies to not go the extra mile for each consumer (Watson et al., 2015). 
Social media influencing became a trend in 2006 according to Saravanakumar et al (2012), with the increase of brands wanting to be a part of this also. Brands such as BootTea UK (BOOTEA, 2019) first introduced themselves through social media alone, they sent their products out to popular social media influencers before releasing the products, with the aim to get them to excite their followers to purchase their product that is supposed to provide you with healthy detox, and they are now known for being an Award-Winning brand in the beauty sector just from marketing themselves through digital technologies (Nolan, 2017). Years ago, this would not have worked for brands as it was too much of a risk, but today new brands are starting off with this idea instead of spending money on marketing advertisements such as television ads to prevent these risks from occurring, which is also preventing a financial loss (Rao et al., 2002). 

2.3 The impact of social media platforms on marketing
Chaffey et al., (2012) defines digital marketing as ‘the application of the internet and related digital technologies in conjunction with traditional communications to achieve marketing objectives.’ The beauty industry is involved in many different ones including social media platforms such as YouTube, Facebook, and Instagram etc. Beauty stores, including, No7 provide digital colour matchers in store (no7beauty, 2019), and also a high majority of  beauty stores will have some form of technology in store to hand over to the customer to create accounts which is a way of getting them to sign up and receive offers, including iPads etc. (Poncin et al., 2014). All of the above are impacted by social media influencers as they are able to promote these to their target audience, for example, if they made a YouTube video about the No7 digital colour matchers in store then this is spreading brand awareness free of charge which will impact on their brand and potentially expand on their target audience and increase sales (De Vierman et al., 2017). To support this, Lou et al., (2019) tells us that in a recent study based on a 2019 survey of marketers, it was identified that brands sell 39% more products because of the coverage the social media influencers present to their audience which is extremely beneficial towards those brands as they are not doing anything to work towards this, they are just lucky to have people willing to do this for them free of charge. Although this is the case, Audrezet et al., (2018) tells us that influencers do it for free and once they are noticed and have a larger audience, then they start to expect brands to send them free items to promote. 
	Social media platforms like YouTube, Facebook, and Instagram all have the potential to impact marketing through social media influencers, this is due to the continuous growth and development of the sites as they allow you to do so much (Smith, 2009). The influencers are able to make videos, use imagery, write posts etc. all to promote a brands product or service which then has the potential to make an impact on that brand even if one influencer generates one sale they are still making an impact and getting their brand further out there to more people (Brown et al., 2013). A recent report found that for every-one social media influencer post, brands received an average return of £8.81 according to Marketing Week (2018) and the survey also identified that the highest proportion of marketers say that increasing brand awareness through social media influencers is the main reason to a higher turn-over. The impact can mostly be financially but it can also impact on the growth of the business itself which can lead to becoming a bigger, well-known brand, this shows how useful and beneficial social media platforms are and what impact they can make for even the smallest of businesses as long as they get out there and are portrayed positively through social media influencers who have a successful following (Hayes et al., 2015).  

2.4 The marketing mix
McCarthy introduced the marketing mix back in the 1960’s with the aim to help marketers to ‘determine and facilitate with product and brand offerings’ (McCarthy et al., 1979). The marketing mix is made up of seven elements that are price, promotion, product, physical evidence, processes, place, and people. All elements are key to any business as if they have the right marketing mix then everything should be planned out properly and sufficiently (Powers et al., 2010). The promotion part of the mix is most commonly used by social media influencers as their aim is to promote brands products or services, the promotional mix is made up of five elements including advertising, personal selling, sales promotion, direct marketing, and public relations (Mangold et al., 2009).
	 Social media influencers may not be aware of the marketing mix as they do not do research to do their jobs, they just promote products or services in the way they want to or the way the brand have asked them to do so (Chaffey et al., 2012). However, maybe without realising, they are promoting the brand in several different ways, an example being word-of-mouth (WOM) as they are explaining all aspects of the product by including the price, quantity, quality, and if they recommend it or not, and this has high potential to drive sales (Pauwels, 2007). 
Typically, brands will get in contact with a social media influencer who they believe best suits their brand, and they will give them their own unique discount code that they will then share with their followers, this is then a way for the brand to see how many people are purchasing their products because of a particular influencer which is another form of promotion as the influencer has got a job and the consumer has got a discount code, brands like Motel Rocks do this often (Motel Rocks, 2019), as they did it with Jordan Lipscombe, a 22 year old social media influencer who lives in England with her family and left school at 16 to become an influencer, she has 1.83 million subscribers on YouTube so has been noticed by big brands such as Motel Rocks, even so, the make-up brand Beauty Bay got in contact with her and wanted to partner up and work with her to create her own eyeshadow pallet collection (Chen et al., 2019). This just highlights the fact that beauty brands are more commonly introducing and involving influencers within their marketing mix plans as they know they will make an impact in sales (Merz, 2019).  

2.5 Consumer buyer behaviour 
Kotler (2012) defines consumer buyer behaviour as ‘the study of how people buy, what they buy, when they buy’, and why they buy, furthermore, Solomon et al., (1995) adds that it is the processes involved when consumers purchase products to satisfy needs and desires. Generally speaking, there are four types of consumer buyer behaviours including impulse buying, limited decision making, routine response, and extensive decision making, typically, a social media influencer will promote extensive decision making as they will let the consumer know everything about the product first, and they will do the product research to save the consumer from doing so (Creyer, 1997). However, there are adverts that pop up on social media platforms that will make consumers impulse buy, which is a smart marketing tool according to Usman et al., (2019) as people will typically scroll through social media 136 minutes a day so the chances of them seeing something through a pop up advertisement is high for them to impulse buy, this is because these pop ups are linked with computer cookies so the adverts will be products that the consumer has already searched for online (Scheller, 2019).   
	Egen (2007) argues the importance of why businesses need to understand consumer buying behaviour as he believes that the better the understanding the more positive it will be to the country’s economic state. He further argues that the quality of products is exceptionally good in countries where consumer buying behaviour is properly understood and taken into consideration. Blackwell et al., (2006) agrees and further adds that this increases the competitive edge in organisations as they all fight to know their consumers the best in order to stock the right products at the right time in the right location. 
	Social media influencers have a big responsibility when it comes to  promoting brands products and services  through social media platforms, it is important they do not mislead consumers by saying the wrong information, especially in the beauty industry as Kilgour et al., (2015) mentions that  consumers are a lot more concerned about the ingredients in the products they use. As social media influencers are known to have a following for their personality before working with brands, consumers, especially the younger generation, will purchase the products being promoted just because they are a fan of the influencer and want to buy what they have (Khamis et al., 2017), but this adds the risk that these consumers buying behaviour are more impulse, which is okay but not if they are at risk from certain ingredients that these products may contain, so this asks the question if  influencers are promoting correctly with the correct terminology to save themselves from any bad publicity? (Newall, 1977). 
	Wright et al., (2010) suggests that social media influencers have the power to satisfy consumer wants and needs which is a massive part of marketing aims as businesses want their consumers to have the best experience and shop with them again. However, Burns (2016) argues that social media influencers create false reviews and opinions as they are paid to say what they say, he adds that because these influencers already have a strong following, their fans will believe everything they say. This is true according to Brown et al., (2013) but it is still generating a sale and they have chosen to impulse purchase this product which there is nothing wrong with. An example of this is when reality star, Katie Price, promoted a hair and nail supplement brand despite having hair extensions and false nails, so made her followers believe that her hair and nails were looking the way they did because of the product (The Sun, 2020), and the article stated that she generated sales from her promotion, but this is a prime example of a false review, therefore the people who purchased the supplement because of her may or may not get the results they excepted and this could lead to the brand receiving negative reviews online. 

