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Abstract 

The overall aim of this dissertation is to critically evaluate and explore the use of brand ambassadors within the cosmetic industry. As there has been a rapid increase of cosmetic brands using brand ambassadors within their marketing campaigns. In order to achieve the aim of this dissertation, a number of clear objectives were set. The objectives were to:
1)
A critical analysis of the academic literature on brand advocates and the increase in the use of brand ambassadors. 

2)
Explore consumer’s perception of brand ambassadors within cosmetic industry.

3)
To make recommendations on how organisations can engage with brand ambassadors.
Secondary research, has been conducted in the form of a literature review. With a wide range of sources which include academic textbooks, journals and relevant websites and surveys. As a part of the primary research, an inductive approach was taken, with a mixed method approach, which suited the aim of this dissertation. The total sample response was 130 for the online survey and two sets of focus groups were held to further investigate issue that were identified in the online survey. The online survey was created via Survey Monkey and distributed via social media platforms and beauty forums.  

The main findings of this dissertation found, theme main themes which to some degree support current literature. 

1.
No clear definition of BA

2.
Clear association between BA and celebrities

3.
Clear split between demographics on trusting BA
However, a number of contradicting in relation to the primary and secondary research were found, specifically regarding age demographics and consumer buying behavior. From this study, it is clear more research is needed, in this topic area of brand ambassadors within the cosmetic industry: 1) especially, researching differences in age and gender demographics perceptions of brand ambassadors in the cosmetic industry. 2) To what extent do brand ambassadors have on consumers buying behavior of different age demographics’? 
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CHAPTER 1 
1.1 Introduction

The overall aim of this research is to critically analyse and explore the use of brand ambassadors and their impact on the cosmetic industry. The cosmetic industry has seen a rapid increase in the use of brand ambassadors in recent years and according to Markerly (2017) it is set to continue to increase over the next few years. 
1.2 Research Aims and Objectives

1.2.1 Aims of the research paper.

The aim of this research paper is to critically evaluate and explore the use of brand ambassadors within the cosmetic industry. 

1.2.2 Objectives of the research paper.

This research will address the following objectives:-

1) A critical analysis of the academic literature on brand advocates and the increase in the use of brand ambassadors. 

2) Explore consumer’s perception of brand ambassadors within cosmetic industry.

3) To make recommendations on how organisations can engage with brand ambassadors.

1.3 Rationale

The purpose of this research is to investigate contemporary issues, in relation to the rise in brand ambassadors and their influence over consumers. Currently this area lacks research and evidence to show if brand ambassadors have any affect or influence over the consumer decision-making process. 
However, According to Erdogmus and Çiçek, (2011) (cited in IGI Global, 2017) a small number of previous studies, have been carried out on similar topic. However, studies focused on consumer motivations and not on the use or practice of brand ambassadors within the cosmetic industry and the impact  they exhibit.   There is a clear gap in the research, which does not identify if and how brand ambassadors facilitate in the consumers decision-making process. 
In recent years, there have been advancements in technology, which has directly affected consumer behavior for instance access to the internet and social media platforms. Brands can now build relationships with customers more easily and can engage in communications, in a two-way exchange communication process online.  According to Fill (2009) traditionally communication exchange illustrated a one-way communication exchange from brands to consumers only, which evidently as changed, due to the today’s technology. 
According to Roderick (2017, p. 1) the advancement in technology and the internet has led to an increase in brand ambassadors within the cosmetic industry such as the L’Oréal Beauty Squad. The squad has five of the UK’s most influential beauty bloggers, who help to promote and review L’Oréal’s products, the company is hoping to create a wider audience by using UK bloggers (Gilliland, 2016).   L’Oréal utilizes the ambassadors to create content for them. L’Oréal stated this campaign is ‘more than selling' it is about spreading ‘confidence within young people' (Loreal, 2017).  The shift from just selling products, to a more meaningful relationship between brands and consumers are becoming more important and is becoming evident within the cosmetic industry. Organisations and brands has realized that the internet can facilitate in promoting brand loyalty and advocacy. 
1.4 Structure of the dissertation.
Following the content of research aims and objectives, the following chapters will commence in this order. 

1. Chapter One – Introductions. This chapter will provide a clear and simple introduction to this study, specific to the research aims and objectives.  

2. Chapter Two – Literature Review. This chapter researcher's and explores the area of Marketing and how brand ambassadors are used within the cosmetic industry.

3. Chapter Three- Methodology. This chapter will explore and identify the approach and methods that will be used, to carry out primary research, which aligns with the aims and objectives of this research paper.

4. Chapter Four – Data Analysis. This chapter analyses the primary data and outlines the finding of the research that has been carried out. This chapter will also analyze if there is a correlation between the data and previous research that has been carried out, discussed in chapter two. 

5. Chapter 5 – Conclusion and recommendations. This chapter will focus on conclusions of the research that has been carried out. In addition, the recommendation has been identified in regards to carrying out this research paper which the author feels further research and developments are needed within this area of topic.  

CHAPTER 2

2.0 Literature Review 
‘Everybody wants, nobody's ashamed, and everybody wants you to know their name, everybody wants, nobody's ashamed, everybody wants to be famous.’  (Super Organism, 2018, p.1)
The overall aim of this research is to explore and evaluate the use of brand ambassadors in particular within the cosmetic industry. 

Therefore, this chapter will research and explore relevant and appropriate literature and sources that will help to critically analyze, the use of brand ambassadors within the cosmetic industry. A range of diverse sources will help to explore this topic, which will include relevant and appropriate academic textbooks, academic Journals, research papers, and websites. 
 2.1 What is marketing?
According to Kotler and Armstrong, (1991, p.7) marketing is a form of exchange. Exchange is ‘conducted by individuals and organizations for the purpose of satisfying human wants'.  Marketing take the form of research through building brand and product awareness, and exchange relationships between customers and organizations. Which in turn has a positive impact of the profitability of organizations.  The definition above will used within this dissertation, to mark the relationship between individuals (i.e. consumers) and organizations. However, a third element of exchange between brand ambassadors will be used; as an extension of the organization to help build and strengthen customer relationships, and to help reach, and attract wider audiences for the organizations.   Similarly, Kotler, et al., (2005, p.10) define exchange as ‘the act of obtaining the desired object from someone, by offering something in return'.    Traditionally this quote defines exchange as a product for the money; however, today's organizations are looking to build stronger long-term customer relationships, by using brand ambassadors as extensions of their communication exchange.  Which help organizations to build sustained relationships that result in brand loyalty and more sales.

The American Marketing Association, (AMA)  (2013, p.1) argues marketing is ‘the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. This definition looks at marketing in a similar way however, AMA defines marketing as an activity which is part of a process of exchange; which adds value to customers, partners and the wider society. Brand ambassadors would sit within the set of institutions and processes for creating, communicating exchange, which is said to add value to the customers via reviews and their opinions on brands and products, Through a range of communication channels; such as blogs, videos, and images.   However, according to Chartered Institute of Marketing, (CIM) (2015, p.1) marketing is the ‘management process responsible for identifying, anticipating and satisfying customer requirements profitably’. This process states three main areas; identifying, anticipating and satisfying customers’ needs and wants, profitably.  As you can see, there is no clear marketing definition however, all definitions have areas are important for an organization to consider, when marketing and when communicating with their customers.   
Traditional, marketing implemented a one-way exchange process, from organizations to consumers. Traditionally organisations used push strategies, which pushed products and services through marketing activities and channels. A push strategy involves pushing a ‘product through marketing channels to the final consumers’ (Armstrong, et al., 2014, p.350).   Alternatively, today many organizations use a pull strategy. According to Armstrong, et al., (2009) a pull strategy involves marketers use marketing activies to stimulate d(Hubbard, 2017)emand for their product in the market, in turn consumer demanding the product. Which more brands are implementing to help promote products and services, due to the change in social and cultural needs of today's consumers.   According to Fill and Turnbull, (2016, p.159) pull strategies are ‘intended to influence end-user customers'. Rather than push the products through marketing channels to the end user. Brand advocates, help within this pull strategy as they can influence and facilitate the end user in the consumer's decision-making process. The pull marketing communication process also allows for two-or-more ways of communication between brands, brand advocates, and customers through the use of web tools and platforms  (Fill and Turnbull, 2016).
Figure 2.1. Exchange Process source (Fill & Turnbull, 2016, p. 9)
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As this diagram above illustrates the exchange process has evolved from traditional ways of communication exchange to multiple ways of communicating. It has now created exchange which adds value to strengthen relationships between the parties. According to Fill and Turnbull (2016) collaboration exchange helps adds value but also widens audience reach and help build strong brand management relationships. This element of collaboration can be linked directly to brand ambassadors within the cosmetic industry, due to adding value via brand ambassadors who create reviews on cosmetic products online. This can be done through blogs or videos which are the top of forms of communication channels brand ambassadors choose to use. As they are most effective. According to Bloglovin (2017) video tutorials helps to build trust and authenticity as it allows for real-time or recordings of visual application of the makeup reviews, that consumers see as more authentic rather than a blog. However, blogs are an extremely successful marketing tool to encourage and attract new and existing customers. Which is evident as it is being used in the cosemtic industry by brands and makeup artists alike. For example Huda Beauty use video tutorials and blogs to review cosmetic products, which are extremly popular with beauty and cosmetic fans.  (Huda Beauty, 2018)
2.2 Marketing Evolution
In recent year’s advancements in digital technologies has directly influenced marketing communications, and influenced how marketers are interacting with their consumers. Marketing has uncounted a dramatic shift which has seen an increase in online communication unlike the early years of traditional marketing, which focused on a one-directional communication channel via in-store from organization to consumers.  The rise in social media marketing and influencer marketing has exploded in the last few years, due to digital technology and access to the internet. Consumers have changed their buying behaviour to accommodate their new way of communicating; via the internet (Chaffey and Chadwick, 2016).  The social media platforms have formed an environment for consumers to share dialect and opinions, on brands and products, which has indirectly caused a two-way communication channel.   
In recent years, there has been an increase in brand ambassadors used within the cosmetic industry, with the likes of L’Oréal and Benefit using brand ambassadors as a part of their marketing campaigns.  More and more companies have started using these brand ambassadors, to promote their products online.  The use of celebrities, to endorse brands has been around for quite some time, particularly in sport and through sponsorship. However, the shift in this role is evident in a number of different industries such as the cosmetic industry. According to Digital Marketing Community, (2017, p.1) ‘57% of beauty fans', are female and aged between 16-64.  Females are more likely to follow brand ambassadors and seek out brand ambassadors prior to purchasing cosmetic products.   According to  Bloglovin', (2017, p.1) ‘71% of Marketers' believe that brand ambassadors help to grow brand awareness via social media platforms, which contributes to overall sales. However, are brand ambassadors trustworthy in the eyes of today’s consumers and is an increase of influencer and affiliate marketing helping?
2.3 Advancements in digital technologies and the impact on marketing.

Marketing has evolved over the last century, due to digital technology advancements, which has allowed customers access to the world wide web.  The development of the World Wide Web (Web 1.0); was first introduced in the early 1990’s by Tim Berners-Lee by connecting ‘hypertext technology’ to the internet. Which ‘formed a new type of network communications’ (Dijck, 2013, p.5).   The Web 1.0 was the first web browser program that allowed a two-way communication exchange between users. This has developed further into a ‘the second cohort of the World Wide Web (Web 2.0) which now focuses on people, collaborate, and sharing of information online’ (Dijck, 2013). 

With continuous developments in social media platforms such as Facebook and Instagram and now SnapChat, has given a new meaning to marketing. These platforms have influenced society and there has been a social and cultural change due to the increasing numbers of people using these platforms; to communicate and connect with people online. This has now directly affected the way in which we all communicate and stay connected. The Web has influenced marketing. However, it has also caused a dramatic shift and has forced marketing to adapt, to using webs tools and features to help in the facilitation in marketing activities, which help building relationships with customers. 

According to Chaffey and Ellis-Chadwick, (2012, p.10) digital marketing is ‘the application of the Internet and related digital technologies in conjunction with traditional communications to achieve marketing objectives.  This definition of digital marketing implies traditional marketing is still used in today's marketing. This view suggests push strategies are still being used, as an intergrated approach to meet customer expectations; in relation to how customers utilise the decision making process.   However, recent evidence from Bloglovin’ (2017) indicates more companies are using pull strategies, due to new digital tools. Both organizations and individuals benefit from this process, which allows a two-way process of exchange 1) which helps organizations to identify, anticipate and satisfy customer needs and 2) consumers received reviews and opinions on cosmetic products, which helps facilitate in the consumers decision making process. 
2.4 The Marketing Mix

In the 1960’s E. McCarthy introduced the marketing mix, ‘which helps marketers to determine and facilitate with product or brand offerings’ (Hutchins, 2017).  The marketing mix includes Product, Price, Place, Promotion, Process, Physical evidence, and People. The promotion element of the mix allows multiple ways of marketing a brand or product.  The promotional mix is made up of five elements, which includes advertising. The key area of advertising is essential for an organization to execute, to ensure effective communications between brands and consumers.   According to Berkman and Gilson (cited in Kaptan, 2002, p.8) advertising is defined as a ‘persuasive media communication designed to respond and help achieve the marketing objective’.   However, advertising is secondary to branding. According to CIM, (2018 p.1) a brand is ‘set of physical attributes of a product or service, together with the beliefs and expectations surrounding it, a unique combination which the name or logo of the product or service should evoke in the mind of the audience.’ Brand ambassadors help to communicate brand messages and promote products attributes by reviewing and conveying opinions on the products through online word of mouth. 

