2. Chapter two: Literature Review

2.1 Introduction

The purpose of the chapter is to evaluate the current academic literature on the benefits diversity brings to brands and diversity among social media influencers. The chapter will first examine diversity and the impact diversity has on brands by exploring at two different theories, group reference theory and polarised appraisal theory. The chapter will then explore the social media influencer industry and consider what the public perception on social media influencers currently are. This first objective of the dissertation will be completed in this chapter.  
2.2 Diversity in the Workplace
 (Wambui, et al., 2013) describes diversity as understanding, recognising and applauding differences among people. Types of diversity can be spilt into seven different groups, these are, race, religion, culture, age, sexual orientation, gender, and disability (Sexena, 2014). 
 It is suggested that having a diverse team in the workplace in beneficial to an organisation (Armache, 2012) expands stating that the benefits are that organisations with more diversity have improved decision making skills and are more efficient at problem solving. There is also reason to believe that there is improved manufactured goods advancement, these benefits are likely to be down to people of different diversity have had different experiences and are better benefiting the consumers. (Levine, 2020) confirmed this with the results of study by BCG examining 1700 organisations on how diversity affected their innovation in profits made, the study found that those with more diverse teams had more profits than those with lower.

It is important to mention that  (Armache, 2012) also explained that there were some downsides to having high levels of workplace diversity, these were a difference in opinions leading towards productivity another common issue in workplace diversity is tokenism which is sometimes true perceived to be true. (Podoshen, et al., 2021) explained that tokenism when a member of a minority group receives the role that is perceived to be help for a member of the majority group. Tokenism is often perceived, however, when it is real it could lead to a lesser experienced individual getting that role. 
(Scarborough, et al., 2019) clarified that for diversity in the workplace to work their policies have to be supported by the employees of the organisation, but, more importantly the managers in the organisation. Support and leadership are a big driving factor to having a diverse workplace, the article also found that woman and those from ethnic backgrounds were more accepting of diversity policies in contrast to men and white people, this suggests that diversity policies start from those who are from diverse background and are not as accepting by the majority groups. 
2.3 Brands and Diversity 
Brands and branding can be an integral part of an organisation, with brand loyalty ensuring future sales for the organisation (Malik, et al., 2013) with this in mind does diversity in brands benefit them and do they see link between more diverse advertising and better consumer engagement.
It is important to evaluate the importance diversity has on brands and are consumers more engaged with brands that have more diverse content. (An & Weber, 2018) asked if diversity does benefit brands by looking at the content of 69 US brands on Facebook and Instagram, the case study asked if there was a lack of diversity in the brands content, if the audience reflected the diversity in the brands content and do users of certain diverse groups engage with more content that represents them.
The study found that diversity does benefit brands as the audience from the same diverse background tend to buy products that are advertised with models they can relate to. Two different theories were considered for this case study, they were Group reference theory and Polarised appraisal theory. 
2.3.1 Group Reference Theory 
Reference group theory is when society is split it to different groups with personality traits and physical characteristics or reference points to define different groupings (Dawson & Chatman, 2001). The theory can be broken down further with two different types of reference groups, one that an individual is already part of and one which an individual want to be a part of, when looking at consumer behaviour this is thought be more valuable.
 This is important to consider when looking at influencer marketing as consumer behaviour will be dictated by what reference they group they would like to be in and in a reference group there can be one top influencers to influence the rest of the group (Gajjar, 2013). This could be the way in which influencers on social media operate, in that they are the lead influences in different reference groups with marketing teams using them to understand consumer behaviour and to better sell their products or services. 
2.3.2 Polarised Appraisal Theory 
Polarised appraisal theory differs from reference group theory in that those not part of the reference group will have strong reactions to those groups, reactions can be favourable or unfavourable (Linville & Jones, 1980). An example of this would be a black social influencer promoting a product and white social media users being influenced to by this product despite being in different reference groups. 
(Lee & Kim, 2016) completed a study to see how different ethnic groups related to different models, the study looked at white models and found that Hispanic and Asian Americans associated the models as having a higher financial position. This is useful to consider when analysing influencers as a brand may decide to use an influencer of a particular reference group whilst targeting those of a different reference group of how they are perceived.
2.3.3 Social Identity Theory 
Reference group theory and Polarised appraisal theory is remarkably similar to Social Identity theory, which is when a person’s identity is founded on what social group they feel a part of and individuals in the group with try and improve the significance of the group the individuals belong to (Hogg, 2016). These groups can be cultural, religious, or even a certain the individual supports, it could be argued that an individual could be part of many groups through out society. 
This has strong similarities to both Reference group theory and Polarised appraisal theory with individuals’ beliefs in what groups of society they belong to (Stets & Burke, 2000) explains further that individuals are places in to certain groups as they few themselves to relate to other members of the group as seen in Reference Theory and would be aware of other groupings and could have positive or negative views on the other groups as seen in Polarised appraisal theory. It would be these theories that marketing teams use when selecting influencers to market products to the consumers, with different influences targeting different groupings. 
(An & Weber, 2018) found that of the 69 brands they looked at, the majority of the consumers reacted more positively with those in the same groups. There were some brands that did not follow this such as Ann Summers, where it was found the audience was mainly male, however. the models were mainly female. Using these findings, the same could be assumed when referring to social media influencers and the products they market with the majority of social media influencers being part of the same reference group as their audience and those interacting with their posts. 
2.4 Social Media Influencers 
Social media influencers use their platform on social media to influence their audiences’ attitudes to buy products or brands (Freberg, et al., 2011). The popularity social media influencers has risen enormously in recent years with the rise of social media  (Oritz-Ospina, 2019) explained that one in three people across the globe now use social media with the number of adults in the US using social media going from 5% in 2005 to 79% in 2019. 
2.4.1 Social Media Influencers benefiting brands 