2.6 All about social media influencers 
Social media influencers are a people who use social media platforms to promote the products and services of a specific industry, they tend to have a large audience and have the ability to persuade others by virtue of their authenticity and reach (Gass et al., 2015). They can also be referred to as ‘micro-celebrities’ which is a person famous to a niche group of users on social media platforms, they present themselves as public figures and the term was developed by Theresa Senft in (2008). They present themselves by typically involving self-conscious, carefully constructed personas, which may be through an image on Instagram or a video on YouTube (Schultz, 2019). 
	To become a social media influencer, one must create personal profiles on a various amount of social media platforms and will need to begin by purchasing the products they want to promote themselves, this is because brands will only work in partnership with people who have a large audience (Agnihotri et al., 2016). Once the individual has got themselves out there, whether it is by imagery, videography, or from blogging, and is beginning to have an audience, brands will get in contact with who they think best suits their brand and send them free products in exchange for the influencer to explain all of the aspects of the product including the price, quality, and if they recommend it or not. It does not cost anything to become one, because social media platforms are free and brands do not charge you to work for them, instead they pay you only if they have sent you the product and not if you did it out of your own choice (Khamis et al., 2017). 
	According to Glucksman (2017) for the large part of the 20th century, it was not easy for an ordinary person to become an influencer because it was not a trend and because it is a challenge to become known by lots of people. They need to be creative, self-choreographed, and motivated to create content, if they want to make it in the social media word for profit, even if they are posting one photo on Instagram, they are keeping their audience entertained which is the most challenging part (Charest et al., 2016). 
Saffron Barker is a nineteen year old who started off with no following on social media back in 2016 and four years on she currently has 2.26 million subscribers, she lives in Brighton with her family and started off her career by creating videos of trying and testing make up, she has worked with big beauty brands such as Boots, The Body Shop, and has even been sent to different countries with brands to do work (Gajewski, 2019). This highlights the fact that anyone can become one but there are many skills and attributes needed to succeed and be noticed by well-known brands (Brown, 2013). 
2.7 Impact social media influencers have on consumers and brands in the beauty industry
2.7.1 Consumers
According to Lee et al., (2009) anyone can be a consumer, but not all consumers can be influenced by people on social media as it takes a lot the building of trust and relationships between the two. Social media influencers impact consumers by promoting a product or service in a particular way and each influencer does it in a different way, this is why different influencers have different targeted audiences. Consumers recognise social media influencers with certain brands as they will tend to work with them a lot, this way, consumers begin to build on relationships and trust the influencer with what they are saying (Uzunoglu et al., 2014). 
	Holt (2016) in the Harvard Business Review survey came to the conclusion that 88% of women follow at least two different social media influencers on different platforms, their study also found that the top five reasons, given by these women, on why they followed social media influencers are because influencers post information on a niche brand they are interested in, they provide achievable inspiration, they introduced them to new brands in the market, they provided an emotional connection within the posts, and they trust the opinion of the influencer.  Once a consumer trusts an influencer, they will begin to trust the brand also (Creyer, 1997).  
John (2019) suggests that consumers are influenced because they are simply a fan of the particular influencer so therefore trust everything, they say because of this. Cooley et al., (2019) also supports this statement and adds that there is a human element to why people latch on to someone who they believe is influential, as for example, if a member of your family tells you that you will like something, you instantly believe them because they influence you on different levels. However, McCorquodale (2019) suggests that as consumers we know deep down that even though we may be a fan of an influencer, we still are aware that what they say may not be their honest opinion but we still choose to support them out of respect and to prove how much we are a fan. Going back to Saffron Barker, her target audience starts from young children as she has appeared on children’s television gameshows before, so this highlights a concern for whether or not they would be aware of if Saffron is giving an honest opinion or not, as Gillett-Swan et al., (2019) says children do not understand adult opinions until aged fourteen, meaning this stresses the concern for young audiences as they could potentially be hypnotised into a false truth (De Veirman et al., 2019). 

2.7.2 Beauty industry brands
Glucksman (2017) conducted research that found 51% of marketeers within brands believe they get more loyal customers from social media influencers as they have gotten to know the background of the brand first. This shows influencers make an impact on brands that brands might not be able to do alone, as they are known to given their own opinion and they test out the product live on camera which is more believable to the customer rather than the brand explaining the benefits through advertisements as they are going to do it regardless (Evans et al., 2017). 
	The beauty industry is one of the most popular and commonly used brands by influencers on social media and is a massive market according to Forbes (2016). Influencers are able to try and test out products live on camera which is the best possible way you can see a review of a product without using the product yourself which is on a more personal level for the consumer, however, it is very hard to hide emotions, so if an influencer does not like a product, it can be clear from their facial expressions or their tone of voice (Hearn et al., 2016). Influencers have the potential to make or break a brand because of this, if they think the product or service is worth it then they can drive many sales, however, if they have a negative review then they can sway thousands of other opinions, especially their fans (Brown, 2013).  
2.8 Challenges and implications of social media influence in the beauty industry 
Tsimonis et al., (2014) believes that there are two main challenges of social media influencers within the beauty industry and these come with implications, he states that they are trust and regulations. Trust is hard to gain yet easy to lose according to Ha (2004), as once it is lost it comes with implications such as less profit margin in the future. Consumers and brands both have high expectations when it comes to social media influencers promoting products and services as they have specific wants and needs, the consumers want to know everything there is to know about the product, and the brand needs to ensure the influencer is giving out all of the appropriate information about the product. If an influencer is not trusted, then this causes implications for the consumer as they may feel misled, a lack of communication, and a lack of understanding for the product, and as soon as someone feels like this, they will become spectacle and will not want to make a purchase for that particular brand (Kwon et al., 2004). Brand awareness and a wider target audience will also be lost due to the implications of no trust from social media influencers as Khamis et al., (2017) mentions that word of mouth (WOM) is used highly from the follows of influencers, so the pressure is on for them to get it right first time because if they do not, then it could cause a potential domino effect on the consumers friends/peers automatically having the same opinion even though they have not experienced anything. 
	The Federal Trade Commission enforced a regulation within the beauty industry due to the lack of transparency to sponsored advertising and endorsements through social media influencers and this is why brands thrive off authentic influencers who have a true passion for their brand and why they want to spend between £10,000 to £85,000 on them to do so (Goanta et al., 2019). The challenge is to find an influencer with a passion for a brand, anyone can pretend through social media platforms which is a big implication for the company as how are they supposed to trust and pay this person when they do not know the background of the brand and the specification of the product? 

2.9 Evidence of influencers work with brands
According to The Launch of Influencer Marketing survey created by Geiser (2017), 80% of professionals in beauty advocated campaigns with social media influencers obtained better sales thanks to their collaboration with these digital creators. Digital channels are currently dominating the beauty industry accounting for over 85% of the media impact value (MIV), and specifically, YouTube emerges as the number one channel, driving 20% of global MIV. Morphe Cosmetics collaborated with social media influencer, James Charles, who is well known over in the US for starting off his career on Instagram with photos of him giving himself make-overs inspired by well-known celebrities which began to increase his following, and in 2018 he generated sales of $45.8 million in MIV due to his social media following of over 30 million people (Spironelli, 2019). 
	As time has gone on, the strongest social media influencers have expanded from being supporters of brands, to creating ones themselves, including Kylie Jenner who is one of the top ten most-followed Instagram users as she is currently sitting on 153 million, and has launched her own cosmetic brand in 2015 (kyliecosmetics, 2019). According to Forbes (in Frangos, 2018), Kylie is the youngest ever self-made billionaire, who was born into a celebrity life so already had a massive following from a television show she is on called Keeping Up With The Kardashians, however she decided to create her own beauty brand which increased her following, which has resulted in her increasing her company’s revenue by 9% in 2017 to approximately $360 million and its net worth at least $900 million. 
	Smith (2018) states that Benefit Cosmetics is one of the top brands who work in collaboration with social media influencers as their marketing direction, Hannah Webley, explained that the brand used to be sales focused however now their main focus is the engagement with their consumers. Benefit Cosmetics worked in collaboration with Saffron Barker, an influencer with a combination of 5 million followers across all social media platforms, for their new product ‘Galifornia’ in 2016. They sent Saffron the product and then added a dedicated section of their UK official website for ‘Saffrons top 5 festival picks’, including the new product with the aim to drive sales for their new product to the market, hoping that Saffrons fans will approve and spread awareness through word of mouth (Benefit Cosmetics, 2019). 
To conclude chapter two literature review, it is clear that social media influencers within the beauty industry are a massive strength towards brands as they drive sales, widen target market, and help achieve marketing objectives. There is clear information and statistics proving the evidence of the impact they have currently made on big brands, with strong authors supporting this and adding that this industry will only grow bigger in years to come. However, the main challenge identified is the trust of the influencer as they have the potential to make or break a brand which is a risk for brands to understand which influencers to trust, this can be done by formal meetings with the brand, the influencer, and the influencers manager. 





CHAPTER 3

3.0 Definition of Research
According to Kothari (2004) the purpose of doing research is to find a ‘truth that has not yet been discovered’ and he also believes that research is key when studying social relationships as it identifies answers to social problems. On the other hand, Cameron et al., (2009), suggests that research within a business context includes undertaking a collection of data and interpreting it, followed by evidence to come up with actions, thinking, and decisions towards a specific interest within a business and its stakeholder. Saunders (2016) tells us that research can be conducted in many different ways including primary research which is original data, and secondary research that is from other sources such as academic books/journals, case studies etc. 

3.1 Research Onion
The research onion developed by Saunders., et al (2009) will be used to explain and detail the primary research within the thesis, it will also find an eligible research strategy, data analysis technique, and a strong method of data collection. Figure 3.1 is the diagram of the research onion. 
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(Figure 3.1 Source Saunders., et al (2009))
This chapter will be based around the research onion as it is most commonly used to structure the methodology to ensure this thesis is systematically explained. Table (3.1) is an overview of the approaches that will be utilised within the research from each layer of the research onion in the correct order: 
	Layer
	Approach Taken 

	Philosophy 
	Positivism 

	Approach 
	Deductive 

	Method
	Mono-method

	Strategy 
	Survey (online questionnaire)

	Time Horizon 
	Cross-sectional 

	Technique and Procedure 
	Questionnaire 


Table 3.1 – Overview of research approach 
3.2 Philosophy 
According to Sheehan et al., (2012) research philosophy is the correct method of collecting information, correct method for analysis, and is also used to identify assumptions of topics and the development of the information. Mertens et al., (2010) adds that philosophy is a substantial area of research whereby it will consume the majority of the third chapter. As the approach taken for research philosophy is positivism, a brief definition of both epistemological and ontological positions will be explained to further justify the approach. 
	O’Gorman et al., (2014) defines ontology as the ‘nature of reality’, but most importantly, how researchers identify reality and whether or not it should be subjective or objective, and he defines epistemology as being associated with human knowledge as it shows how we find the truth of reality. The research for this thesis will be made through an objectivist approach for the purpose of their being an objective (Carson et al., 2005).
	Antwi et al., (2015) states that the positivist paradigm depends on deductive logic as it is also known as quantitative research because it believes knowledge it to be understood from experiment and observation with the aim to keep its reality (William, 2007). Kaboub (2008) adds that the positivist paradigm can only be undertaken by a single researcher because there is less interaction towards the candidates who are involved within the research, including online questionnaires. For the purpose of this thesis, the author will undergo the positivist paradigm because it is advised to be most suitable for the study, this will be done using an online questionnaire collecting quantitative data. 