Brand ambassadors in today’s society can be seen as an extension of advertisement and word of mouth, due to their persuasive media communication that brand advocates have online when promoting brands and products. Which help’s brands to achieving their marketing objectives.  Equally, Kotler (cited in Kaptan, 2002, p. 8) states ‘advertising is any paid form of non-personal presentation and promotions of goods or ideas: goods and services by an identified sponsor’. This definition is an outdated perspective of advertising, which does not align with the postmodern marketing practices of today. As advertising today does include a personal presentation to encourage and influence consumers decision making through the use of brand ambassadors.
2.5 Consumer Decision Making Process
The consumer decision-making process was developed in 1968 by Engel, Kollat, and Blackwell, they define the consumer decision-making process as various stages that a consumer will progress through, dependant on the risk and involvement with the purchase. The consumer decision-making process starts from ‘problem recognition, information search, evaluation of alternatives, purchase decision, and finally post-purchase evaluation’  (Solomon, et al., 2014).
However, Bruner (1993) (cited in Milner and Rosenstreich, 2013) argues that the theory ignores psychological influencers and factors that affect consumers. Bruner (1993) argues that problem recognition stage does not acknowledge situations that arise, where individuals realize the difference between their actual state of affairs and their desired state of affairs. Kollat and Blackwell theory only acknowledges rational conscious problem recognition and excluding does Irrational problem recognition. Bruner, (1990) acknowledgment of psychological influences suggests that an individual (e.g. consumers) has an actual and an ideal perspective of one's self; which influences the decision making process.  Which is also supported by  Belch and Belch, (2012).
Conversely,  Quester, et al., (2013) suggests that the initial stage leads to the creation of the purchase. However, to what degree is the conscious and unconscious mind and external influencers contributing to the decision?   According to Solomon, et al., (2014) external influences are concerned with social and cultural factors that influence society and cause change.  To what degree do brand ambassadors facilitate in this recognition?
Brand ambassadors have a major role, in marketing and in our post-modern society, attributable to social media and the trend of sharing and engaging online with social networks.   According to  Bloglovin', survey (2016)  Brand ambassadors, play a major role in the beauty and cosmetic industry in 2016, which subsequently organizations are increasing their marketing budgets to include and implement brand ambassadors campaigns within their marketing plans. 
As Brand Ambassadors can be seen to influence and encourage consumer journey and decision-making process. Brands recognize the role brand ambassadors can play in provoking and prompting emotional triggers and personal insecurities in consumer which subsequently, affect irrational or impulsive decisions  (Hausman, 2000).  According to  Urbaniak, (2017), brand ambassadors can create belief and expectation of products to improve and achieve one's ideal self. Nevertheless, is this using marketing ethically or is this seen a form of manipulation by brands?
The idea of persuasion and manipulation in marketing has been around for many years, although brand ambassadors encourage a positive representative of one's shelf and actual self or are they contributing to ones ideal self which distorts reality, which leaves individuals desiring and aspiring for progress, which most will never achieve.  Alternatively, it does create a desire to achieve one's ideal self  and satisfies the human need of being a part of a group and the need for belonging, although this belonging has no physical meaning only an online persona of one's self.
However, the evidence suggests brand ambassadors are playing roles in both problem recognition and information search stages to reach, attract, and to encourage purchase  (Bloglovin', 2016).   Subsequencly,  Stankevich, (2017) argues this is dependant on what stage the consumer is on their customer journey and how consumers react to brand ambassadors online social media posts. 

2.6 Differences between a Brand Ambassador, Brand Endorsement, and Brand Advocate
According to Hayzlett (2015, p. 1), a brand ambassador is ‘someone who eats, lives and breathes your brand’.  Unlike a celebrity spokesperson who endorses a brand or products.  These brand ambassadors are viewed, as advocates or ambassadors, which use their knowledge or expertise to influence consumers buying decision.  
Recently, the term influencers have been used to describe brand ambassadors in the cosmetic industry. The increase of the use of influencer’s, both as a concept, which directly associated with marketing activities and communications, and the influencers as a commodity used by brands to connect and engage with their consumers online. This is due to the proliferation of social media and the social-cultural changes to western societies in regards to living in a post-modern society (Hubbard, 2017).
According to Bloglovin', (2016, p.12) ‘Influencers are seen as today’s celebrities’; that drives purchases and boost brands social following via reaching wider audiences, and to attract new and existing customers.  These terms, brand ambassadors, advocates, and influencers appear to be used interchangeably in today.  It seems it is dependent on how brands use influence or affiliate marketing, and whom they employ to help promote their brand and products. Not only do the brand ambassadors promote brands and products; they also create content, which is re-used by brands via their social media sites and website. This allows, free engaging content to be generated, by ambassador’s to help reduces costs and frees up marketing team to concentrate on strategy and other marketing activities (Chaffey & Ellis-Chadwick, 2012).  The increase in the use of brand ambassadors within the beauty industry is evident in how many brands are implementing influencer marketing into their marketing plans.  The industry has seen rapid growth over the last two few years, suggested by Bloglovin' survey (2016).   However, according to Stone, (2017) brands do need to be careful when employing or collaborating with influencers today due to influencers not being authentic and risking brands reputation.
2.7 Impact brand ambassadors have to customers and brands.
2.7.1 Consumers

According to  Lukas and Seno, (2007) brand ambassadors assist with product identification and introduction to new and existing brands and products. It creates interest and desire, which helps brand ambassadors to communicate key benefits and features of the products, which subsequently helps consumers to evaluate the product and reduces the risk element prior to purchase.   
According to Marketing Dive's research (cited in Dinesh, 2017) indicates, that consumers trust their connections and networks on social media platforms and a more likely to engage with influencers and brands there have already built relationships with. According to Bloglovin' survey 2016, 88% of women, follow influencers on at least two social media platforms.
The top five reasons were given by the women on why they followed the influencer:-
1. Influencer posts information on a niche topic they are interested in.
2. Provides inspiration that is achievable in my life.
3. Introduced me to new brands and products.
4. Emotional connection to influencers posts.
5. Trust opinion of the influencer.
Source (Bloglovin', 2016)
Not only do brand ambassadors benefit consumers, it also has many benefits for brands. 
2.7.2 Brands

According to Emarketer, (2016) influencers help with the authenticity of brands and help to build trust between brands and consumers.  However, this is dependent on acquiring the right ‘fit’ influencer for each brand that has similar values as the organization. Every influencer has their own motives and agenda for their online persona and influence over their online networks.  Some self-enhancement, which is associated with fame and monetization on their newfound celebrity status, and others only to express their expertise and knowledge and to inspire others.  There are brands that succeed with influencer marketing and brands that fail due to insufficient research on influencer prior to marketing campaigns and unforeseen circumstances which arise during marketing campaign that can have a negative impact on a brand or product.  However, Chahal (2017)  states the main challenge for brands is to find advocates that are genuine and passionate about their brand and products. According to (Langner, et al., 2013, p. 31) as the increase of brand ambassadors are using their presence and power for ‘self-enhancement' and not for the good of brand or the consumer, this directly impacts on brands reputations if and when the influencers fall out of favour with their audiences and has a negative effect on sales.

2.8 Challenges

Trust is a big issue for brands and consumers alike in relation to influencer marketing. The Federal Trade Commission has enforced regulation within the industry due to lack transparency in regards to sponsored advertising and endorsements through brand ambassadors.  This is why more brands are looking for organic brand advocates to help promote their brand and products, and are decreasing their collaborations with established influences, due to lack of genuine passion and loyalty to brands and products but also a false promotion to the consumers (Monllos, 2017).  The organic advocates have a genuine connection with the brand, which helps to represent the brand well and gives honest review brands products without high payments of sponsorship. Unlike celebrity or established influencers within the cosmetic industry. Also, according to  Hosie (2017) there has been a rapid increase of fake accounts and influencers paying for followers, which is causing concern for brands and is becoming a challenge for brands, when acquiring brand ambassadors. 
There is also lack of research and evidence in relation to brand ambassadors and how much impact they have in facilitating and influence consumers decisions. The current research and evidence that has been carried out by Bloglovin (2016) identifies that brand ambassadors, do have a direct impact on consumers during their purchasing decision, however to what extent is still unknown. 
Current research from Bloglovin’ survey (2016) shows that marketers use influencer marketing:-
1. To help build brand awareness on various social media platforms.

2. To reach a more targeted audience. 

3. For the original content creation.
The average amount spent on influencer marketing in 2016 was between $10k to $75k depending on the size of the brand. (Bloglovin', 2016)   According to  Newberry, (2016, p.1) the growing interest with influencer marketing is increasing and other social media applications must be considered and used by marketer, dependant on targeted demogrpahic. Snapchat is hugly popular with ‘18-24 year olds’.  Bloglovin survey also supports this demographic. Bloglovin  states that  ‘54% of women have purchased a product after seeing an influencers post and 45% have followed a brand directly from an influencer sponsored post' (Bloglovin', 2016, p. 13).   However, Rogers, (2017) argues more evidence shows that brands are finding it hard to track return on investment in regards to these brand ambassadors due to not having a clear framework which tracks brand ambassadors direct impact on consumers and to what extent the influencer has in regards to influencing or facilitating the consumer's decision-making. 
2.9 Evidence of brands using brand ambassadors.

2.9.1Loreal Beauty Squad. 
L’Oreal has introduced a beauty squad, which the brand has employed five female micro-influencers or bloggers, that try and test out L’Oreal products lines and give honest feedback through their social media platforms and video channels  (L'Oreal, 2017). 
L’Oreal believes, this honest critique of their products not only helps to build trust, it also helps Loreal seek honest feedback off the micro-influencers and consumers, which are tracked and recorded as customers feedback of their product lines by using engagement analytics and sentiments tools.  (Roderick, 2017)

L’Oreal has published publications stating that their micro-influencers has increased sales and has helped to promote a positive brand awareness. Additionally, influencers allow the company to target a wider audience, reduces costs by involving the influencers to carried out content marketing and creation which builds trust and authenticity of the brand (Roderick, 2017).
According to Young (2017), L’Oreal beauty squad success is down to working with micro-influencers that attract and have engaging audiences.  According to Bernazzani (2017, p. 1), a micro-Influencers is an ‘individuals who work or specialize in a particular area and frequently share social media content about their interests'. These influencers have a small number of followers unlike celebrities and other big influencers.  According to Markerly (2017) the mistakes brand make, is employing influencers that have thousands of followers on their social media.  Markerly, (2017) suggests that as followers increase, a decrease in engagement and comments occur, which defeats the object of collecting rich data with sentiments web tools to use as feedback for brands.   L’Oreal is not the only cosmetics brand to use influencer marketing there are other cosmetic brands that are increasingly using influencers marketing, some of which have been identified below. 
2.9.2 Benefit Cosmetics

According to Begley, (2017), identifies Benefit Cosmetics as one of the top brands that used influencers in 2017.    According to  Hannah Webley, marketing director at Benefit Cosmetics (cited in Vizard, 2014) the company has previously focused on sales, but now needs to focus on engagement with consumers.  Benefits Cosmetics currently used two beauty bloggers as brand ambassadors for the hippie cheek campaign in March 2017, which introduced benefits new blush product ‘Galifornia' and also used influencers for their brow campaign in 2016. The brand ambassadors, review and carry out makeup tutorials using benefits makeup products through various social media and video platforms such as Instagram and Youtube to help build awareness and influence sales.  Subsequency, the brow campaign ‘drove a 30 to 40 percent sales to lift for the nine products in the line, year-over-year, in its first six months’ (Strugatz, 2017).
2.9.3 Estee Lauder Company
According to Hubbard (2017), Estee Lauder has introduced influencer marketing to their marketing strategies, to improve their sales. As the company has struggled to appeal to the millennial women of today, this is especially true regarding Estee Lauder own Makeup brand. Traditionally, Estee Lauder focuses heavily on TV advertising but now has an integrated marketing plan (Indvik, 2011).   The company has partnered up with an influencer agency, to start reaching and attracting a younger audience; as previously, Estee Lauder has appealed to an older audience.  
Estee Lauder company are collaborating with makeup bloggers and makeup artists, as well as celebrities, to help to promote their products and multiple brands that are extensions of the Estee Lauder Company. Such brands as Bobbi brown and MAC to name a few  (Hubbard, 2017). Kendal Jenner featured in Estee Lauders Pure Color Love lipstick campaign, to help to appeal to younger audience. However, according to Indap (2016) the company failed to reach their sales and objectives. Which illustrates not all brand ambassadors have a positive impact on a brand. 
After researching this area of brand ambassadors, it is clear that brand ambassadors are being used in marketing particularly in the cosmetic industry in recent years, as a form of exchange. The brand ambassadors acts as an extension of the organisation; helping the organisations to reach new audiences, build awareness and creates content which align with organisations marketing objectives. However, there are issues surrounding trust and authenticity for brand ambassadors for both the consumers and organisations in relation to motives of the brand ambassadors.  For example, L’Oréal employed Munroe Bergdorf who was later sacked for racial comments made on social media. However, the influencer was later recruited by rival company to promote and launch their new makeup range.   