Most brands that use social media will use social media influencers to get their brand out to a wider audience (Glucksman, 2017) argued that through using social media influencers brands gain better relationships with their customers with brand loyalty also increasing.  
One of the largest industries social media influencers are used in is the fitness industry, with the rise most likely down to social media users being more health conscious due to social media websites (Ridgeway & Clayton, 2016). It could be argued that this is due to a rise of social media influencers posting about their lifestyle and users wanting to emulate that lifestyle. The fitness clothing brand Gymshark has grown enormously, (The Economist, 2020) made clear that the reason for the initial success of Gymshark was the work they did with YouTube bodybuilders to get the brand recognised. As the brand has no physical stores, social media plays a huge part the marketing for the brand now worth over £1 billion and a lot of the success owing to working with influencers. 
It is clear that social media influencers do benefit brands by which is why they are used by most brands. (Jimeneze-Castillo & Sanchez-Fernandez, 2019) conducted research on social media influences to see how effective they were and influencing users to engage with a particular brand. The study found that not only was there more engagement on social media for the brand, also, the thoughts users felt on the brand could also be changed. This suggests that social media influencers could increase brand loyalty, or it could be argued that the loyalty is with the influencer and in the influencer leaves a particular brand the users could follow them.
2.4.3 Perception of Social Media influencers

It is important to consider the public perception of social media influencers as this will help determine they usefulness in benefiting brands and to better understand the relationship influencers have with consumers.
Influencers are often labelled as a new type of celebrity, (Grave, 2017) sought to understand the difference between social media influencers and mainstream celebrities. The find showed that although celebrities were look on more favourably, when it came selling and endorsing a product the influencers had a higher impact. It could be argued that this is because social media influencers are more personable and can relate more to the consumer, that would suggest that the consumer identifies more with the influencer. Which would suggest that brands would in turn benefit more to have influencers that consumers could relate too meaning a more diverse group of influencers. 
Relatability is what makes social media influencers so key for brands, as they can relate directly to the consumer. However, the more popular an influencer gets it would lead to believe that the less relatable they get to the average consumer. (Luoma-aho, et al., 2019) suggests that influencers must keep an authenticity to be successful and not to show that they are closely linked to a cooperate brand. If the influencer is seen to be cooperate then they lose their relatability, just as they would if they were to become very famous they could lose that relatability. 
It could be argued, however, that the biggest and most successful influencers are very famous celebrities with big followings. An example of this is the Kardashian-Jenner family who were catapulted to fame from a reality show and have since become some of the most followed individuals on social media. (Statista , 2021) stated that Kylie Jenner alone has 221.61 million followers on Instagram and is thought to be worth over $1 billion. It could then be argued that like polarised theory consumers look to influencers to see what group they want to be in and not which one are in.
2.4.3 Diversity Among Social Media Influencers 

There is a gap in knowledge when considering diversity among social media influencers, there is a significant amount a research when looking at diversity in the workplace and at online marketing. This dissertation aims to expand on academic already conducted for a better understanding of diversity among social media influencers. 
Consumers are following more diverse influencers than ever before, (Williams, 2020) explained that users following more diverse influencers are up by 36% since the BLM protests happened last year suggesting that awareness for more diverse individuals has gown. However, there is still reason to believe social media influencers are not as diverse as the society they represent. 
Dote is a fashion app that was recently called out for a lack of diversity among the influencers used. (Talbot, 2019) explained that a YouTube star revealed that they felt there was racial exclusion with Dote, as a result many other influencers stopped working for the brand. It could be argued that some influencers have more control than some brands, and if an influencer calls out a brand the affects could be catastrophic for the brand. Talbot went on to say that more than ever brands are trying to pick the right influencers to market to the correct audience for their products. (Wiley, 2020) continued with this, suggesting that social media influencers and brands have a mutually beneficial partnership and for the partnership to keep thriving more diversity is needed to make sure the consumer can relate to both parties. This would also tie into group reference theory, as to achieve better engagement with the consumer they would like to see themselves in the influencers, so for a brand to benefit the correct influencers need to be chosen to make a partnership with. 


2.5 Conclusion 
This chapter of the dissertation achieved the first objective, to conduct a literature review to understand if diversity benefits brands.
The chapter discovered that diversity in the workplace is beneficial to the organisation with the results leading to higher profits and productivity and the policies for the implementation of a diverse coming from people with diverse backgrounds (Armache, 2012; Levine, 2020; Scarborough, et al., 2019). Studies have shown the positive impact diveristy has on brands, these were down to looking at different theories. Group reference theory groups people into different groups and those in the group relate more to those in the same group. Polarised group theory again breaks in down into groups but people have postive or neagaitive reactaions to those in a different group. (An & Weber, 2018; Dawson & Chatman, 2001; Linville & Jones, 1980; Stets & Burke, 2000). 
The chapter then sought to understand the benefits social media influencers had on brands and to dicsover if they were diverse and representing society. Studies revelaed that social media influencers do benefit brands and are an integral part of the marketing team with many orgainsiations using them. Influencers, however, have to realte to the consumers to be succesful like is seen with group reference theory. There was a lack of research to verify if there was there was diversity among social media influencers, however, articles detailing brands having negative press due to a lack of social media diveristy. 
The next chapter of the dissertation will discover suitable research methods and methodology to find solutions for the gaps in knowledge found in this chapter. 
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