3.3 Research Approach 
The research onion suggests there is either a deductive research approach or an inductive approach. Figure (3.2) shows both the deductive and inductive approach, and Gale et al., (2013) defines the deductive approach as the approach mainly used with quantitative research as it is there to either confirm a hypothesis/question or not, but also it is a way in which the development of the hypothesis is based within a theory. The figure (3.2) also shows it was a theory that was tested by empirical observations (Collis and Hussey, 2009). 
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(Figure 3.2 Deductive and Inductive approach, Collis and Hussey, 2009)

3.4 Research Strategy 
Burns et al., (2014) defines a research strategy as the ‘process of collecting and interpreting of data with clear objectives.’ Jalil et al., (2010) adds to this definition with, identifying the right research methodology is very significant and has the ability to identify issues that need to be investigated. Maxwell (2008), further suggests that as soon as a problem is noticed, then the aims of the research will not be understood unless the appropriate research approach has been selected. An online questionnaire will be created and distributed for the purpose of this thesis’s primary research, and it will be further generalised and analysed.  

3.4.1 Quantitative Approach 
As previously mentioned, a quantitative approach is associated with a positivist philosophy and the quantitative approach will be used within the online survey, to identify the general public’s, whom have a relation with social media influencers in the beauty industry, opinions on each question asked. Quantitative approach allows a larger amount of primary data surrounding individual opinions that was the further discussed after a large sample was collected. 

3.5 Time Horizon  
This section of the research onion is known as the penultimate layer, meaning there is a time requirement to conducting the research (Sahay, 2016), and the layer of the onion has two different approaches including cross-sectional (short term) and longitudinal (long term). For the purpose of this study, the decision to conduct a cross-sectional research was decided by the author for the main reason of them having a very small time-frame to receive all the data they require. Malkoc et al., (2006) suggests that longitudinal studies typically track changes over a long period of time which is why this is not necessary for this research. 

3.6 Collection Techniques and Procedures – Data collection and data analysis 
It has already been identified that this research study provides quantitative data and is collected in a positivist form. However, there are different types of techniques that go along with the collection of the survey data – some being questionnaires or interviews. Although, this thesis will ask all participants exactly the same questions in order to identify necessary questions and prevent unwanted responses. 

3.7 Questionnaire Structure 
Collis and Hussey (2014) describes a positive approach to questionnaires as ‘close-ended’, which Cameron and Price (2009) agree as they have proved it to be effective whilst undergoing the collection of statistical data. A questionnaire approach was selected because it was deemed to be the most relatable to the study in regards to getting quantitative data. The survey has been designed with fifteen questions in order to specifically identify specialised questions for the study, it is shared through social media platforms, by the writer, including Facebook and Instagram, both platforms with people aged between 18-40 and over within the Swansea City area. Please check Appendix A for a copy of the online questionnaire. 

3.8 Types of questions used in the online questionnaire 
Throughout the survey, closed questions were asked to identify specific demographics of each individual respondent which is relevant for this study. The survey also provides structured responses in order to allow individuals to answer multiple choice questions as when it comes to being influenced through social media, there is not just one platform that can influence you for example. Finally, the survey provides a question with images of different social media influencers within the beauty industry from different ages, backgrounds, and different target markets, the aim of this question is to identify if there are specific influencers who influence anyone outside of their known audience. 
	According to Ilieva et al., (2002), there is one main strong advantage of carrying out online surveys and that is that you have the access to present your survey to the whole world and receive a large response. Cooper and Schinder (2011) support this statement and add that it widens the geographic reach and allows the survey to be completed autonomously with a larger time horizon. However, even though online surveys can be shared on the world wide web, this does not mean that everyone who sees it is going to respond and it does not mean that they will answer accurately (Rogelberg et al., 2006). Duffy et al., (2005) adds on to this statement with, 33% of people take time and answer online surveys accurately, this statistical finding proves that people do not have all the time in the world to be answering a survey they may not have any interest in.
	Lefever et al., (2007) informs us that the main disadvantage of online surveys is the lack of respondents, meaning if less that one hundred people respond, then it is deemed as invalid as that amount of people is not enough to provide an honest reflection of their thoughts and opinions. For the purpose of this dissertation, the online survey created will not be analysed until more than one hundred and fifty individuals have responded. 

3.9 Piloting web-based questionnaire and distribution
O’Gorman and Macintosh (2015) inform us that before you publish an online survey, a pilot study must take place to make sure that there are no grammatical errors, or any error in general, the pilot study will highlight these errors that must be changed before publishing. For the purpose of this online survey, two different lectures pilot tested the survey for this dissertation. 
	The distribution of the online survey was sent to lecturers and peers though the university email system, with a message stating it was not the real one, and asked people to give feedback as they could notice something that no one else might (McGrath et al., 2005). The survey was created through an online programme called Google Docs. 

3.10 Sampling
Bell et al., (2018) believes that sampling in research involves a group of people, objects, or items that are selected from a larger population for measurement. Greener (2008) supports this with the sample should be representative of the population to make sure that the findings can be generalised from the sample to the population as a whole. Ghauri et al., (2020) suggests that sampling is a strength for online surveys as they are low in cost, due to a smaller selection of the population, less time consuming, and the scope of sampling is high meaning the researcher is concerned with the generalisation of the data instead of studying the whole population which would be impractical. However, Jawale (2012) makes a point of the disadvantages of sampling including chanced of bias opinions, it is difficult to select a true representative sample, and finally it is in adequate knowledge within the subject resulting in the study being misleading. 
	The sample will consist of participants in the category of Millennials and Generation Z of whom are familiar with the social media influence within the beauty industry. The online questionnaire is going to have a brief introduction paragraph stating, “This questionnaire aims to identify consumers thought process when it comes to purchasing beauty products promoted by social media influencers.”, this was decided to ensure every participant understands the purpose of the research. It will be distributed through social media platforms Facebook and Instagram due to the fact that the questionnaire wants to ask people who are influenced on these platforms. As there is a time restriction for the research, the aim of one hundred and fifty respondents minimum has been set. Once all of the data has been gathered together, it will be analysed and interpreted by the researcher who will then utilise tools provided by the questionnaire itself, the source being Google Docs. 

3.11 Reliability and Validity 
Lillis (2006) informs us that high levels of validity and reliability are vital for credibleness of quantitative research. Reliability is defined by Denscombe (2014) as, ‘whether or not a research instrument is neutral in its effects and consistent across multiple occasions of use’, meaning, would the research produce the same results if done again. On the other hand, validity is defined by Denscombe (2014) as, ‘the accuracy and precision of the data. It also concerns appropriateness of data in terms of the research questions being investigated. The basic question asks if the kind of data is right for investigating the topic and if it has been measured correctly.’
Riege (2003) mentions that reliability is a main implication for quantitative research and believes, if you are testing within the positivist paradigm, it will not highlight positive levels of consistency, instead it raises issues about the method of mensuration to the point of not being able to trust its consistency. However, Collis and Hussey (2003) argue that quantitative research tends to form results low in validity, in comparison to a qualitative approach, as this is due to the accuracy and ability the repeat experiments that show high consistency of results. This study will be double checked to make sure that the survey is developed professionally to prevent any issues to the validity. 



3.12 Limitations of the Research 
Due to this research having a limited time horizon, limitations are likely to occur. The main concern is ‘sample bias’, as this questionnaire is going to be distributed through social media platforms, this may not be a strong representation of the population at large, and this has the potential to affect the generalisability of the overall results. However, research was carefully selected in order to make sure no bias was present, also the use of the Gantt chart helped with time management was used to ensure the questionnaire was live for the public to respond to for 2 months and once shared through the different social media platforms, a small paragraph was mentioned explaining the purpose of the questionnaire to allow participants to understand before taking the survey. 

3.13 Ethical Requirements 
The first ethical requirement that will be taken is that the survey is for participants over the age of eighteen only, this will be explained throughout the sharing of the questionnaire on the different social media platforms to prevent a lack of communication. There will be no option on the age question for under eighteen anyway. Each and every respondent will be completely anonymous, and the data received from the survey at the end will stay confidential and be used for the research and the research only. The University of Wales Trinity Saint David policies and guidelines will be taken into close considerations at all times to ensure there is no breach of ethical requirements. Check Appendix B for the confirmed, and approved, ethics form provided by the university before the research took place.