CHAPTER 3
3.1 Definition of Research

According to Collis and Hussey, (2014, p.2) defines research as ‘a systemic and methodical process of inquiry and investigation with the view of increasing knowledge.’ There are different forms of research, both primary and secondary research will be conducted in relation to this disseretation.
Primary  research is original data collection and secondary is research from other sources such as academic textbooks, Journals, case studies and other research papers.  Alternatively, according to Saunders (cited in Blumberg, et al., 2011, p. 4), business research is defined as ‘a systematic inquiry whose objectives is to provide the information that will allow managerial problems to be solved’. However, for an ‘accurate and valuable’ collect of research to be collated successfully, appropriate methods of research must be carried out. (Smith, et al., 2012) 
Creswell, (2014) describes research as a broader approach which involves a plan or proposal to conduct research; involving intersections of philosophy, research design, and specific research methods. 
3.2 Research Design
According to O'Gorman and Macintosh, (2015, p.82) research design ‘refers to the steps which will be embraced to relate the study’s questions to the data collection and analysis stages in a coherent way’.   Creswell, (2014) identifies three main types of research. Exploratory, Explanatory, and Descriptive. Within this dissertation, an exploratory research approach has been implemented to explore the use of brand ambassadors in the cosmetic industry and their role in the consumers buying process. 
3.3 Research Onion
Saunders, et al., (2009) developed a ‘Research Onion', which is seen in figure 3.1, which encompasses multiple layers that must be considered prior to conducting research. Each layer represents a specific way of carrying out research and the way research should be considered, for the effective and positive outcome. 
Figure 3.1 Research Onion 
(Source Mark Saunders, Phillip Lewis, and Adrian Thornhill 2007)
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 3.4 Philosophy

According to Saunders, et al., (2009, p. 108) the research philosophy shapes the outer layer of the onion, which ‘underpins your research strategy and the methods used’.   This dissertation has embarked on both paradigms of positivist and an interpretive philosophy, due to the primary research that has been carried out. However, an interpretive philosophy has been applied as the research explores social science area, on how consumers perceive brand ambassadors within the cosmetic industry. 
According to Taylor, et al (2007) (cited in Saunders, et al., 2016) a paradigm is defined as a ‘broader view or a set of assumptions that are preserved by someone’. 
The positivist philosophy has identify a ‘single true answer’, which the online survey will address, by gathering data on general perception and attitudes towards brand ambassadors within the cosmetic industry, off consumers (Collis and Hussey, 2014).

However, the interpretive philosophy looked at ‘understanding differences between humans as social actors' meaning the research intend to focus on understanding individual's perception of brand ambassadors within the cosmetic industry.  (Saunders, et al., 2016, p. 140) (Collis & Hussey, 2014)
Both positivism and interpretive was highly appropriate  to this dissertation, as the research seeks to gather generalizations of consumer perception with online survey's and second, carry out an interpretative philosophy in a form of a focus group to gather an in-depth understanding of consumer's perceptions on brand ambassadors.

3.5 Research Approach
According to Ghauri, et al., (1995, p. 8) inductive draws general conclusions from empirical observations. This process goes from assumption to conclusion. 
An inductive approach has been used to ‘focus on the individual meaning of a complex situation' regarding consumers and brand ambassadors within the cosmetic industry. (Creswell, 2014, p. 4) 

3.6 Research Strategy 

According to Greetham (2014, p. 193) quantitative measures ‘empirical data expressed in numbers' and qualitative ‘expressed in words describing attitudes, feelings, opinions, customs, and beliefs'.  The strategies used were online surveys and focus groups. Also known as a triangulation mixed method approach, of quantitative and qualitative research approaches, that evaluate the extent to which the findings are consistent with the current research of brand ambassadors.
Quantitative Approach
A quantitative approach is associated with a positivist philosophy. The quantitative approach that was used were online survey’s, to address the consumer’s ‘strength of opinions’ of the use of brand ambassadors in the cosmetic industry.  Through using a qualitative approach in relation to online survey, it allowed a larger primary data capture of consumer's opinions; which then was further investigated within the focus groups. 
Qualitative Approach
Qualitative approach was taken to carry out with two sets of the focus group that address perceptions of consumers in relation to brand ambassador within the cosmetic industry.  Informal driven focus groups were held, which captured rich data and further investigated the topic. According to Saunders, et al., (2009) these are advantages of carrying out focus groups. Which then can be analyzed in chapter 4. 
Cross-section of Time

According to Cooper and Schindler (2013) is a  snapshot of time that represents that particular moment in time. This dissertation will also represent a snapshot in time in regards to brand ambassadors within the cosmetic industry.
3.7 Research Sample selection

A total number of 130 respondents were gathered. The respondents were aged between 18-70. According to O'Gorman and Macintosh (2015, p. 162), the sample selection is recognized as a ‘convenience sample' due to the nature of the research being carried out online through researchers social media platform. The reason for why this sample was carried out via Facebook was to reach a large audience of respondents, which were the demographic of the current literature in relation to brand ambassadors in the cosmetic industry. 

3.8 Questionnaire Structure

It is important to choose the appropriate question structures and relevant questions to your overall objectives to the research paper. This is an essential element for a successful outcome.  Online questionnaires are appropriate for this research paper due to the wider reach of the relevant audience and due to lack of funds to carry out primary research. In addition, time is a factor, which will online questionnaire it eliminate time constraints to a degree.

For the purpose of this research paper, the questionnaire consists of a maximum of fifteen questions, which range from demographics to specific questions regarding Brand ambassadors. The targeted and structured questions have been written clearly and in a simple easy to follow format to allow respondents to have a clear understanding of what is required of them and will be able to understand the questions. This allows the respondent to give honest responses, to the questions based on their individual perception and opinions on Brand Ambassadors (Cooper and Schindler, 2011).
3.9 Types of Questions used in the Online Questionnaire.

For the purpose of this dissertation, closed questions were used to identify certain demographics, of the respondents, which are relevant to this study. Structured responses were also used, in the forms of multiple-choice, Likert scales and rating questions to establish respondent’s opinions and thoughts on brand ambassadors within the cosmetic industry.   Likert Scale question were used to measure the likelihood or frequency to which Brand ambassadors are followed on social media platforms by the consumers. These types of question were used to clearly identify if consumers currently follow or a likely to follow brand ambassadors after seeing their social media posts, unlike a frequency ranking which wouldn’t give a clear definite answer. 
3.10 Advantages of Online Questionnaires

According to Saunders, et al., (2016).the advantages of carrying out the online survey; are that it targets a wider audience and it gathered a large response.   This statement is supported by Cooper and Schindler (2011) whereby their state there are multiple advantages of using web-based questionnaire or surveys. For example, it widens geographic reach and allows survey to be done autonomously at an appropriate time for the respondent. However, researcher identified the possiblity of respondents not completing the online survey. This was consided during the planning of the survey and a concious effort was made to make the survey quick and simple for respondents to complete in a short amount of time, which then reduced the risk of respondents not completing the surevy at all. According to  Saunders, et al., (2009) more thought goes into respondents answers online survey’s unlike face to face questionnaires due to no pressure for an instant answer with researcher on the street. Researcher also ensured easy and fast access to the questionnaire which Survey Monkey allowed via a URL address linked to social media post distribution. This methodensured low cost were involved, unlike experimental methods, which have a high risk of high cost invoved to carry out experiments. This method also allowed for a rapid data collections and very little time taken by research once questionnaire is designed, unlike carrying out observations or interviews. 
3.11 Disadvantages of Online Questionnaires

According to Cooper and Schindler (2011), online questionnaires have a lower response rate unlike face to face and some questionnaire can be confusing and complex to complete. The online questionnaire is designed with a simple and easy to follow format with no confusing or complex questions. This is to allow for the minimal responses of 100 is reached and for an honest reflection of individuals thoughts and opinions on brand ambassadors within the cosmetic industry.  
3.12 Piloting Web-based Questionnaire

Prior to an online survey being published, a pilot study was used to ensure there were no errors and to highlight are issues or adjustments that need to be amended prior publication. This is essential for a successful survey according to O'Gorman and Macintosh, (2015). This was carried out on friends and family due to time and resource constraints.

3.13 Distribution of Web-based Survey
Distribution of the questionnaire is solely web-based through multiple social networking platforms such as Facebook and blogging forums, which targeted the appropriate and relevant audience for this piece of research. The survey was created and distributed through an online program called Survey Monkey. 

3.14 Advantages and Limitation of Focus groups

The focus groups’ consisted of eleven people in total between focus groups, with a range of age demographics. This conscious decision was made due to the age demographics that responded to the online survey. Unfortunately, gender demographics were not able to be fulfilled due to lack of male participant in the focus groups. This could have been rectified if more time was allocated however; this was not possible due to time restraints. Subsequently, the gender demographic used for the focus groups, correlate with current research in relation to certain demographics interested in cosmetic industry.   By using a qualitative approach, it allowed for a thorough investigation into consumer's perception of brand ambassadors; which identified whether brand ambassadors influenced consumers or not. The advantages of carrying out the focus groups allowed to ‘examine what and how they think and why they think in a special way about the issue of importance’, (Liamputtong, 2011, p. 5).
According to O'Gorman and Macintosh (2015, p. 128) the limitation for carrying out a focus group were, planning and organizing appropriate times when participants could attend and issues with control of participants and the flow of discussions. However, the following steps were taken, to minimize limitation of both online survey and focus groups. The both focus groups consisted of three activities and six questions that were asked during each focus group. For examples of the activities and questions, see appendix 3. Both activities and questions allowed an in-depth investigation on consumer’s perceptions of brand ambassadors in relation to the cosmetic industry. 

In relation to planning and organization of this dissertation, planning tools were used to ensure structure and appropriate timing for each stage of the dissertation to be carried out.   A Gantt chart helped to schedule and plan, the primary research activities, for example, focus groups were planned and emails were sent to all participants to ensure they could attend.  The focus groups were Semi-structured (i.e. activities and questions) which ensured the research to stay on topic and to ensure sufficient and accurate data is collected. Prior to the focus group, a disclaimer form was handed around and communicated to participants to identify whether the participants were happy to participate in the focus group.  Please see example in appendix 2. 
3.15 Reliability and Validity 
According to Saunders, et al., (2009, p.156) ‘reliabilty refers to the extent  to which your data collection technique can be repeated and gather same or similar results. In terms of reliablity this disseration technqiue is relativly high. However, the lack of male respondents in focus groups may reduce the reliability of the study if carried out again. Also geographically, if study was carried out again in a majory city, there maybe a difference in over results and finding in relation to how brand ambassadors are perceived.
According to Saunders, et al., (2009, p.157) validity ‘ is concerned with whether your findings are really about what they appear to be about.’ In relation to this study the validity is low due to the nature of topic being a social study of consumer percpetion and the methods used to investigate and explore consumers perception of brand ambassaords.  
3.16 Limitation of the Research
The limitations of both methods were time constraints and resources, which were need to carry out primary research. In addition, bias could occur due to the facilitation of the focus group; however, research was conscious to ensure no bias was present, which was successful.  The use of a Gantt chart helped with time management of the project. The scheduling tool helps to organize and focus the project within the period of time (Project Management, 2015).
3.17 Data analysis outcome
The use of automation analysis tool via Survey Monkey, have identify the result of the online survey. Once the result were collected then visual, charts have been formulated, to clearly display results for each question. This will be easy to read and interpret the data (Saunders, et al., 2016).
The result have been used within two sets of focus groups to challenge and investigate issues further. The collection of data from focus groups were recorded through audio recordings which were  transcribed via Google documents. A thematic evaluation has been carried out in relation the focus group, which will be compared with an online survey to formulate the results.  
3.18 Ethical Requirements

Due to the nature of this research, the researcher upheld their ethical responsibility as a researcher and as a student at UWTSD; to ensure minimum risk to all participants during the research has been adhered too. 