CHAPTER 4

4.0 Data Analysis
4.1 Chapter overview 
This chapter presents the analysis of the researcher’s primary data, namely, respondents’ answers to questions about social media influence within the beauty industry and their buying decisions/behaviours towards it, collected through an online questionnaire. This chapter seeks to critically analyse the impact of social media influencers in the beauty industry from a number of different perspectives, opinions, and for different types of people from Swansea. The analysis of each question will be framed within the objectives of the dissertation and discussed concurrently. 

Data was collected via an online survey (Google Docs) and transferred to IBM SPSS (v25, IBM Corp) for analysis. Answers to questions were given using Likert scales and multiple-choice answers meaning response data were ordinal (rank order of importance) or nominal (categories without implied ranking) and required non-parametric analyses (Roni et al., 2020). Chi-square tests of independence assessed whether response choices differed between age groups with Cramer’s V calculated to assess effect sizes (a sample size independent measure of the magnitude of the difference between groups) (Thakkar, 2020). Since the number of participants in each age group differed, the percentage of responses for each group were presented in bar charts to accurately portray group differences (Krieg, 2019). Please see Appendix C (pg. 101) for the demographic information of the respondents. 

4.2 Results 1 – Participant demographics 

4.2.1 Age and gender demographics
165 people responded to the online survey, 89.7% (n=148) female, 9.1% (n=15) male and 1.2% (n=2) transgender male. The majority of respondents were either young (60.6% were 18-24) or older (23.0% were 40+; Figure 4.1). For this reason, the remaining analyses will only consider female responses (to ensure statistically plausible findings) which will be separated into three age groups to prevent small group sizes (18-24 (n=88), 25-39 (n=25) and 40+ (n=35)) by combining the 25-30 (n=14) and 31-39 (n=11) age groups. (Appendix C).
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Figure 4.1: Age and gender of survey respondents
A large national survey on addictive behaviours (Andreassen et al., 2017) found that young females were influenced by social media influencers as they typically spent around nine hours a day viewing/watching brand promotion through different social media platforms including Instagram and YouTube. Therefore, separating the female respondents into three age group categories will facilitate assessing whether Andreassen et al.’s (2017) findings are relevant for this sample of Swansea females. 

4.3 Results 2 – Buyer behaviour 

	4.3.1 Choice of where to shop by female age groups 
Very few respondents reported only shopping for beauty products online (17.0% of 18-24, 24.0% of 25-39 and 5.7% of 40+; Figure 4.2). Two thirds (68.6%) of women 40+ only shopped instore, compared to 51.1% aged 18-24 and 36.0% aged 25-39 (chi-square = 7.43, df = 4, p = 0.16; Cramer’s V = 0.16). 
[image: ]
Figure 4.2: Where beauty products were purchased by female survey respondents
Kim et al. (2011) found that typically, people were more inclined to purchase beauty products in store when they had not purchased it before. However, if customers were re-purchasing a product they were loyal to, then there was a higher chance that they purchased online, after searching for an online discount code. Nguyen et al. (2018) added to this suggesting that social media influencers with a large following tended to promote their beauty brands with a discount code, if purchased online. The popularity for in store purchasing found in this study could have many causes although age appeared to be a factor. First time purchases or the trust, or lack of, of both products and social media influencers could have impacted answers. However, many people simply prefer to have a tangible interaction with the product before using them (Boyer et al., 2006). 

	4.3.2 Frequency of shopping by female age groups 
The general trend for purchasing frequency was to purchase less frequently as females got older (chi-square = 12.90, df = 6, p < 0.05; Cramer’s V = 0.21). This was evidenced by the peak purchasing frequency for 18-24 and 25-39 years old as monthly shoppers whereas 40+ women were more likely to purchase every 3 months (Figure 4.3). Further contributory evidence was the fact that weekly purchases of beauty products were only undertaken by 14.8% of 18-24 and 12.0% of 25-39 year olds with no 40+ women reporting this frequency of purchases. 
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Figure 4.3: Frequency of purchasing beauty products by female survey respondents
Wongleedee (2015) suggested that purchasing frequency would always differ depending on the person, their age, and the product. However, this is not too informative since there are a lot of unknowns in this suggestion, such as the influence of relative cost i.e. disposable income may be related to age and hence affect purchasing frequency. Chen et al. (2019) found that 80% of young people aged between 18-34 made at least one online impulse buy during the week after seeing a product promoted in social media channels. This study found that younger women purchased more frequently than older women but this was more likely to be monthly than weekly, which is slightly surprising but Liu et al. (2019) suggests this may be due to bulk buying, as today it is not unusual to see offers such as “buy one get one free” on beauty products. This is true for many well-known stores selling beauty products, including Boots, Superdrug and Tesco, who very frequently have these types of offer (Lu et al., 2019). This may also be a factor in why the women in this study frequently purchased in-store (Figure 4.2). 

4.4 Results 3 – Social media influence on consumers of beauty products 

	4.4.1 Use of social media by different female age groups 
There was a high reported awareness (>85%) of how social media influencers promote beauty products for all age groups ((chi-square = 4.94, df = 4, p = 0.29; Cramer’s V = 0.13; Figure 4.4). 
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Figure 4.4: Awareness of how social media influencers promote beauty products
From the social media influencer’s point of view, it is extremely important that people are aware of how “they” promote beauty products (De Veirman et al., 2017). Hence, if the respondents had not known how influencers promoted beauty products then it would be likely that they had not been aware of what to look out for (Clark et al., 2013). Since this was not the case the next issue was whether respondents actually took notice of the social media influencers and how they accessed this information e.g. through imagery or video content.

	4.4.2 Experience of social media influencers by different female age groups
There was a high reported experience of witnessing social media influencers promoting beauty products (>80%) for all age groups ((chi-square = 4.14, df = 2, p = 0.13; Cramer’s V = 0.17; Figure 4.5). 
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Figure 4.5: Experience of social media influencers promoting beauty products
Syam et al. (2018) found that if a person witnessed a social media influencer promoting a beauty product through any form of digital media, then statistically, there was a 52% chance that the product would be purchased. Artificial intelligence (AI) was deemed to play a significant part in targeting consumers with the content they were likely to be influenced by, based on previous browsing history. Similarly, Singh et al. (2019) described how a consumer viewing a brand’s product being promoted online, provokes AI to efficiently scan through petabytes of data to make sure the same post is advertised on that individual’s social media platforms, effectively enhancing the chance of a sale for that brand. This means there is a high chance that the respondents, who reported experience of witnessing social media influencers promoting beauty products, have purchased a product through the implementation of AI without even realising it (Marchand et al., 2017). 



	4.4.3 Use of media sources by different female age groups 
Digital forms of social media (social media, internet and blogs) were thought to influence beauty product purchases by the younger age groups (18-24 and 25-39) much more than for the 40+ age group ((chi-square = 137.60, df = 14, p <0.001; Cramer’s V = 0.32; Figure 4.6). 
[image: ]
Figure 4.6: Perceived influence of media sources on beauty product purchases by female survey respondents
In contrast the 40+ respondents thought that TV (34.3%) or magazines (22.9%) influenced them more although 22.9% stated that social media had an effect on their purchasing. The proportion of respondents that felt that media sources did not influence their purchasing of beauty products increased from 13.6% in the 18-24 category, to 24.0% in the 25-39 group to 42.9% in the 40+ group.
Coyne et al. (2019) suggests that social media is growing rapidly every day, with people becoming more and more likely to be influenced, as more people are becoming influencers given that all that is needed are a camera and computer, both being commonplace and easy to use. Pöyry et al. (2019) also makes the point that social media platforms allow influencers to portray beauty products through videography and imagery. This means that consumers can be shown how to use products, the impact a product can make, and the influencer can give their, seemingly honest, opinions of the product, to either promote a sale or recommend an alternative they have also used and believes to be better. This approach gives the impression that the influencer is trying to help the consumer select the best product and, if the consumer trusts the influencer, this would appear to be a very powerful sales pitch. 

	4.4.4 The media sources where females have witnessed social media influencers promoting beauty products by age group 
Social media influencers have been witnessed promoting beauty products on YouTube, Instagram, blogs, Snapchat, and Twitter more often by each successively younger age group ((chi-square = 111.00, df = 12, p < 0.001; Cramer’s V = 0.30; Figure 4.7). However, this trend was reversed for Facebook with 74.3% of the 40+ group witnessing influencers on this platform compared to less than half of respondents in the other two groups. 
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Figure 4.7: Media sources where social media influencers promoting beauty products were witnessed by female survey respondents
Sokolova et al. (2020) reported that YouTube and Instagram were the most popular forms of digital platforms for social media influencers to promote brands, both with a target audience age between 18 and 34. This is in comparison to Facebook, which targets 30-year olds and over, currently with 58.3 million active Facebook accounts for this demographic (Kang et al., 2020). The results from this study seem to support the effectiveness of these media sources efforts to target specific age groups. Similarly, the relatively low impact that blogs had on participants is in accordance with the findings of Nygren et al. (2019) who found that blogs were becoming less common, as 68% of people suggested they were not as interesting as content on other platforms. 

4.5 Results 4 – The impact of social media influencers on beauty products 

	4.5.1 The number of social media influencers followed by different female age groups 
Females over 40 were far more likely (45.7%) to not follow social media influencers than either 25-39 (24.0%) or 18-24 (5.7%) year olds ((chi-square = 41.63, df = 8, p < 0.001; Cramer’s V = 0.38; Figure 4.8). The following of social influencers tended to be greatest in the younger groups with 59.3% of 18-24 year olds following 6 or more influencers (compared to 56% in the 25-39 and 11.5% in the 40+ age groups). 
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Figure 4.8 Number of social media influencers followed by different female age groups 
Hautala (2019) found that individuals, aged between 18-30, could follow five or more social media influencers, determined by their interests and likeability factor. This study has determined that, for females, up to around the age of 40, there was a high percentage of individuals following six or more influencers (58.4%) but this diminished to 11.5% in the 40+ age group. Lokithasan et al. (2019) suggested that individuals followed particular social media influencers for their content and their level of activity, for example, influencers who work with a brand constantly and share information, updates and discounts of that brand were more likely to gain the most followers, whereas irregular posts suggested a lack of followers. However, to put these findings into perspective, Chae (2018) found that 78% of adolescents suggested they were not interested in following influencers as they found them too repetitive. This study found that not following influencers was related to age, 38% (the effect size) of the factors likely to influence this decision attributed to age, but only 5.7% of 18-24 year olds reported not following influencers. Given the large discrepancy with Chae’s (2018) finding it would be interesting to determine what behavioural changes take place between adolescence and adulthood that could explain this difference. However, gender differences should be accounted for in future studies given that this study only had a representative sample of females. 

	4.5.2 The impact and trust in social media influencers by different female age groups 
Females over 40 were far less likely (37.1%) to have purchased products promoted by social media influencers that either 25-39 (68.0%) or 18-24 (65.9%) year olds ((chi-square = 9.51, df = 2, p < 0.01; Cramer’s V = 0.25; Figure 4.9). 
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Figure 4.9: Females by age group purchasing products promoted by social media influencers 
About 60% of younger women (18-39) tended to purchase products promoted by social media influencers, falling to about 40% for the over 40’s with 25% of the factors likely to influence this decision attributed to age. Social media influencers have specific techniques to promote sales thorough their posts, including persuasive selling and giving their own experience of the product (Smith et al., 2018; Duffy et al., 2017). However, Barhorst et al. (2019) suggested that, more often than not, many influencers did not actually try the product before they promoted it, they simply get given a script from the brand with exactly what they had to say. For example, Lauren Goodger, reality star, promoted a beauty weight loss product on her Instagram page, saying she lost three stone using it, however, it was revealed by hidden camera footage sent to the Mail Online (2019) that she had not used the product at all. It would seem, therefore, that not all social media influencers are alike. Perhaps, the older women in this study were more aware of this and this impacted their belief in the influencers, or perhaps it is simply a case that age brings scepticism. As Luoma-aho et al. (2019) suggested, whilst influencers do generate sales, it is not always for the right reasons, as many consumers have been hypnotised into believing a beauty influencer looks the way they do because of this particular product. 
Females aged 18-24 were most likely to trust an influencer based on the person (39.8%) or the brand (20.5%). 25-39 year olds, however, were either likely or very likely (36%) or, conversely, not likely (24.0%) to trust an influencer. The 40+ group were most likely to trust an influencer based on the brand (31.4%) or were not likely to trust the influencer (25.7%).
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Figure 4.10 Likelihood of trusting social media influencers by female age groups 
Hu et al. (2019) suggested that it takes a long time for people to trust social media influencers, especially influencers who either do not have much content/following or who are not celebrities, as they are not well-known to the audience. On the other hand, Lou et al. (2019) explained that when people did gain trust, it was dependent on both the influencer and the brand, as the interaction between the method of promotion and influencer personality only worked with certain brands. This study allowed respondents to provide multiple answers to the question of why they did, or did not, trust influencers. The findings supported the contention that multiple factors play a role in trusting an influencer including whether they were paid to promote a brand. 

	4.5.3 Positive influences by social media influencers for different female age groups 
Kylie Jenner was the most impactful social media influencer in both 18-24 (40.9%) and 25-39 (40.0%) year old groups; Nikki De Jager (17.0%), Huda Kattan (18.0%) and Jeffree Star (28.4%) had made sizeable impacts on the 18-24 group only. The six social media influencers had not affected purchasing for nearly all 40+ females (94.3%) and nearly half of both 18-24 (37.5%) and 25-39 (44.0%) year old groups. 
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Figure 4.11: Social media influencers followed by female age groups 
The social media influencers identified in the questionnaire were chosen for different reasons. Kylie Jenner is the youngest billionaire in the world, largely due to creating her own beauty brand, Kylie Cosmetics, but previously has a large public profile due to her role in the reality television programme “Keeping Up With The Kardashians” (Robehmed, 2018). She was the most recognised of the influencers in this study, although primarily, only for the under 40-year olds. Nikki De Jager was chosen because she has the most followers on YouTube from her beauty channel, currently 13.3 million subscribers (Lutz, 2019). Niki was not followed by any respondents over 40 and twice as many 18-24-year olds as 25-39-year olds. 
Huda Kattan was chosen as she is the founder of HudaBeauty.com which is one of the world’s biggest online beauty stores with an annual turn-over of $200 million (Ismail, 2018). Similar to Nikki, Huda was followed by just under 20% of 18-24-year olds but less than half this for 25-39-year olds. Jeffree Star was chosen because he started with nothing and currently has 17.6 million subscribers for his beauty channel, he is also known for being a part of the lesbian, gay, bisexual and transgender (LGBT) community (Homant et al., 2019). Jeffree had a substantial following by the 18-24-year olds in this study (28.4%) but trivial numbers in the other age categories. Whether this has anything to do with his LGBT affiliation is unknown, but the results may be indicative of an increased acceptance of minority groups in the younger age groups. Future studies could seek to determine this. 
Wayne Goss was selected due to his age (42) to see if the older participants were influenced by him through his beauty channel on YouTube. The results did not support this hypothesis as only 1 respondent in the 40+ and 2 in the 25-39 age group reported following him. Finally, Saffron Barker, was selected as a British influencer who started with nothing, but now has 2.3 million subscribers on YouTube and regularly gets sent free beauty products from hundreds of brands. She is well known for giving out discount codes for these products very regularly. Similar to Niki and Huda, Saffron was not followed by any respondents over 40 and only 9% of 18-24-year olds in this study followed her.  

4.6 Results 5 – Responses to seeing a product promoted by a social media influencer 

	4.6.1 The response to seeing a product promoted by a social media influencer by different female age groups 
Younger age groups were more likely to do further research online or instantly purchase online than older age groups ((chi-square = 27.33, df = 6, p < 0.001; Cramer’s V = 0.30; Figure 4.12). Conversely, older age groups were more likely to try in store before buying or not buy at all than the younger age groups. 
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Figure 4.12: Response to seeing a product promoted by a social media influencer by female age groups 
Dooley (2016) suggested that people who did further research before buying a product thought more strategically, as they evaluated the quality, price, worth and need factor, whereas people who did not, were more likely to be impulse buyers, instantly thinking they needed and wanted it, when in reality, this might not have been the case. The majority of 18-24-year olds and 25-39-year olds in this study reported doing further research in comparison to 28.6% of the 40+ age group. This is, perhaps, a counterintuitive relationship between age and strategic thinking (Dooley, 2016) and perhaps more related to the propensity for younger people to use online search strategies. Li et al. (2019) believed that people, who try before they buy in store, were also more strategic thinkers, as they assessed the product too. This may also have been a consequence of a positive endorsement by a social media influencer, but the person goes into the store to double check the benefits before making the purchase. 31.4% of the 40+ age group reported this type of behaviour suggesting that the idea that the older participants were less strategic was erroneous. Indeed, none of this age group reported instantly purchasing online whereas 12% of 25-39-year olds and 18% of 18-24-year olds did. 

	4.6.2 Reason for response to seeing a product promoted by a social media influencer by different female age groups 
All age groups were more likely to purchase a product because they wanted it rather that to support the social media influencer. The tendency for this to be influenced by age group was not significant ((chi-square = 3.11, df = 2, p = 0.21; Cramer’s V = 0.15; Figure 4.13). 
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Figure 4.13: Response to seeing a product promoted by a social media influencer by female age groups
McCormick (2016) believed that the younger demographic would make at least one purchase to help support a social media influencer. This is because they are a fan and simply wish to show their appreciation and identity, for example, by buying personalised merchandise to exhibit the influencers name. However, there was little support for this behaviour in this study, as the vast majority reported they purchased items because they wanted them, a reflection of strategic purchasing rather than influencer led. Respondents in this study appeared to know not to spend money on unnecessary products (Iyer et al., 2019), perhaps a reflection of the spending ability of the sample and not necessarily representative of all women.  
 