CHAPTER  4 
This chapter will analyse the results of the primary data collection. Which includes the online survey and focus groups.  Relevant trends and themes have been identified via an inductive approach. This analysis will attempt to draw general conclusions from the data by using a thematically data analysis techniques. A thematically approaches has been applied, to attempt to draw correlations and identifies relationships, which correlates to the literature in chapter 2. 

4.1 Analysis of Results
4.1.1 Online Survey Data Analysis and Findings.
First, a deductive approach was taken; to understand and explore consumer perception of the use of brand ambassadors in the cosmetic industry. The sample size from the convenience sample was 130 respondents. Which were analyzed, interpreted, and customized tables, graphs and charts’ were created. This made for an easy and clear interpretation for the reader. 
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Q1) What is your age?
There is a preconception of a younger female demographic being more interested in the cosmetic industry. The online survey findings, illustrates there was a range of age demographics’ whom completed the online survey. The overall findings represent females up to the age of 44. The three age segments accumulate to 81% of the total age demographic.  Subsequently, this age range of 18-44, was to be expected due to the online survey distributed via researcher personal Facebook and online beauty forums. Which attracts a younger demographic. These findings are supported by literature found in chapter 2; which indicated a younger demographic uses social media to engage and interact online.  Chart 2 also supports the literature in chapter 2. Whereby a high number of females, are interested in the cosmetic industry.
. 
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Question 3, 4 and 5 were asked to establish how respondents purchase cosmetic products and how frequently. To help build a picture of respondents buying behavior.  As reflected in chart 3, 53% of respondents identified they purchase cosmetics products through multi channels, which included in-store and online and 45% purchase cosmetics on a regular basis. (See chart 4 below) This does support the literature in relation to both pull and push strategies being used, by organisations to ensure an integrated approach caters to all consumer’s needs (Chaffey and Ellis-Chadwick, 2012). Organisations combine traditional instore marketing activities as well as online. This allows consumers to search and research products prior to purchase.   However, this may not be a true representation of the population, due to the small sample size and distribution method.
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Chart 5 correlates with Chart 3, in relation to where consumers last purchased their cosmetic products. The findings highlighted in-store in most favorable. However, during the focus group this was investigated further. Some participants indicated that they purchase online, only for a repeat purchase, not for new products. This links with the discussion in chapter 2, which highlights issues surrounding lack of trust in relation to brand ambassadors. This suggests that consumers prefer to visit and try cosmetics in-store especially regarding first time or new cosmetic purchases. 
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Due to the increase in consumers using the internet, one would assume more research would be carried out prior to purchase.   However, the findings show that over a half of respondents did not carry out any research. This would suggest the respondents who completed the survey might have carried out an impulse purchase especially in relation to an online setting due to marketing communications i.e. limited stock available on this product.  However, this was investigated further during the focus group.  The focus groups further investigated repeat purchase.  Most participants from group 1 indicated they enjoyed in-store experience and like to try before buying, in relation to purchasing cosmetic products. However, participants associated purchases, with repeat and not new purchase of cosmetic products. . This was interesting, as these findings would suggest participants from focus group1 are less likely to buy new products unlike focus group 2.   Group 1 are more likely to purchase the same products over and over again unlike Group 2. Whereas most participants in Group 2 indicated they use both online and offline to purchase cosmetics for both repeat and new products.  This would suggest maybe the age demographic impacts on consumer buying behavior. For the focus groups, there is a clear split between ages demographic and how they purchase new and repeat cosmetic products. Additionally further investigation indicated participants did not recognize they actually did carry out research just via different sources. For example, research was carried out; via family and friends, reading magazines, online video tutorials or in-store. 
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Chart 7 suggests when research was carried out; it was carried out predominantly online.  During the focus groups participants, indicated alternative products were sourced, via online (i.e. cheaper or organic products).
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Question 8 was asked to establish, if online and offline sources were used to carry out research on a product prior purchase, as the literature identified a large number of blogs and video blogs were used by brands to help promote products and build brand awareness.  Chart 7 would suggest there are multiple sources that consumer read in relation to cosmetic products, mainly online blogs and magazines. This also suggests that research is being carried without the respondents recognizing they are carrying out research for example word of mouth and through video content. Which supports Bloglovin’ (2017) literature in chapter 2.  However, from this sample, respondents still read magazines in relation to cosmetic products. The focus groups identified many participants highlighted they often trust word of mouth and recommendations from close networks. Which they found were more influential in term of researching or purchasing products.   Many participant from both focus groups stated they would be more influenced by friends and family. 
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Over the last two years, the cosmetic industry have seen an increase in brand ambassadors. With brand’s increasing their budgets and incorporating influencer marketing in their marketing plans, with the likes of the Kardashians sisters and other well-known celebrities; who help promote cosmetic product via multiple social media platforms. It would be assumed, that consumer of a younger demographic would be more aware of brand ambassadors due to the increase usage of celebrities and micro bloggers within the last few years within the cosmetic industry.  However, Chart 9 and Chart 10 clearly identifies 60% of the respondents are aware of brand ambassadors. However, there are 26% of respondents, who are not aware of brand ambassadors on social media. Arguably, of those respondents who are not aware if they have seen brand ambassadors on social media, they have seen brand ambassadors elsewhere, maybe through other marketing channels or activities. 

This correlates with the literature, which suggests the term brand ambassador are used interchangeable by brands and the media; which causes confusion for consumers when associating and identifying brand ambassadors to brands and their products. 
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There is a clear increase of digital platforms being used by brands to improve and increase customer relationships. From the research we can see video channels and Instagram are predominantly used, by brands such as L’Oréal and Benefit.  Chart 11 indicates, YouTube and Instagram are the two predominant social media platforms, where respondents have seen brand ambassadors. Which supports the literature in chapter 2, However, in terms of the 18-24 demographic, Newberry, (2016) indicates that they are more likely to use SnapChat and not Facebook or Instagram.  However, Chart 11 does not support the statistical data of this demographic. 
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Current literture suggests that female consumers are more likely to follow brand ambassardos after seeing one of their posts and according to Bloglovin survey women follow influencers on at least two social media platforms.  However, table 12 suggests the marjority if the respondents are not likely to follow brand ambassaodrs on social media which does not support the literature in chapter 2. These repsondents were prodominently aged between 35+.  The other 16% of repsondents who are likely to follow brand ambassadors were aged 18-34, which supports the younger demographic who are more likey to follow brand ambassadors.  Focus group 1, participants were aged between 30-35 and clearly indicated they do not follow and are not likely to follow any brand ambassaords on social media. However, in group 2 which participants were aged between 18-34 clearly stated they would or currently do follow brand ambassadors on social media. 
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There is a correlation between chart 12 and chart 13. The majority of the respondents stated they do not currently follow any cosmetic brand ambassadors on social media, which is reflected in chart 12 where majority of respondents stated they are not likely to follow brand ambassadors. Again, the majority of the respondents are aged 35+, which does not support the literature, in relation to the age demographic. 
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Chart 14 indicates Facebook and Instagram as being the most often used social media platforms. The findings would suggest the demographic of respondents and the survey distribution through Facebook may have influenced the findings, which may not be a true representation of the targeted demographic. The demographic discussed in the literature are now moving from Facebook and Instagram to SnapChat due to an generally older demographic are being attracted to these social media platforms. Where as a younger demographic are looking for alternative social media web applications (Newberry, 2016).
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From the result above the table shows 49% of respondents said they are likely to purchase a product if promoted by a brand ambassador or a celebrity. Which supports the literature in chapter 2. There was a mixed opinion on whether participants would or are influence to purchase. The overall majority from the focus groups stated, they are likely or very likely to buy after seeing a brand ambassadors social media posts. Which is reflected in chart 15 above, where 49% of respondents are likely to purchase products promoted by brand ambassadors or celebrities.  However, no clear findings were identified on how brand ambassadors influence consumers to purchase. Participants highlighted that they were already looking to purchase products and that after viewing brand ambassador communications via the social media, it stimulated the call to action in relation to purchasing the product that was already needed by the participants. This can be indication of the importance of an integrated marketing communication strategy and a balance of engagement with the consumers, to successfully, facilitate the consumer through the customer journey. 
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The chart above indicates 32% of respondents identified Kylie Jenner and 26% of respondents identified Cheryl Cole as the brand ambassadors they most associate with a brand or a product.   This suggests half of the respondents associated celebrities as brand ambassadors compared to a micro blogger or video blogger such as Shannon Harris or Nikkie de Jagger.  However, celebrities do have a lot more exposure in the mainstream domain e.g., TV or magazine exposure, unlike micro bloggers who have very limited exposure in relation to mainstream publications.   This is interesting as the majority of the findings from both online survey and focus groups; indicates the majority of participants associated brand ambassador as being celebrities. However, the literature indicates brands are moving away from celebrity ambassadors, due to high costs involved, lack of trust and authenticity. 
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Currently literature indicates an element of dis-trust in relation to brand ambassadors and consumers.  Chart 17 supports Monllos (2017) literature in chapter 2. Chart 17 indicates 47% of the respondents disclosed they sometimes trust brand ambassadors, whereas 38% of the respondents said they do not trust brand ambassadors at all. This was investigated further during focus groups.  However, the majority of participants could not explain or identity why they sometimes trusted brand ambassadors and other times they did not.  
4.1.2 Focus Group Analysis.

Both focus groups were held in March 2018. Group1 consisted of five participants and the other six participants, all of which were female. Group 1 were aged between 30-55, and group 2 were aged between18-34.   The reason for all female participants was the focus groups were selected based on a convenience sample.   The purpose of the focus groups were to further investigate, issues or lack of information generated by the online survey. This allowed the researcher to address and investigate further opinions of consumers and to gain a deeper understanding of consumer perception of Brand Ambassadors in the cosmetic industry.  The focus groups consisted of various activities such as identification Brand Ambassadors (BA) and open and closed questions, which helped guide and focus the discussions, without restricting participant’s opinions and the flow of discussions. Researcher allowed enough time with each activity and questions.  A thematic analysis identified three main themes. 

Theme One: No clear definition of a brand ambassador
Current literature identified via Hayzlett (2015) indicated the term brand ambassadors, influencers, brand advocates are used interchangeably, dependent on each brand, and how the concept is applied to their marketing campaigns. In addition, the term and implementation of brand ambassadors are new to the cosmetic industry, which contributes to the confusion due to this term predominately used in sports, in relation to celebrities.  The cosmetic industry uses different types of brand ambassadors, which differ between brands in accordance to size and amount of resources the organisation has. This has left consumers with no single definition of a brand ambassador, which consumer find hard to define and to identify who would classify as brand ambassadors (I.e. celebrities or non-celebrities) but also consumers find it hard to associate with certain brand ambassadors, and are left with no clarity on authenticity of the brand ambassador’s review or opinions. 
The focus groups both started with defining Brand Ambassadors (BA). However, majority of the participants attempted to define BA’s.  However, there was confusion between who would classify as a BA e.g. celebrities or anyone who promotes something online.  Participants debated among themselves and various definitions were highlighted but no clear or unanimous decision was agreed. Which supported literature in terms of various interchangeable definition are utilized for the same role. 
One participant commented she associated all celebrities as BA’s. Which is associated and relevant to the sporting industry, due to the nature of the majority of sporting celebrities were employed as ambassadors to promote brands products and services. However, not entirely true in term of how BA’s are used in the cosmetic industry. 
‘’I see a celebrities as a brand ambassador’’.
Where another participant stated, 
‘’someone that works for a company who promotes the products’’.
This definition is not entirely wrong as in the cosmetic industry employees do carry out reviews especially with cosmetic brands as a part of their job description, However, in terms of this dissertation is encompasses a broader view. 

Whereas another participant stated,

‘’ anyone who promotes products’’.
This definition is a broader depiction of how BA’s are used in the cosmetic industry today, due to the nature of brands creating an authentic environment and real time tutorials which brands use to encourage and evoke emotional triggers which impact on consumers decision making prior to purchase. 
Overall, the participants decided it was difficult to clearly definition the term brand ambassadors, as well as to identify who would classify as one. However, it would be difficult for consumers to determine what a paid promotion is, and what is not in relation to brand ambassador’s posts online.  Brands and brand ambassadors do not always clearly stated that they are being paid or sponsored to post content on social media. This is why the Federal Trade Commission is now regulating social media posts and trying to protect consumers via their new regulation, which states if anyone is being paid or sponsored they must state clearly in their post, to ensure transparency for consumers. 
Theme Two: A clear association between Brand Ambassadors and celebrities

The first activity conducted with the participants was the identification of BA’s from an assorted list. Group 1 found it hard to identify many of the BA’s. However, Group 2 found it a lot easier. There is a correlation between age demographic, which is supported by the literature. However a younger demographic are fair more aware of influencer marketing than an older demographic. Whereas this marketing concept is new to an older demographic and this particular age demographic find it hard to relate and associate themselves with.  This would suggest a younger demographic are more likely to be interested and engage with brands via social media than an older demographic (Bloglovin', 2017). 
Both groups started by identifying the celebrity brand ambassadors, then group two managed to identify only one or two of the micro bloggers, which clearly suggests the limitations between age demographics.  One participant stated,

‘’I can recognize some of the celebrity ambassadors but I do not know any of the others’’.
Another participant-identified all celebrities as well has a micro blogger. 