CHAPTER 5

5.0 Conclusion and implications 
5.1 Chapter overview 
This fifth, and final chapter of the thesis will discuss and evaluate the three chosen objectives from the first chapter, with the aim to acknowledge if they have been achieved or not. Furthermore, it will discuss the limitations that were highlighted throughout the study, with recommendations on how the study can be further evaluated without the reoccurring limitations and how organisations can engage with social media influencers in the future.  Finally, the overall purpose of this chapter is to fulfil the main aim of the thesis, which 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. The conclusions made will be based on the respondent’s answers to the questionnaire. 

5.2 Summary of main findings 
The main question of the thesis asks to critically analyse the impact of social media influencers in the beauty industry through consumer buying behaviour, influence, impact, and different responses. The data found was analysed thoroughly in order to achieve a stronger understanding of how social media influencers work and how they impact consumers in the beauty industry as there is limited findings prior to this thesis.  The quantitative data collected through the questionnaire revealed five different main findings of the whole thesis from the five different results sections carried out. 
	Firstly, the findings found within results one, participant demographics, showed a correlation to the thesis’s chapter two (2.5) as Khamis et al., (2017) made their readers aware that social media influencers are known to have a majority of their followers from the younger generation, which is a strong possibility as to why results one found that eighty-eight out of the one hundred and sixty five respondents were aged eighteen to twenty-four. 
	Results two, that was based around consumer buyer behaviour, found that very few respondents shopped online and the most common frequency in shopping is monthly purchases of beauty products that were promoted by a social media influencer’s post, this also has a correlation to chapter two within the thesis (2.5), as Usman et al., (2019) told their readers that consumers will typically scroll through online social media platforms 136 minutes a day, resulting in Brown et al’s., (2013) statement saying this is why they typically impulse buy online quite frequently. 
	Results 3, that was about social media influence on consumers of beauty products, found that all age groups admitted to knowing how influencers promote brands beauty products and have in fact witnessed those posts themselves through social media platforms mainly, but more specifically, through Instagram, Facebook, and YouTube. This correlates with chapter two’s section on ‘All about social media influencers’ (2.6), as Schultz (2019) told his readers that the main planforms social media influencers will promote beauty products on is Instagram, Facebook, and YouTube. 
	Results 4, that asked questions on the impact that social media influencers have on beauty products, found that the average respondent follows between one to ten social media influencers, however, there was a split between them purchasing a product from the social media influencers promotion post or not, possibly depending on their trust towards them as the eighteen to twenty-four year old age group said it depended on the influencers, whereas, the forty plus said it depended on the brand. A couple of correlations were identified through this result as chapter two (2.7.1) was based on the trust consumers have on influencers, and Holt (2016) made his readers aware that consumers trusted influencers depending on the influencer which links towards the eighteen to twenty-four age group as the respondents within the age group also agreed with Holt. Also, Creyer (1997) informed his readers that consumers will make purchases through social media influencers posts if they trust the brand first which also links to what the forty plus participants agreed. 
	Finally, results 5, that identified responses to seeing a product promoted by a social media influencer, found that the younger demographic would prefer to do further research online before purchasing a beauty product promoted by a social media influencer, whereas, the older demographic would not purchase a promoted product. However, the large majority admitted to purchasing a product because they want it, instead of purchasing to support the influencer, although, the thesis found that in chapter two (2.5), Khamis et al., (2017), informed readers that the younger generation of consumers will purchase beauty products from an influencer just because they are a fan of the person and want to have the same possessions that they have, however, the respondents to this thesis disagreed. 

5.3 Aims and objectives 
The aim of this research paper was to critically analyse the impact of social media influencers in the beauty industry from a number of different perspectives, opinions, and types of people. The aim was achieved by fulfilling the following three objectives: 

5.3.1 Objective 1 - Critically evaluate marketing literature with specific focus on social media influence towards marketing on Millennials and Generation Z. 
This objective was successfully achieved throughout chapter two of the thesis as the chapter was solely based around finding appropriate literature on marketing, social media marketing, social media influencers, and the influencers link towards marketing. All literature was researched in order to achieve the following other objectives. 

5.3.2 Objective 2 - Determine the buying behaviour of different age groups in Swansea through social media influencers.
The second objective was also successfully achieved in chapter two as firstly the different types of buying behaviour of consumers through social media influencers was identified through different sources of literature to gain an understanding of the term itself. Secondly, the objective was achieved in chapter four through the distribution of the online questionnaire as it asked the respondents two questions based on buying behaviour.  

5.3.3 Objective 3 - Examine the impact, challenges and implications of different age groups in Swansea on social media influencers. 
The third and final objective was achieved through chapter four whilst analysing the data received from the online questionnaire that was distributed to the citizens of Swansea through social media platforms including Facebook, in order to ask the right people.  

5.4 Implications of research 
Throughout the study, many implications occurred towards the academia and the link between social media influencers within the beauty industry towards the over forty demographics. The research proved how social media influencers within the beauty industry have impacted organisations such as BooTea UK, Glossy Box UK, and Benefit Cosmetics etc. by simply creating videos for YouTube reviewing the products from these organisations and sharing their thoughts and opinions of them. However, it became apparent from the results of the online questionnaire, that the females aged forty and over in Swansea did not agree with the academia as they revealed they have not seen any social media influencers work with beauty brands and they were not aware of any of the influencers listed in the survey. Although, the research did show that the younger demographic is aware of the impact that influencers have on the beauty brands as the majority admitted to making a purchase from an influencers post on social media (Chapter 4, 4.5.2). 
	The findings from the research also identified that Instagram, Facebook, and YouTube are the most commonly associated platforms with influencers to promote beauty brands products and services as they are deemed to be the place in which people will instantly go to in order to get an honest review. This would suggest that although the over forty age group did not associate themselves with having any connection to social media influencer, all age groups still agreed that these platforms are in fact places they will turn to for honesty of beauty products. This implication shows that maybe some people do not know when they are being targeted. 

5.5 Limitations 
In terms of limitations towards the study, not many occurred, however the main limitation was the restricted time frame that the researcher had to compensate towards as there were many different tasks needed to be done before the online questionnaire was distributed. As the approach to the study was cross sectional things needed to be completed pretty promptly but still within enough detail, this way, the researcher had to send over the questionnaire to various professional academics within the university to ensure it was adequate. Even though the researcher had access to support and guidance towards ensuring the questionnaire was suitable and acceptable, there was still a stress of concern to meet the time horizon goals from the respondents to complete the survey on time. 
	The sample size of the survey managed to reach 165 respondents which was satisfactory but still a small sample, however, Swansea’s population is bigger than this so if the questionnaire was shared through more social media platforms before it was distributed then possibly the researcher would have had access to many more respondents which would have provided a stronger database of results. If the survey was shared through websites, for example blog websites, then this could have increased not only the sample size but also a different selection of participants with different views and opinions of social media influencers within the beauty industry. 
	The final limitation was the fact that the term ‘social media influencers’ is a relatively new phenomenon which could be the reason as to why the over forty demographic responded the way they did towards the questionnaire, however, it was beneficial to identify what they did in fact know and vicar versa to be able to evaluate and discuss. 

5.6 Recommendations for future research 
The first recommendation for future research is to adopt the longitudinal approach instead of the cross-sectional, in order to ensure there is enough time to re-evaluate the survey as this will allow the researcher to have more time to decide whether or not they need to do further analysis in regards to asking the respondents more questions or by also doing focus groups, if they have not got the answers they needed or expected. 
	Secondly, a strong recommendation is to prevent the limitations (5.5) from reoccurring, to do this it would be beneficial to share the online questionnaire on a larger variety of social media platforms and on different blogging websites to ensure that not only are the correct people being asked, but also to make sure more than 165 people respond to allow a stronger, more reliable set of data analysis. 
	The final recommendation is to ask the respondents deeper questions to figure out what particular beauty products they have previously purchased from when they witnessed a social media influencer promoting it, this could then lead to further analysis of finding out if there are specific products that people buy or specific brands that people buy from etc. just because of the influencer. For example, there could be a specific beauty product that does not and will not sell if and when a social media influencer promotes it and there could possibly be literature on why. 
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Appendix C – Demographic information of respondents from online questionnaire.  

	Demographic Information 
	

	Number of respondents 

	165

	Gender 
	89.7% Female
9.1% Male
1.2% Transgender male

(As the majority of respondents were female, the researcher decided to base the results on female only)

	Age (Female only)

	18-24 – 88
25-30 – 14
31-39 - 11
40+ - 35            
 

	Location 

	Swansea, Wales. 


	Distribution of survey
	Social media platforms:
Facebook
Instagram
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Social media influence in the beauty industry

This questionnaire aims to identify consumers thought process when it comes to
purchasing beauty products promoted by social media influencers.

This survey will take around 5 minutes to complete. Your participation will be anonymous
and test results will only be used to analyse data for the purpose of this research project. If
you have any questions, please feel free to send me an email to
1705762@student.uwtsd.ac.uk

* Required

Question 1. What is your age? *
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Question 2. What gender do you identify as? *

Transgender male
Transgender female
Prefer not to say

Other
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Question 4. How often do you purchase beauty products? *

O Weekly

Monthly

Every 3 months
Every 6 months
Every 12 months

Very rarely

Question 5. Where did you purchase your last beauty product? *
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Question 6. Do you use any of these media sources to influence your buying decision on

beauty products. Select all applicable. *

Magazines

Blogs

Social media platforms e.g. Facebook, Instagram

Television

Radio

Internet

None

Question 7. Are you aware of how social media influencers promote brands products? *

(O No, but I would like to know how
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Question 8. Have you ever come across a social media influencers post promoting a product?