‘’I know all celebrities, and I know Nikki De Jegger face I think she is a You Tuber, I follow a lot of makeup artists on YouTube and watch the makeup tutorials’’.

Current literature identifies that many brands are now moving away from using celebrity brand ambassadors due to the lack of trust and high cost involved in employing them. However, current literature indicates that brands are increase their budgets to collaborate with micro bloggers to help increase brand awareness and sales. However, Group 1 participants found it hard to identify non-celebrity BA’s, which contradicts the literature in terms of how brands use influencers to increase awareness and sales in the cosmetic industry.  Alternatively, Group 2 supports the literature in relation to a younger age demographic, that are interested and do trust non-celebrities brand ambassadors.  By organisations trying to eliminate the trust around celebrities and using more micro-bloggers, may encounter a huge risk for brands; due to the lack of exposure, micro-bloggers have unlike celebrities. This also depends on demographics that are being targeted, by the brands, as these BA’s must be relatable to consumers for them to buy in on the concept and message being communicated by BA’s.
Theme Three: A split between ages demographic in regards to trusting BA.
The current literature identifies clear mistrust on both parties’ (i.e. brands and consumers in relation to BA’s) However, during the focus groups, there was a clear divide between age demographics in relation to trusting BA’s opinions and reviews on products via the internet. All participants within Group 1 stated they do not trust brand ambassadors, due to the lack of trust associated with the brand ambassadors and them being paid to promote the products. 
Participant 1 states:
‘’No I do not or I would never trust them, they are being paid’’.
Whereas, the majority of participants from Group 2 stated yes, or sometimes. 

‘’ I have trusted some in the past but it is more like blogs or YouTube videos and they were not celebrities’’.

The above statements both support literature as it identifies there is somewhat an element of dis-trust in relation to BA’s. However, the focus groups did try to investigate this issue further with probing questions; however, participants could not explain further to why they only sometimes would trust BA’s and why other times they would not trust the brand ambassadors.  More research is needed, in this area to explore why there is an element of dis-trust associated with BA’s. 
CHAPTER 5

5.1 Conclusion

The overall aim of this dissertation was to critically analyze and explore the use of brand ambassadors and their impact on the cosmetic industry. As this is important to the cosmetic industry.  The cosmetic industry has seen a rapid increase in the use of brand ambassadors in a relatively short time. According to Bloglovin', (2016) the perpetual growth is set to continue and marketing budgets are set to increase to include brand ambassadors within brands marketing campaigns.   Brand ambassadors and advocates have been around for many years in sports, in relation to sponsorship and advertising. Within these industries, brand ambassadors get paid significant amounts of money anything from a couple of thousand per post to promote products. According Monllos, (2017) brand ambassadors maybe linked to an element of dis-trust, especially when brand ambassadors do fit the company brand and values, or the targeted audience. 
However, brand ambassadors are a relatively new phenomenon in the cosmetic industry.  The changing landscape of marketing and the cosmetic industry, which now includes the internet and social media. Dramatically impacts on how brands use brand ambassadors as a part of the communications. The shift in marketing activities, which includes non-celebrities, and celebrities who help promote products online via blogs, video tutorials and photos is increasing year on year according to Bloglovin’ (2017).  It is clear from the literature and the primary research data that cosmetic brands are using brand ambassadors as a part of their pull strategies to help to facilitate in their marketing communications, to communicate to wider audiences, and to build stronger customer relationships. However, the use of brand ambassadors does not necessary impact on result in relation to increasing sales. On the other hand, may influence and help brand awareness, and improve relationships between consumers and brands.   Which in turn may improve brand loyal. 
The results in chapter 4 indicates a clear issues surrounding the terms and use of brand ambassadors in the cosmetic industry, which causes confusion and issues surrounding relatable for consumers. However, Ellis-Chadwick (2012) states brands are using non-celebrity ambassadors within their marketing campaigns such as L’Oréal and Benefit cosmetics, which is accelerating the confusion issue surrounding BA’s and only causing more confusion and un-relatable influencers for a certain age demographic. The primary research data from this dissertation indicates that consumer currently find it difficult to relate to non-celebrity ambassadors, possible due to lack of exposure, unlike celebrity ambassadors. This would suggest higher risks for brands in relation to using non-celebrity ambassadors in brand campaigns. Whereas, brands that use celebrities are more to impact or influence consumers; due to consumers have ready formed opinions or perceptions of celebrities.  However, this area needs to be further investigated.
From this study, the majority of participants were only able to identify celebrities as brand ambassadors, which does not support current literature associated with BA’s, and how brands use them. According to Roderick, (2017) brands are starting to move away from celebrities ambassadors and using more micro bloggers to help reduce costs and reach wider audiences; which brands believe it helps to tackle the issue surrounding authenticity and trust.  However, the dissertation findings did not support the literature related to how and why brands use BA’s in the way they do today.  Participants were unable to recognize or identify any micro-bloggers in the first activity of the focus groups. Which contradicts why brands are using micro-bloggers in their marketing campaigns. 
According to Monllos, (2017) trust was a significant finding from the literature in chapter two, in relation to brands and consumers alike. Which is echoed in the both primary data methods.  Both survey and focus groups highlighted an element of dis-trust of brand ambassadors in the cosmetic industry. Focus group 1 reasoning was directly linked; to the types of brand ambassadors used by brands, especially concerning celebrity ambassadors. Group 2 found it impossible to identify and explain why there was an element of dis-trust regarding BA’s.  However, the significant finding from this study depict a clear age demographic split concerning, consumer perceptions’ and opinions in relation to brand ambassadors.    The younger, demographic are more likely to engage and try new alternative products by carry out research via different sources online. Whereas the older age demographic are likely to carry out research in-store via free makeup samples or word of mouth recommendations via close connections or staff members in store.  This support current literature by Bernazzani, (2017) who states a younger demographic are more likely engage online with brand ambassadors unlike an older demographic. 
This study has highlighted the importance of using appropriate and relevant brand ambassadors, to target certain demographics in the cosmetic industry. This is essential for brands to consider when planning successful marketing campaign. However, this study also highlights brand ambassadors alone do not influence consumers to purchase. For example, participants in Group 1, clearly indicate a brand ambassadors would not influence them at all to purchase products. However, Group 2, highlighted, they would if they already recognized they needed the product. 
This study evidently has conflicting and contradictive literature and primary outcomes on best practice of the use of brand ambassadors in the cosmetic industry. In addition, limited supportive primary research findings, do not fully back up current literature regarding brand ambassadors, which clearly suggests, further research is clearly needed; to investigate further areas such as the split in the age demographic, and what influences both demographics have on purchase behavior in relation to cosmetic products, online and offline.   
6.0 Recommendations
6.1 Recommendations for brands when using brand ambassadors to build and improve customer relationships. 

· Carry out appropriate research on brand ambassadors prior entering into agreements or employment. To ensure brand ambassadors aligns with brands values and strategies. 

· Assign relevant brand ambassadors to target audiences. Ensure there is a genuine connection and interest between brand ambassadors and consumers.

· Use integrated marketing approach when possible to ensure a balance of activities to cater to all targeted audiences needs, both online and offline.

· Monitor and track feedback from consumers in relation to brand ambassadors through sentiment tools. To ensure brand ambassadors, relevance, and likability to target audience. 
· Further research in needed in this relatively new area of influencers in the cosmetic industry in relation to consumer demographics and consumer journey. 
Similar, research can be carried out however more specific in relation to targeting to certain demographic and different geographic locations (i.e. major cities where fashion and beauty is more relevant to more non-gender or age specific individuals.)
On reflection, researcher would have collected a larger online survey sample and would have included males and other non-gender specific individuals into focus groups. 
7.0 References 
American Marketing Association, 2013. Definition of marketing. [Online] 
Available at: https://www.ama.org/AboutAMA/Pages/Definition-of-marketing.aspx
[Accessed november 2017 2018].

APM, 2017. Influencers. [Online] 
Available at: https://www.apm.org.uk/body-of-knowledge/people/interpersonal-skills/influencing/
[Accessed 4 April 2017].

Armstrong, G., Kotler, P., Harker, M. & Brennan, R., 2009. Marketing an Introduction. 1st ed. 

Harlow: Pearson Education Limited.

Armstrong, G., Stewart , A., Sara , D. & Kotler, . P., 2014. Principles of Marketing. 6th ed. Harlow: Pearson Education Limited.

Begley, S., 2017. Brand and Influencer Survey. [Online] 
Available at: http://www.tribedynamics.com/special-reports/
[Accessed 14 March 2018].

Belch, M. A. & Belch, G. E., 2012. Advertising and Promotion: An Integrated Marketing Communications Perspective. 9th ed. London: McGraw-Hill/Irwin.

Bernazzani, S., 2017. Micro-Influencers Marketing. [Online] 
Available at: https://blog.hubspot.com/marketing/micro-influencer-marketing
[Accessed 29 December 2017].

Bloglovin', 2016. How Micro-Influencers really wants to work with brands. [Online] 
Available at: https://www.activate.social/docs/whitepaper/Bloglovin_Global_Influencer_Survey_2016.pdf
[Accessed 04 May 2018].

Bloglovin', 2017. Bloglovin’ Marketers Survey 2017. [Online] 
Available at: https://www.activate.social/docs/whitepaper/bloglovin_marketers_survey_report.pdf
[Accessed 03 February 2018].

Bloglovin', 2017. We Asked, They answered. [Online] 
Available at: https://www.activate.social/docs/whitepaper/bloglovin_marketers_survey_report.pdf
[Accessed 04 May 2018].

Blumberg, B., Cooper, D. R. & Schindler, P. S., 2017. Business Reseach Methods. 3rd ed. London: McGraw Hill Education.

Bruner, J. S., 1990. Acts of Meaning. 1st ed. London: Harvard University Press.

Chaffey, D., 2017. Smart Insights. [Online] 
Available at: https://www.smartinsights.com/social-media-marketing/social-media-analytics/measure-social-media-impact/
[Accessed 23 December 2017].

Chaffey, D. & Chadwick, F. E., 2016. Digital Marketing. 6th ed. Harlow: Pearson Education Limited.

Chaffey, D. & Ellis-Chadwick, F., 2012. Digital marketing [ebook] strategy, implementation and practice. 5th ed. Harlow: Pearson Education Limited .

Chaffey, D. & Ellis-Chadwick, F., 2012. Digital Marketing: Strategy, Implementation and Practice. 5th ed. Harlow: Pearson Education Limited.

Chaffey, D. & Smith, P. R., 2013. Emarketing Excellence. 4th ed. London: Rouledge.

Chahal, M., 2017. The Future of Social Insight. 1st ed. London: Marketing Week.

Chapman, M., 2016. Raconteur. [Online] 
Available at: www.raconteur.net
[Accessed 22 November 2016].

Chartered Institute of Marketing, 2015. A brief summary of marketing. [Online] 
Available at: https://www.cim.co.uk/media/4772/7ps.pdf
[Accessed 25 October 2017].

CIM, 2018. Definition of a brand. [Online] 
Available at: https://marketingexpert.cim.co.uk/glossary/
[Accessed 24 April 2018].

Cohen, L., Manion, L. & Morrison, K., 2011. Research Methods in Education. 7th ed. New York: Routledge.

Collins, J. & Hussey, R., 2014. Business Research: A Practical Guide for Undergraduate and Postgraduate Students. 1st ed. London: Palgrave Macmillan Education.

Collis, J. & Hussey, R., 2014. Business Research: A Practical Guide for Undergraduate and Postgraduate Students. 4th ed. Basingstoke: Palgrave MacMillan Higher Education.

Colwyn, S., 2014. Smart Insights: Research summary: Social Media Marketing effectiveness in 2014. [Online] 
Available at: https://www.smartinsights.com/social-media-marketing/social-media-governance/social-media-marketing-effectiveness-2014/
[Accessed 23 December 2017].

ContentMarketingInstitute, 2013. Research UK marketers are confident, lack strategy. [Online] 
Available at: http://contentmarketinginstitute.com/2013/12/uk-2014-content-marketing-research/
[Accessed 24 september 2017].

Cooper, D. & Schindler, P., 2011. Business Research Methods. 11th ed. London: McGraw-Hill/Irwin.

Cooper, D. & Schindler, P., 2013. Business Research Methods. 12th ed. London: McGraw-Hill Higher Education.

Creswell, J. w., 2014. Research Design: Qualitative, Quantitative, and mixed Methods Approaches. 4th ed. London: SAGE Publication Ltd.

Digital Marketing Community, 2017. Infographic: Beauty Fans, 2017. [Online] 
Available at: https://digitalmarketingcommunity.com/researches/infographic-beauty-fans-2017-globalwebindex/
[Accessed 24 November 2017].

Dijck, J. v., 2013. The Culture of Connectivity: A Critical History of Social Media. 1st ed. London: Oxford University Press.

Dinesh, D., 2017. Why micro-influencers are social media marketing imperative for 2017. Ecotent, 40(3), p. 15.

Emarketer, 2016. Influencers your powerful brand advocates. [Online] 
Available at: https://www.emarketer.com/Article/Influencers-Your-Most-Powerful-Brand-Advocates/1013454
[Accessed 14 October 2017].

Emarketer, 2016. What's the Most Effective Means of Influencer Marketing. [Online] 
Available at: https://www.emarketer.com/Article/Whats-Most-Effective-Means-of-Influencer-Marketing/1014294
[Accessed 28 December 2017].

Fill, C., 2009. Marketing Communications. 5th ed. Harlow : Financial Times Prentice Hall.

Fill, C. & Turnbull, S., 2016. Marketing Communications. 7th ed. Harlow: Pearson Education Limited.

Greetham, B., 2014. How to write your undergraduate dissertation. 2nd ed. London: Palgrave.

Hausman, A., 2000. A multi-method investigation of consumer motivations in impulse buying behavior. The Journal of Consumer Marketing, 17(5), pp. 403-419.

Hayzlett, J., 2015. Brand Ambassadors. [Online] 
Available at: https://www.entrepreneur.com/article/246773
[Accessed 17 October 2017].

Hosie, R., 2017. Are you following fake instagram accounts?. [Online] 
Available at: https://www.independent.co.uk/life-style/fake-instagram-star-following-social-media-spam-followers-influencer-a7751696.html
[Accessed 29 January 2018].

Hubbard, L., 2017. Why are Beauty Brands Obsessed with Microinfluencers right now?. [Online] 
Available at: https://fashionista.com/2017/04/microinfluencers-beauty-brands-social-media
[Accessed 4 February 2018].

Hubspot, 2016. Inbound Marketing. [Online] 
Available at: https://www.hubspot.com/inbound-marketing
[Accessed 24 September 2017].

Huda Beauty, 2018. Make Up Trends 2018. [Online] 
Available at: http://hudabeauty.com/tag/2018-makeup-trends/
[Accessed 8 January 2018].

Hutchins, M., 2017. MARKETING THEORIES – THE MARKETING MIX – FROM 4 PS TO 7 PS. [Online] 
Available at: https://www.professionalacademy.com/blogs-and-advice/marketing-theories---the-marketing-mix---from-4-p-s-to-7-p-s
[Accessed 18 December 2017].

Indap , S., 2016. Estée Lauder applies millennial makeover. [Online] 
Available at: https://www.ft.com/content/e98d3ada-9acd-11e6-8f9b-70e3cabccfae
[Accessed 6 Novemeber 2017].

Indvik, L., 2011. How Cosmetics Giant Estee Lauder Leverages Social Media on a Global Scale. [Online] 
Available at: https://mashable.com/2011/08/30/estee-lauder-social-media/#JbHGjLRQ4sqj
[Accessed 6 November 2017].

Jobber, D., 2010. Principles and Practices of Marketing. 6th ed. Berkshire: McGraw-Hill Higher Education.

Kaptan, S. S., 2002. Advertising, New Concepts. 1st ed. New Delhi: Sarup & Sons.

Kotler, P. & Armstrong, G., 1991. Principles of Marketing. 5th ed. Harlow: Prentice Hall.

Kotler, P. & Armstrong, G., 2010. Principles of Marketing. 13th ed. London: Pearson Education Limited.

Kotler, P. & Armstrong, G., 2014. Principles of Marketing. 14th ed. Harlow: Pearson Education Limited .

Kotler, P., Wong, V., Saunders, J. & Armstrong, G., 2005. Prinicples of Marketing. 4th ed. Harlow: Pearson Education Limited.

Langner, S., Hennigs, N. & Wieldmann, K.-P., 2013. Social Persusaion: Targeting social identities through social influencers. Journal Of Consumer Marketing, 30(1), pp. 31-49.

Langner, S., Hennings, N. & Wiedmann, K. P., 2013. Social Persuasion: Targeting social identities through social influencers. Journal of Consumer Marketing , 30(1), pp. 31-48.

Liamputtong, P., 2011. Principle and Practices - Focus Groups. [Online] 
Available at: http://methods.sagepub.com/book/focus-group-methodology/n3.xml
[Accessed 20 October 2017].

L'Oreal, 2017. Introduction to our Beauty Sqaud. [Online] 
Available at: https://www.loreal-paris.co.uk/products/make-up/bloggers/beautysquad
[Accessed 26 November 2017].

Lukas, B. & Seno, D., 2007. The equity effect of product endorsement by celebrities: A conceptual framework from a co-branding perspectiv. European Journal of Marketing, 41(1), pp. 121-134.

Marandi, E. & Little, E., 2003. Relationship Marketing Management. 1st ed. London: Thomas Learning.

Markerly, 2017. Does Influencer Size Matter. [Online] 
Available at: http://markerly.com/blog/instagram-marketing-does-influencer-size-matter/
[Accessed 15 February 2018].

Masterson, R. & Pickton, D., 2014. Marketing an Introduction. 3rd ed. London: SAGE Publication.

McEnally, M. R. & Chernatony, L. d., 1991. The Evolving Nature of Branding: Consumer and Managerial Considerations,. Academy of Marketing Science Review, 1991(1), p. 1.

Milner, T. & Rosenstreich, D., 2013. A review of consumer decision-making models and. University of Wollongong, 1(1), pp. 1-33.

Monllos, K., 2017. Why More Brands Are Adding Young Influencers to Their Marketing and Creative Teams. [Online] 
Available at: http://www.adweek.com/brand-marketing/why-more-brands-are-adding-young-influencers-to-their-marketing-and-creative-teams/
[Accessed 5 February 2018].

MOZ, 2016. SEO and Digital Trends in 2017. [Online] 
Available at: https://moz.com/blog/seo-and-digital-trends-in-2017
[Accessed 8 October 2017].

Newberry, C., 2016. Top Snapchat Demographics That Matter to Social Media Marketers. [Online] 
Available at: https://blog.hootsuite.com/snapchat-demographics/
[Accessed 8 April 2018].

O'Gorman, K. & Macintosh, R., 2015. Research Methods Business Management. 2nd ed. 

Oxford: Goodfellow Publication Limited.

Palmer, R., Cockton, J. & Cooper, G., 3007. Managing Marketing. 1st ed. Oxford: Elsevier.

Project Management, 2015. Project Management tools. [Online] 
Available at: https://project-management.com/what-is-a-gantt-chart/
[Accessed 20 October 2017].

Quester, P. G. et al., 2013. Consumer Behaviour: Implications for Marketing Strategy. 7th ed. Australia: McGraw-Hill Education.

Roderick, L., 2017. L’Oréal Paris ups influencers but admits convincing the board has been ‘difficult. [Online] 
Available at: https://www.marketingweek.com/2017/07/06/loreal-influencers-sales-uplift/
[Accessed 28 December 2017].

Roderick, L., 2017. Loreal Mentoring Programme. [Online] 
Available at: https://www.marketingweek.com/2017/02/23/loreal-mentorship-programme/
[Accessed 17 October 2017].

Rogers, C., 2017. What’s the ROI of influencer marketing?. [Online] 
Available at: https://www.marketingweek.com/2017/08/30/roi-look-like-world-influencer-marketing/
[Accessed 28 December 2017].

Rouse, M., 2011. social media marketing (SMM). [Online] 
Available at: http://whatis.techtarget.com/definition/social-media-marketing-SMM
[Accessed 21 December 2017].

Saunders, M., Lewis, P. & Thornhill, A., 2016. Research Methods for business students. 6th ed. Harlow: Prentice Hall.

Saunders, M., Thornhill, A. & Lewis, P., 2009. Research Methods for Business Students. 5th ed. Essex: Pearson Education Limited.

Smart Insights, 2017. Paid Search Marketing. [Online] 
Available at: http://www.smartinsights.com/paid-search-marketing-ppc/
[Accessed 13 October 2017].

Smith, M., Thorpe, R. & Jackson, P., 2012. Management Research. 4th ed. London: SAGE Publications Ltd.

Solomon, M. et al., 2014. Marketing: Real People, Real Choices. 7th ed. Australia: Pearsons.

Stankevich, A., 2017. Decision-Making Process. [Online] 
Available at: file:///C:/Users/p148033/Downloads/AlinaStankevichIA_ATDMMSI2.pdf
[Accessed 9 March 2018].

Stone, N., 2017. Managing Your Brand With Generation Z Ambassadors. [Online] 
Available at: https://minutehack.com/guides/managing-your-brand-working-with-generation-z-ambassadors
[Accessed 25 November 2017].

Strugatz, R., 2017. Benefit Turns to Influencers to Lift Cheek Biz. [Online] 
Available at: http://wwd.com/beauty-industry-news/color-cosmetics/benefit-turns-to-meredith-foster-teala-dunn-to-launch-galifornia-10840903/
[Accessed 5 February 2018].

Super Organism, 2018. Everybody wants to be famous. [Online] 
Available at: https://genius.com/Superorganism-everybody-wants-to-be-famous-lyrics
[Accessed 03 March 2018].

Target Internet, 2017. Digital VS Traditional Media. [Online] 
Available at: https://www.targetinternet.com/digital-vs-traditional-media-the-environmental-impact/
[Accessed 4 October 2017].

Tuten, T. & Solomon, M., 2015. Social Media Marketing. 2nd ed. London: SAGE.

Urbaniak, M., 2017. What Are Brand Ambassadors and Why Are They Important?. [Online] 
Available at: https://www.meltwater.com/blog/what-are-brand-ambassadors-and-why-are-they-important/
[Accessed 8 December 2017].

Vizard, S., 2014. Benefit Cosmetics shifts social focus from sales to engagement. [Online] 
Available at: https://www.marketingweek.com/2014/03/17/benefit-cosmetics-shifts-social-focus-from-sales-to-engagement/
[Accessed 6 October 2017].

8.0 Bibliography 

American Marketing Association, 2013. Definition of marketing. [Online] 
Available at: https://www.ama.org/AboutAMA/Pages/Definition-of-marketing.aspx
[Accessed november 2017 2018].

Anon., 2007. The equity effect of product endorsement by celebrities: A conceptual framework from a co-branding perspective. European Journal of Marketing, 41(1/2), pp. 121-134.

APM, 2017. Influencers. [Online] 
Available at: https://www.apm.org.uk/body-of-knowledge/people/interpersonal-skills/influencing/
[Accessed 4 April 2017].

Armstrong, G., Kotler, P., Harker, M. & Brennan, R., 2009. Marketing an Introduction. 1st ed. Harlow: Pearson Education Limited.

Armstrong, G., Stewart , A., Sara , D. & Kotler, . P., 2014. Principles of Marketing. 6th ed. Harlow: Pearson Education Limited.

Begley, S., 2017. Brand and Influencer Survey. [Online] 
Available at: http://www.tribedynamics.com/special-reports/
[Accessed 14 March 2018].

Belch, M. A. & Belch, G. E., 2012. Advertising and Promotion: An Integrated Marketing Communications Perspective. 9th ed. London: McGraw-Hill/Irwin.

Bernazzani, S., 2017. Micro-Influencers Marketing. [Online] 
Available at: https://blog.hubspot.com/marketing/micro-influencer-marketing
[Accessed 29 December 2017].

Berry, M., 2012. Dealing with digital disruption. [Online] 
Available at: https://www.smartinsights.com/digital-marketing-strategy/online-business-revenue-models/dealing-with-digital-disruption/
[Accessed 21 December 2017].

Bloglovin', 2016. How Micro-Influencers really wants to work with brands. [Online] 
Available at: https://www.activate.social/docs/whitepaper/Bloglovin_Global_Influencer_Survey_2016.pdf
[Accessed 04 May 2018].

Bloglovin', 2017. Bloglovin’ Marketers Survey 2017. [Online] 
Available at: https://www.activate.social/docs/whitepaper/bloglovin_marketers_survey_report.pdf
[Accessed 03 February 2018].

Bloglovin', 2017. We Asked, They answered. [Online] 
Available at: https://www.activate.social/docs/whitepaper/bloglovin_marketers_survey_report.pdf
[Accessed 04 May 2018].