Question 9. If “Yes’ to Q.8, which platforms have you seen these posts? If 'No' to Q8, please
skip question.

YouTube

Facebook

Instagram

Blogs

Snapchat

Twitter

Telemarketing

Other
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Question 10. How many social media influencers are you currently following? *

1-5

6-10

1115

16-20

More than 20

None

Question 11. Have you ever purchased a product that was promoted by a social media

influencer? *
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Question 12. How likely are you to trust a social media influencer with what they are

promoting? *

Very likely

Likely

Depends if they are paid to do it

Depends on the influencer

Depends on the brand they are promoting
Not likely

Don't know

©)
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Question 13, Have you ever been influenced by these people? Please tick each

person who influenced you. *

[J Kylie Jenner [J Nikkie De Jager

[J Huda Kattan [J Jeffree Star

[J Wayne Goss [ saffron Barker

[J None of the above
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Question 14. If you see a product being promoted by a social media influencer, how would

you go about buying? *

(O Instantly purchase online
(O Do further research online
(O Try before I buy in store

O | wouldn't buy

Question 15. If you see a product being promoted by a social media influencer that you like,
would you purchased it to support them or purchase it because you actually want the

product? *

O Purchase to support them

(O Purchase because | want the product
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted
ethically. A researcher may not be covered by the University’s insurance if ethical approval
has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work
undertaken on a systematic basis in order to increase the stock of knowledge, including
knowledge of man, culture and society, and the use of this stock of knowledge to devise new
applications”. As such this covers activities undertaken by members of staff, postgraduate
research students, and both taught postgraduate and undergraduate students working on
dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies,
testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.
This form must be completed and approved prior to undertaking any research activity. Please

see Checklist for details of process for different categories of application.

SECTION A: About You (Principal Researcher)

Full Name: Nia James
Tick all boxes which apply:
Member of staff: o Student: = Honorary research fellow: o
Faculty/School/Centre: Business School
Campus: Swansea
E-mail address: 1705762@student.uwtsd.ac.uk
Contact Telephone Number: 07889379874
For students:
Student Number: 1705762 Undergraduate
B Taught
Programme of Study: BA Hons Postgraduate (m}
Director of Studies/Supervisor: Caroline Jawad Research ol

SECTION B: Approval for Research Activity

Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process | YES | ® |NO | O
for different levels of research by different categories of individual)

Date
If Yes, please indicate source of
approval (and date where known): Research Degrees Committee m]
Faculty Research Committee o
Other (write in) o

Approval in principle must be obtained from the relevant source prior to seeking ethical approval.
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SECTION C: External Ethical Guidance Materials

Please Tist the core ethical guidance documents that have been referred to during the completion
of this form (including any discipline-specific codes of research ethics, and also any specific
ethical guidance relating to the proposed methodology). Please tick to confirm that your
research proposal adheres to these codes and guidelines.

Dissertation handbook =
Advice from supervisor =
[u]
SECTION D: External Collaborative Research Activity
Does the research activity involve collaborators outside of the
University? V= o o =

If Yes, please provide the name of the external organisation and name and contact details for the
main contact person:

Institution

Contact person name

Contact person e-mail address

Where research activity is carried out in collaboration with an external organisation

Does this organisation have its own ethics approval system? YES = NO a

If Yes, please attach a copy of any final approval (or interim approval) from the organisation

SECTION E: Details of Research A

Indicative title: A critical analysis of the impact of social media influencers in the beauty
industry
Proposed start date: 1%t of October 2019 Proposed end date: 11% of May 2020

Purpose of research activity (including aims and objectives)

Outline the purpose, aims and objectives of the research activity, including key research questions.
Show briefly how existing research has informed the proposed activity and explain what the
research activity will add and how it addresses an area of importance. (Maximum 300 words)

'Aim — critically analyse and explore the use of social media influencers and their impact on the beauty
industry.

Objective 1 - a critical analysis of the key issues involved in social media influencers impact on the beauty
industry

Objective 2 — how social media influencers impact the choices made by young people in Swansea.
Objective 3 — to make recommendations on how organisations can engage with social media influencers.
(this box should expand a

you type)

Proposed methods

Provide a brief summary of all the methods that may be used in the research activity, making it
clear what specific techniques may be used. If methods other than those listed in this section are
deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum
600 words)

Online questionnaire

Focus groups

(this box should expand a
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Location of research activity
Identify all locations where research activity will take place.

Swansea Business School

ou type)

pand as

outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activity is taking place, for example, particular cultural
sensitivities or vulnerabilities of participants.

ou type)

SECTION F: Scope of Research Activity

Will the research activity include:
YES

Use of a questionnaire or similar research instrument?

Use of interviews?

Use of diaries?

Participant observation with their knowledge?

Participant observation without their knowledge?

Use of video or audio recording?

Access to personal or confidential information without the participants” specific
consent?

‘Administration of any questions, test stimuli, presentation that may be’
experienced as physically, mentally or emotionally harmful / offensive?

Performance of any acts which may cause embarrassment or affect self-esteem?

Investigation of participants involved in illegal activities?

Use of procedures that involve deception?

Administration of any substance, agent or placebo?

O0ojo0o0(00RRRRR
R RRR R|®|=RO(o|ojo|o|d

Working with live vertebrate animals?

Other primary data collection methods, please explain in this box

o
o

If NO to every question, then the research activity is (ethically) low risk and may be exempt from
some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval
has been obtained.
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SECTION G: Intended Participants

Who are the intended parficipants:

YES

z
(=]

Students or staff at the University?

Adults (over the age of 18 and competent to give consent)?

Vulnerable adults?

Children under 182

Prisoners?

Young offenders?

Those who could be considered to have a particularly dependent relationship
with the investigator or a gatekeeper?

People engaged in illegal activities?

Others (please identify):

O |00o|of0jo00®®

0|8 R RRRR OO

Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and

how will they be recruited?

Expected a valid sample of a minimum of 100 people in online questionnaire

Information for participants:
YES

N/A

'Will' you describe the main research procedures to participants in
advance, so that they are informed about what to expect?

Will you tell participants that their participation is voluntary?

Will you obtain written consent for participation?

'Will you explain to participants that refusal to participate in the
research will not affect their treatment or education (if relevant)?

If the research is observational, will you ask participants for their
consent to being observed?

Will'you tell participants that they may withdraw from the research
at any time and for any reason?

With questionnaires, will you give participants the option of
omitting questions they do not want to answer?

o|jojojo|ojo|lo

ojojojo|o|o|o

Will you tell participants that their data will be treated with full
confidentiality and that, if published, it will not be identifiable as
theirs?

o

[m}

'Will'you debrief participants at the end of their participation, in a
way appropriate to the type of research undertaken?

[m}

[m}

If NO to any of above questions, please give an explanation
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Information for participants:

YES NO N/A
Will participants be paid? o = o
Is specialist electrical or other equipment to be used with o = o
participants?
Are there any financial or other interests to the investigator or o = o
University arising from this study?
Will the research activity involve deliberately misleading
participants in any way, or the partial or full concealment of the o = o

specific study aims?

If YES to any question, please provide full details
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SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

Full risk assessment completed and appended?

Yes =
No a

Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data,
sensitive organisational information

Sensitive organisational information

(this box should expand as you type)

Ifresearch activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should
make it clear that if something potentially or actually illegal is discovered in the course of a project,
it may need to be disclosed to the proper authorities

Non-disclosure agreement

(this box should exp:

s you type)

Risks to investigator’
For example: personal safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest

Al participants including the researcher will be treated with respect and consideration

(this box should exp:

d as you type)

University/institutional risks
For example: adverse publicity, financial loss, data protection

Good standing of UWTSD considered at all times

(this box should expand as you type)

Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where
appropriate. Include any emergency protocols.

All information will be stored securely and confidentially

(this box should expand as you type)

Disclosure and Barring Service

If the research activity involves children or vulnerable adults, a
Disclosure and Barring Service (DBS) certificate must be obtained

before any contact with such participants.
YES NO N/A

Has a DBS certificate been obtained? o [m] =
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SECTION I: Feedback, Consent and Confidentiality

Feedback
What feedback will be provided to participants, how will this be done and when?

The dissertation will be available to all participants by email request

(this box should expand as you type)

Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded.

Participants will sign a form for the online questionnaire and focus group and will need to tick boxes
for their agreement

(this box should expand as you type)

Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

Al participants will remain anonymous. Confidentiality is a guarantee. No participant will be
identifiable.

(this box should expand as vou tvoe)
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SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the

extensive resources on the University's Research Data Management web pages
(http://uwtsd.ac.uk/library/research-data-management/).
YES NO

Does the research activity involve personal data (as defined by the Data

Protection Act)?

“personal data” means data which relate to a living individual who can be

identified—

(a) from those data, or o =
(b) from those data and other information which is in the possession of, or is likely to

come into the possession of, the data controller, and includes any expression of

opinion about the individual and any indication of the intentions of the data controller

or any other person in respect of the individual.