Blumberg, B., Cooper, D. R. & Schindler, P. S., 2017. Business Reseach Methods. 3rd ed. London: McGraw Hill Education.

Bruner, J. S., 1990. Acts of Meaning. 1st ed. London: Harvard University Press.

Chaffey, D., 2017. Smart Insights. [Online] 
Available at: https://www.smartinsights.com/social-media-marketing/social-media-analytics/measure-social-media-impact/
[Accessed 23 December 2017].

Chaffey, D. & Chadwick, F. E., 2016. Digital Marketing. 6th ed. Harlow: Pearson Education Limited.

Chaffey, D. & Ellis-Chadwick, F., 2012. Digital marketing [ebook] strategy, implementation and practice. 5th ed. Harlow: Pearson Education Limited .

Chaffey, D. & Ellis-Chadwick, F., 2012. Digital Marketing: Strategy, Implementation and Practice. 5th ed. Harlow: Pearson Education Limited.

Chaffey, D. & Smith, P. R., 2013. Emarketing Excellence. 4th ed. London: Rouledge.

Chahal, M., 2017. The Future of Social Insight. 1st ed. London: Marketing Week.

Chapman, M., 2016. Raconteur. [Online] 
Available at: www.raconteur.net
[Accessed 22 November 2016].

Chartered Institute of Marketing, 2015. A brief summary of marketing. [Online] 
Available at: https://www.cim.co.uk/media/4772/7ps.pdf
[Accessed 25 October 2017].

CIM, 2018. Definition of a brand. [Online] 
Available at: https://marketingexpert.cim.co.uk/glossary/
[Accessed 24 April 2018].

Cohen, L., Manion, L. & Morrison, K., 2011. Research Methods in Education. 7th ed. New York: Routledge.

Collins, J. & Hussey, R., 2014. Business Research: A Practical Guide for Undergraduate and Postgraduate Students. 1st ed. London: Palgrave Macmillan Education.

Collis, J. & Hussey, R., 2014. Business Research: A Practical Guide for Undergraduate and Postgraduate Students. 4th ed. Basingstoke: Palgrave MacMillan Higher Education.

Colwyn, S., 2014. Smart Insights: Research summary: Social Media Marketing effectiveness in 2014. [Online] 
Available at: https://www.smartinsights.com/social-media-marketing/social-media-governance/social-media-marketing-effectiveness-2014/
[Accessed 23 December 2017].

ContentMarketingInstitute, 2013. Research UK marketers are confident, lack strategy. [Online] 
Available at: http://contentmarketinginstitute.com/2013/12/uk-2014-content-marketing-research/
[Accessed 24 september 2017].

Cooper, D. & Schindler, P., 2011. Business Research Methods. 11th ed. London: McGraw-Hill/Irwin.

Cooper, D. & Schindler, P., 2013. Business Research Methods. 12th ed. London: McGraw-Hill Higher Educatio.

Creswell, J. w., 2014. Research Design: Qualitative, Quantitative, and mixed Methods Approaches. 4th ed. London: SAGE Publication Ltd.

Digital Marketing Community, 2017. Infographic: Beauty Fans, 2017. [Online] 
Available at: https://digitalmarketingcommunity.com/researches/infographic-beauty-fans-2017-globalwebindex/
[Accessed 24 November 2017].

Dijck, J. v., 2013. The Culture of Connectivity: A Critical History of Social Media. 1st ed. London: Oxford University Press.

Dinesh, D., 2017. Why micro-influencers are social media marketing imperative for 2017. Ecotent, 40(3), p. 15.

Emarketer, 2016. Influencers your powerful brand advocates. [Online] 
Available at: https://www.emarketer.com/Article/Influencers-Your-Most-Powerful-Brand-Advocates/1013454
[Accessed 14 October 2017].

Emarketer, 2016. What's the Most Effective Means of Influencer Marketing. [Online] 
Available at: https://www.emarketer.com/Article/Whats-Most-Effective-Means-of-Influencer-Marketing/1014294
[Accessed 28 December 2017].

Fill, C., 2009. Marketing Communications. 5th ed. Harlow : Financial Times Prentice Hall.

Fill, C. & Turnbull, S., 2016. Marketing Communications. 7th ed. Harlow: Pearson Education Limited.

Fill, C. & Turnbull, S., 2016. Marketing Communications. 7th ed. Harlow: Pearson Education Limited.

Greetham, B., 2014. How to write your undergraduate dissertation. 2nd ed. London: Palgrave.

Hausman, A., 2000. A multi-method investigation of consumer motivations in impulse buying behavior. The Journal of Consumer Marketing, 17(5), pp. 403-419.

Hayzlett, J., 2015. Brand Ambassadors. [Online] 
Available at: https://www.entrepreneur.com/article/246773
[Accessed 17 October 2017].

Hosie, R., 2017. Are you following fake instagram accounts?. [Online] 
Available at: https://www.independent.co.uk/life-style/fake-instagram-star-following-social-media-spam-followers-influencer-a7751696.html
[Accessed 29 January 2018].

Hubbard, L., 2017. Why are Beauty Brands Obsessed with Microinfluencers right now?. [Online] 
Available at: https://fashionista.com/2017/04/microinfluencers-beauty-brands-social-media
[Accessed 4 February 2018].

Hubspot, 2016. Inbound Marketing. [Online] 
Available at: https://www.hubspot.com/inbound-marketing
[Accessed 24 September 2017].

Huda Beauty, 2018. Make Up Trends 2018. [Online] 
Available at: http://hudabeauty.com/tag/2018-makeup-trends/
[Accessed 8 January 2018].

Hutchins, M., 2017. MARKETING THEORIES – THE MARKETING MIX – FROM 4 PS TO 7 PS. [Online] 
Available at: https://www.professionalacademy.com/blogs-and-advice/marketing-theories---the-marketing-mix---from-4-p-s-to-7-p-s
[Accessed 18 December 2017].

Indap , S., 2016. Estée Lauder applies millennial makeover. [Online] 
Available at: https://www.ft.com/content/e98d3ada-9acd-11e6-8f9b-70e3cabccfae
[Accessed 6 Novemeber 2017].

Indvik, L., 2011. How Cosmetics Giant Estee Lauder Leverages Social Media on a Global Scale. [Online] 
Available at: https://mashable.com/2011/08/30/estee-lauder-social-media/#JbHGjLRQ4sqj
[Accessed 6 November 2017].

Jobber, D., 2010. Principles and Practices of Marketing. 6th ed. Berkshire: McGraw-Hill Higher Education.

Kaptan, S. S., 2002. Advertising, New Concepts. 1st ed. New Delhi: Sarup & Sons.

Kotler, P. & Armstrong, G., 1991. Principles of Marketing. 5th ed. Harlow: Prentice Hall.

Kotler, P. & Armstrong, G., 2010. Principles of Marketing. 13th ed. London: Pearson Education Limited.

Kotler, P. & Armstrong, G., 2014. Principles of Marketing. 14th ed. Harlow: Pearson Education Limited .

Kotler, P., Wong, V., Saunders, J. & Armstrong, G., 2005. Prinicples of Marketing. 4th ed. Harlow: Pearson Education Limited.

Langner, S., Hennigs, N. & Wieldmann, K.-P., 2013. Social Persusaion: Targeting social identities through social influencers. Journal Of Consumer Marketing, 30(1), pp. 31-49.

Langner, S., Hennings, N. & Wiedmann, K. P., 2013. Social Persuasion: Targeting social identities through social influencers. Journal of Consumer Marketing , 30(1), pp. 31-48.

Liamputtong, P., 2011. Principle and Practices - Focus Groups. [Online] 
Available at: http://methods.sagepub.com/book/focus-group-methodology/n3.xml
[Accessed 20 October 2017].

L'Oreal, 2017. Introduction to our Beauty Sqaud. [Online] 
Available at: https://www.loreal-paris.co.uk/products/make-up/bloggers/beautysquad
[Accessed 26 November 2017].

Lukas, B. & Seno, D., 2007. The equity effect of product endorsement by celebrities: A conceptual framework from a co-branding perspectiv. European Journal of Marketing, 41(1), pp. 121-134.

Marandi, E. & Little, E., 2003. Relationship Marketing Management. 1st ed. London: Thomas Learning.

Markerly, 2017. Does Influencer Size Matter. [Online] 
Available at: http://markerly.com/blog/instagram-marketing-does-influencer-size-matter/
[Accessed 15 February 2018].

Market Line, 2018. United Kingdom - Feminine Hygiene. [Online] 
Available at: http://advantage.marketline.com.ezproxy.uwtsd.ac.uk/Product?pid=MLIP2542-0024&view=d0e5
Masterson, R. & Pickton, D., 2014. Marketing an Introduction. 3rd ed. London: SAGE Publication.

McEnally, M. R. & Chernatony, L. d., 1991. The Evolving Nature of Branding: Consumer and Managerial Considerations,. Academy of Marketing Science Review, 1991(1), p. 1.

Milner, T. & Rosenstreich, D., 2013. A review of consumer decision-making models and. University of Wollongong, 1(1), pp. 1-33.

Monllos, K., 2017. Why More Brands Are Adding Young Influencers to Their Marketing and Creative Teams. [Online] 
Available at: http://www.adweek.com/brand-marketing/why-more-brands-are-adding-young-influencers-to-their-marketing-and-creative-teams/
[Accessed 5 February 2018].

MOZ, 2016. SEO and Digital Trends in 2017. [Online] 
Available at: https://moz.com/blog/seo-and-digital-trends-in-2017
[Accessed 8 October 2017].

Newberry, C., 2016. Top Snapchat Demographics That Matter to Social Media Marketers. [Online] 
Available at: https://blog.hootsuite.com/snapchat-demographics/
[Accessed 8 April 2018].

O'Gorman, K. & Macintosh, R., 2015. Research Methods Business Management. 2nd ed. Oxford: Goodfellow Publication Limited.

Palmer, R., Cockton, J. & Cooper, G., 3007. Managing Marketing. 1st ed. Oxford: Elsevier.

Project Management, 2015. Project Management tools. [Online] 
Available at: https://project-management.com/what-is-a-gantt-chart/
[Accessed 20 October 2017].

Quester, P. G. et al., 2013. Consumer Behaviour: Implications for Marketing Strategy. 7th ed. Australia: McGraw-Hill Education.

Roderick, L., 2017. L’Oréal Paris ups influencers but admits convincing the board has been ‘difficult. [Online] 
Available at: https://www.marketingweek.com/2017/07/06/loreal-influencers-sales-uplift/
[Accessed 28 December 2017].

Roderick, L., 2017. Loreal Mentoring Programme. [Online] 
Available at: https://www.marketingweek.com/2017/02/23/loreal-mentorship-programme/
[Accessed 17 October 2017].

Rogers, C., 2017. What’s the ROI of influencer marketing?. [Online] 
Available at: https://www.marketingweek.com/2017/08/30/roi-look-like-world-influencer-marketing/
[Accessed 28 December 2017].

Rouse, M., 2011. social media marketing (SMM). [Online] 
Available at: http://whatis.techtarget.com/definition/social-media-marketing-SMM
[Accessed 21 December 2017].

Saunders, M., Lewis, P. & Thornhill, A., 2016. Research Methods for business students. 6th ed. Harlow: Prentice Hall.

Saunders, M., Thornhill, A. & Lewis, P., 2009. Research Methods for Business Students. 5th ed. Essex: Pearson Education Limited.

Smart Insights, 2017. Paid Search Marketing. [Online] 
Available at: http://www.smartinsights.com/paid-search-marketing-ppc/
[Accessed 13 October 2017].

Smith, M., Thorpe, R. & Jackson, P., 2012. Management Research. 4th ed. London: SAGE Publications Ltd.

Social Mentions, 2018. Social Mentions. [Online] 
Available at: http://www.socialmention.com/search?t=all&q=Clarins+Eau+Ressourcante&btnG=Search
[Accessed 11 January 2018].

Solomon, M. et al., 2014. Marketing: Real People, Real Choices. 7th ed. Australia: Pearsons.

Stankevich, A., 2017. Decision-Making Process. [Online] 
Available at: file:///C:/Users/p148033/Downloads/AlinaStankevichIA_ATDMMSI2.pdf
[Accessed 9 March 2018].

Stone, N., 2017. Managing Your Brand With Generation Z Ambassadors. [Online] 
Available at: https://minutehack.com/guides/managing-your-brand-working-with-generation-z-ambassadors
[Accessed 25 November 2017].

Strugatz, R., 2017. Benefit Turns to Influencers to Lift Cheek Biz. [Online] 
Available at: http://wwd.com/beauty-industry-news/color-cosmetics/benefit-turns-to-meredith-foster-teala-dunn-to-launch-galifornia-10840903/
[Accessed 5 February 2018].