If YES, provide a description of the data and explain why this data needs to be collected:

(this box should expand as you type)

Does it involve sensitive personal data (as defined by the Data Protection

Act)?

“Sensitive personal data” means personal data consisting of information as to —

(a) the racial or ethnic origin of the data subject,

(b) his political opinions,

(cLhis religious beliefs or other beliefs of a similar nature,

(d) whether he is a member of a trade union (within the meaning of the Trade Union o =
and Labour Relations (Consolidation) Act 1992),

(e) his physical or mental health or condition,

(0 his sexual life,

(g) the commission or alleged commission by him of any offence, or

(h) any proceedings for any offence committed or alleged to have been committed by

him, the disposal of such proceedings or the sentence of any court in such

proceedings.

If YES, provide a description of the data and explain why this data needs to be collected:

this box should expand type)

Wil the research activity involve storing personal data on one of the YES NO
following:

Manual files (i.e. in paper form)? [u] [=]
University computers? 2] [m]
Private company computers? [u] =
Home or other personal computers? [ [m]
Laptop computers/ CDs/ Portable disk-drives/ memory sticks? [ [m]
“Cloud” storage or websites? [u] =
Other — specify: [u] =

For all stored data, explain the measures in place to ensure data confidentiality, including details of

password protection, encryption and anonymisation:

(this box should expand as you type)
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Will the research activity involve any of the following activities: YES

z
(=]

Electronic transfer of data in any form?

Sharing of data with others at the University?

Sharing of data with other organisations?

Export of data outside the European Union or importing of data from outside
the UK?

Use of personal addresses, postcodes, faxes, emails or telephone numbers?

Publication of data that might allow identification of individuals?

ojojojo|ojo|lo

Use of data management system?

Data archiving? o

If YES to any question, please provide full details, explaining how this will be conducted in
accordance with the Data Protection Act (and/or any international equivalent):

Al data collected is anonymous.

xoand a< vou tvoo)

List all who will have access to the data generated by the research activity:

Student

(this b

x should expand as you type)

List who will have control of, and act as custodian(s) for, data generated by the research activity:

Student

(this box should expand a

u type)

Give details of data storage arrangements, including where data will be stored, how long for, and in
what form. Will data be archived — if so how and if not why not.

Storage will be secured by student and will be disposed after 5 years. There will be no paper
storage.

(this box should expand a





image36.png
SECTION K: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my
obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named
research activity will meet the University's Research Ethics and Integrity Code of Practice

Signature of applicant: Nia James Date: | 2/11/19

For students:
Director of Studies/Supervisor: | Bronwen Williams
Nia James

Signature:

Date: 1711119

For staff:
Head of School/Assistant
Dean:

Signature:

Date:

Checklist: Please complete the checklist below to ensure that you have completed the form
according to the guidelines and attached any required documentation:

B | I have read the guidance notes supplied before completing the form.

| have completed ALL RELEVANT sections of the form in full.

=
B | | confirm that the research activity has received approval in principle
=

I have attached a copy of final/interim approval from external organisation (where appropriate)

I have attached a full risk assessment (and have NOT completed Section H of this form)
(where appropriate)

| understand that it is my responsibility to ensure that the ahove named research activity will
meet the University’s Research Ethics and Integrity Code of Practice.

| understand that before commencing data collection all documents aimed at respondents
® | (including information sheets, consent forms, questionnaires, interview schedules etc.) must
be confirmed by the DoS/Supervisor, module tutor or Head of School.

RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to
paresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check
your University and personal email accounts regularly.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit
this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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This form is available electronically from the Academic Office web pages:
http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the
University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk). Staff research directly
in relation to personal study for taught undergraduate or Masters programmes should be submitted via the
Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within
Faculties. Faculties will provide details of the specific processes for this. Where the Ethical issues within any
single ethical application are of particular concern the Faculty will refer these to the University Ethics
Committee. Any student activity that involves the collection of primary data needs to undergo Ethical approval,
this includes assignment work as well as dissertations.

Notes for guidance in completion of this form

Section A: About You
Please complete all relevant sections

Section B: Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval. The proposal approval
only becomes final when the ethical approval is received.

The process for proposal approval varies according the individual and programme of study:
« Research students, by application on form PG1 to the Research Degrees Committee
«  Taught students by review of research proposal within Faculties (Faculties provide specific details of
these processes)
o Staff, by agreement by the Head of School/Assistant Dean

Section C: External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example
health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have
consuited with these.

Section D: External Collaborative Research Activity
Provide detals of the external collaborative partners, where appropriate you might want to submit a copy of
the external collaboration agreement with the Ethical Approval Form. If the partner requires the research to
be subject to its own interal Ethical approval pracess then please provide details of that process and a copy
of any final (or interim) approvals received from the organisation.

Section E: Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research
proposal, and also may not be experts in the specific area of your research. The information provided should
therefore be jargon free and clearly stated.

Indicative Title: please use the same title as used on the research proposal.

Purpose: the Ethical approval process will want to ensure that the methods you propose are adequate and
appropriate to address the research aims and objectives. Excessive additional data collection can be seen as
unethical.

Proposed Methods: the Ethical approval process seeks to ensure that you understand the methods that are
intended, and that the implementation of those methods will be appropriate and without unnecessary impact
on respondents. Please be specific.

Location: this needs to mention geographical location and also local situation (for example, within Local
Authority Offices in Cardiff, using a private room but close to other individuals). If you are collecting data within
an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK: please complete this section in detail_and note any guidance you
have received. Also describe your own familiarity (or not) with the location that you will be utilsing.
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Section F: Scope of Research Activity
Please tick ALL of the research activities that might be undertaken. If any additional types of activity are
intended then please add an extra box and describe these.

Ifyou have answered no to all questions in E then sections G and J do not need to be completed. Section H
should be cansidered_and may be completed. Signatures are still required in section K.

Section G: Intended Participants
Please tick all categories that might apply.

Numbers & Source: if you are using a series of different methods or research activities please list numbers
for each stage/phase. Be clear about how you will find respondents. Wil you use intermediaries, and if so
how? How will you ensure compliance with your sampling strategy?

Information for participants: all participants should be appropriately informed about the research, what is
expected of them and what will happen to the information that they provide. The Ethical review process does
not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in
the case of research students, the supervisor/module tutor in relation to students on taught programmes and
the Head of School/Assistant Dean in relation to staff research.

Section H: Anticipate Risks
All research carries some level of risk. The answers you provide to questions in this section will be reviewed
to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate
against these risks. If you have completed a full risk assessment, as required for example for laboratory work,
field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form. In
that case, please tick the box indicating this has been provided. You will not then be required to complete
Section H.
Risk to participants  Think very carefully about how your actions/questions/discussions might affect the
people you are involving as participants. You might identify the risk as small but it would still be a risk. Many
types of question have the potential to make respondents less content with their life / job; you need to recognise
and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher Think about where you will meet people, if there are any dangers involved in
the location. If you are meeting people as individuals think about using a public place. In general do not visit
people in their own homes or remote locations. If you are talking to individuals about certain issues think about
how their responses might affect you emotionally. What about the risk of collecting insufficient data?
Risk to the University When undertaking your research, you are acting as a member of the University
(student or staff). Professionalism is important, so it is important to be well organised and well prepared.
Punctuality, clarity etc. are all part of this. What will you do to ensure this? You must ensure you do not harm
the good name of the University in any way and do nothing to undermine the reputation of the research it
conducts and sponsors. Upholding high standards of conduct and integrity are vital in this regard. You must
also conduct the research in such a way to minimise the potential for claims of negligence made against the
University, its researchers and any collaborating individual or organisation. In this respect you should always
comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and
regulatory authorities, as well as the university's Research Integrity and Ethics Code of Practice. Research
misconduct in this respect can take many forms, including:
« fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
« falsification: manipulating research processes or changing or omitling data without good cause
o plagiarism: using other people’s material without giving proper credit
« failure to meet ethical, legal and professional obligations: for example failure to declare competing
interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of
confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or
material
«  improper dealing with allegations of misconduct: failing to address possible infringements such as
attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes. Think carefully about the possibilities, and cover here

Section I: Feedback, Consent and Confidentiality
Feedback to participants: outline your approach.  Will interview transcripts be shared with respondents to
check accuracy? Will summaries of questionnaire analysis be made available to respondents in some way?
Will an overview report be provided? How and when?

Informed consent: Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by
DoS/supervisor (if research student), supervisorimodule tutor if taught student, or Head of School / Assistant
Dean if a member of staff.

Confidentiality/Anonymity. Explain clearly how you will ensure confidentiality and anonymity.
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Section J: Data Protection and Storage
Before completing this section itis necessary to read the University's Research Data Management information.
The questions that follow are designed to ensure compliance with the Data Protection Act as well as
established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the
summarisation and analysis of data. You will need to explain these in relation to compliance with the Data
Protection Act.

Think carefully about who will have access to your data, this wil include supervisors and examiners. Alsa that
athesis will be made available via the University library and the British Library system. If you are seeking an
access bar for a period of time after campletion then mention it here. f you will provide a copy of your findings,
or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this
section. But also think about the general principle of data sharing, as explained in the Research Data
Management information.

In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K: Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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