Super Organism, 2018. Everybody wants to be famous. [Online] 
Available at: https://genius.com/Superorganism-everybody-wants-to-be-famous-lyrics
[Accessed 03 March 2018].

SuperOrganism, 2018. SuperOrganism Lyrics. [Online] 
Available at: https://genius.com/Superorganism-everybody-wants-to-be-famous-lyrics
[Accessed 14 March 2018].

Target Internet, 2017. Digital VS Traditional Media. [Online] 
Available at: https://www.targetinternet.com/digital-vs-traditional-media-the-environmental-impact/
[Accessed 4 October 2017].

Tuten, T. & Solomon, M., 2015. Social Media Marketing. 2nd ed. London: SAGE.

Urbaniak, M., 2017. What Are Brand Ambassadors and Why Are They Important?. [Online] 
Available at: https://www.meltwater.com/blog/what-are-brand-ambassadors-and-why-are-they-important/
[Accessed 8 December 2017].

Vizard, S., 2014. Benefit Cosmetics shifts social focus from sales to engagement. [Online] 
Available at: https://www.marketingweek.com/2014/03/17/benefit-cosmetics-shifts-social-focus-from-sales-to-engagement/
[Accessed 6 October 2017].

9.0 Appendices

Appendix 1 - Ethics Form
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Appendix 2 - Disclaimer Form
[image: image3.png]About the Focus Group
The focus of this study is on exploring brand ambassadors in the cosmetic industry

This focus group should take about 20 minutes of your time. Any comments you may
wish to make will provide the researcher with a greater understanding of any issues
involved.

The information will be sound recorded and will be kept completely confidential and
all information you provide will be recorded on a completely anonymous basis. You
are not asked 1o provide your name at any point during the focus group. If you find
the research interesting and would like to receive a copy of the results, please
contact the researcher.

If you have any problems completing the focus group or would like to speak to the
researcher, then please contact;

Kimberly Hopkins

Swansea Business School

Mount Pleasant

Swansea

SA16ED

01792-481000

Before you start to answer the main questions, please tick the following boxes to|
confirm that you are happy to take part in the survey and understand the terms on
which you are providing information

I agree that | have:

[ 1Read the information provided on the first page

[ ] Recelved satisfactory information regarding the research

[ 11am free to withdraw from the study at any time if | wish and if | choose to do this,
there will be no further contact from the researchers

[ 1Any personal information | provide wil be treated as strictly confidential
[ 11 can refuse to answer any question

[ ] Confidentiality and anonymity will be maintained and it will not be possible to
identify me from any publications.




Appendix 3 - Online Survey / Questions
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Appendix 4 – Focus Group Transcript
[image: image11.png][Focus Group 1 Transcript

Researcher thanked participant for coming and asked participants to read a disclaimer form, to
ensure they were happy to proceed with the focus group activities. All Participants were happy to
continue. Please see a copy of the disclaimer in appendices.

Researcher introduced the topic area prior to defining a brand ambassador. Participants discussed
what their defi

n of brand ambassadors were.
Participant 1: said a celebrity that promotes a product.
Participant 2: said someone who promotes product online,

Participant 4 said it could be someone or a sports club that gets sponsored to promote a brand like
Nike. Participant then discuss who they would classify as a brand ambassador.

Participant 1: said celebrities,

Participant 5: said someone that works for a company. Once participants discussed this definition
research then defined a brand ambassador in term of the research being carried out.

Researchers then defined a broad definition of a Brand Ambassadors as ‘someone that promotes a
product. To ensure all participants understood the term.

Researche
if you can ider

tly, | would like you to have a look at the first sheet of page in front of you and see
any of the brand ambassadors? Please discussion among yourselves.

Participant 3: Can | just say top row left is Kylie Jenner.
Participant 4: said | recognised David Beckham

Participant 1: said that's Jeffery Star.

Participant 2: said | don't know anyone.

Participant 3: also said it's one of the Kardashians

Participant 1: said that Helen Mirren.

Participant 4: said Helen Mirren and Kylie Jenner, and David Beckham, Cheryl Cole.

Participant 1 said Lewis Hamilton and is that Cheryl Cole.




Focus Group Transcript continued
[image: image12.png]Researcher asked participants, to turn the next sheet over to the next page. Activity 2

Researcher: ‘After you have been given the 5 of the brand ambassador's, | want you to
ink, do you know of any brands or products that these brand ambassadors have promoted?

Participant 5:  David Beckham a whisky brand
Participant 4: Cheryl Because I worth i brand.

Particpant 1 s2d Yes Cheryl s LOréal,

Participant 4 sid Kyl is her own lipsticks and David Beckham is  brand.
Participant 1 s21d David Beckham also done Calvin Kine campagn.
Participant 1 s2d Helen Mirren did L'Oréal advert.

Participant 3:sad 1 dor't know quite a few of these people

Participant 1: said Jeffery Star is cosmetic, 5o is Kylie Jenner, Helen Mirren is skincare, | don't know
who Nikki De Jegger is, never heard of her.

Participant 1: said Zoella s a Youtuber but | don't know Shannon Harris, James Charles looks like he
does some sort of cosmetics but | don't know him.

Researcher; after having a think about the products and brands, what do you more associate
Cheryl Cole with? Would it be product or the brand? Do you think of a particular product or do you
think of the brand?

Participant 4: said Cheryl s a singer.
Participant 3: said | think of Cheryl's personal .

Participant 4: said oh | do think of L'Oréal when | think of Cheryl and hair spray. It's the hair spray ad
defintely.

Participant 2: said it depends for example for when | think of David Beckham his Calvin Kiine under
wear are you asking i the Calvin Kiine or under wear? Is that what you're asking?

Research: Said Yes. What pops into your head first?
Participant 3: said you can get his fragrance in home bargains for seven pounds.
Participant 4: said sometimes | think of famous people sort of doing advertising brands.

Partcpant 4:sid 1 know Helen Mirren does some skincare but couldn' tell ou which one, and
Knovs Chery does 'Oréal and har spray and € ot very good. But | can'sremember which hair
ooy tis

Participant 3: said does Cheryl do hair de




Focus Group 1 Continued
[image: image13.png]Participant 1: said yes. She does do hair dye 2nd | bet you she doesn't use it either, she probably
g0es to 3 hair dressers and has it done.

Participant 4: said yes but to be honest | wouldn't buy it because Cheryl promotes i, because she
doesn't have that much of an influence over me.

Participant 4: When | think of Kylie of her family, I have seen them on TV keep up with the
Kardashians.

Researcher: asked participants’ to think of your last cosmetic purchase.
Participant 4 s2d 1 bought a air of Chanel nail vanish.

Participant 3: s21d Charlotte Tilbury eyebrow pencil

Participant : sid 1 als0 bough charlotte Tibury Lipsticks.

Partcipant 2: seid Nivea lip balm. Paricipant 1 said Clinique Mascara and eye shadow.
Participant 5 s2d | cannot remember as | buy s0 much.

Participant 3: sad she has a cosmetic delivry every week

Participant 5: said normally organic products. | tend to shop online for stuff now because | ke try.
things that are a bit different and that have no sulphates um but allthis sort of stuff maybe not so
many years ago | would have bought into it all and it has taken me a long time tolearn not to get
suckered in,

Participant: 3 said, | have never bough anything without testing first in a sho, | have bought
replacements for products but only lie cosmetics because you sometimes put it on ke a lip thing
and it s too dark.

Participant 1: said but you can spend all day doing that but you can try it on your hand but when you
get home it doesn't ook the same on your face does it

Participant 3: said no | am just saying | have never bought stuff online.
Participant 5: said shopping online is very exciting

Participant 4: said it's easier going into the shops and trying out the makeup and if I like it 1 will
return to buy it the next week.But | do ask people If they have used it before and ask for reviews
and 1 would then buy the product.

Participant 5: also said she goes on recommendations. Research asked where the recommendation
come from? Participant 2 said word of mouth.

Participant 3: said word of mouth from my friends and family.

Participant 2: also agreed friends and family. Participant 4 said f my mates found a really good
product and I would give it a go

Participant 1: said from people who has tried the products before.




Focus Group 1 continued
[image: image14.png]Participant 5: said but | lear that a long time ago that this work differently for different people.
Participant 3: said yes that true.

Participant 4: said But if you said you had a nail vanish and it basically stays on longer than others, |
would give it a g0, then f | tried it and it cidn't | wouldn't buy it again.

Participant 5: said but skincare for me is different

Participant 4: said | wouldn't buy somebody else foundation as | have got my foundation | like and |
wouldr't change. Ifthey stopped selling it now, | probably die.

Participant 3: said we aren't the best demographic to ask but | don't even know some of these brand
the brand ambassadors are promoting. So maybe if | knew them, | am not being disrespectful maybe
Iwould buy then. But for me because | don't know them it would just be personality and celebrity
ot for promoting products or a brand.

Participant 1: said | follow loads of makeup people on instragram and | see things | like but 1 will
always find a cheaper one to buy sometwhere.

Participant 3: said | am just obsessed with these people that contouring and the full eyebrow, | can't
not take my eyes off them online.

Participant 4: said | don't get the contouring, | have seen it online but some people forget to blend
the lines and looks ridiculous.

Participant 1: agreed

Participant 3; said | have seen this around this building with peaple not blending their makeup in,
but how do you blend the neck in? I don't get it

Research move to next activity 3. Here are a selection of the brand ambassador's Instagram posts
ussion about what the post is? How you feel and

and I would like you have a look and have a
‘what you think is being promoted in the post.

Participant 1: said all the posts look prestige.
Participant 4: said allof them have filters
Participant 2: said James is showing off the lipstick.

Participant 4: said my daughter’s friend gets paid to try on listicks and go onto instagram and then
50 posts about the products, she gets free lipsticks then.

Participant 4: said they are promoting themselves

Participant 1: said James has stated it’s an advertising arrangement there, but the others don't have
that. But we do know Kylie promotes her own makeup brand




Focus Group 1 continued
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Appendix 5 - Focus Group 2 Transcript

[image: image16.png]Transcript of Focus Group 2

Researcher thanked participant for coming and ask them to read a disclaimer form, to ensure they
were happy to proceed with the focus group activities. All Participants were happy. Please see a
copy of the disclaimer in appendices. (Only Female Focus Group aged between 18-36. There were six
participant in this group)

Researcher introduced the topic area prior to defining a brand ambassador. Par
what their definition of brand ambassadors were.

ipants discussed

Participant 1: s2d 1 hink of celebrities like David Beckham who promotes products
Partcipant 2:eid 1 thnk o Kim Kardashians who promotes her product online and SnapChat
Particpant 4; s1d t could be anyane who promotes 2 brand or products

Partcipant 1 seid celebrites like CherylCole and Britney Spears with her perfume.
Participant 3: s21d a makeup artist who works for a company like MAC.

Once participants discussed this definition research then defined 3 brand ambassador in term of the.
research being carried out. Researcher defined  broad definition of a Brand Ambassadors is
‘someone that promotes a product”

Researcher: Firstly | would like you to have a look at the first sheet of page

if you can identify any of the brand ambassadors? Can we have a discu

front of you and see
n on them?

Participant 1: 1 know Kylie Jenner, Cheryl Cole, Helen Mirren, David Beckham, Lewis Hamilton,
seffery Star | love his makeup.

Participant 2: said | recognised David Beckham Cheryl Cole, Kyl Jenner, Jeffery Star, James Charles
and Lewis Hamilton. Participant 5 said that's Jeffery Star that's a guy, Kylie Jenner, Cheryl Cole

Participant 3: 1 only know Kylie and Cheryl.

Researcher asked participants, to turn the next sheet over to the next page. Activity 2, which
identified each brand ambassador.

Participant 3: said oh yes that's Zoella, I follow her on YouTube,
Participant 1: said | knew most of them.
Participant 4: said | know Lewis Hamilton but | didn't want to say.

Researcher: now the brand ambassadors have beer

ied, | want you to have a think and see
if you can identify any brands or products that you associate with the brand ambassadors?

Participant 5: David Beckham perfume and h&m Men's wear.

Participant 4: Yes Cheryl because I'm worth it




Focus Group 2 continued

[image: image17.png]Participant 1: said Yes Cheryl s L'Oréal.
Participant 4: said Kylie has her own lipsticks and makeup. I love it follow her on Instagram.
Participant 1: said Kylieis her own brand and David Beckham.

Participant 2: said Jeffery Star is hs own brand to as well as he use to promote other makeup brand
like MAC and Urban Decay. I follow him on instagram and YouTube.

Participant 3: said didn't David Beckham do Caluin Kiine.
Participant 5: said Helen Mirren did Oreal skincare advert on TV.

Participant 1: said | know Nikki De Jegger face | think she is 2 You Tuber? 1 follow a lot of makeup
artist on YouTube and watch the makeup tutorials.

Participant 3: Zoella promotes different brands and | think she might have her own now, as she has
been promotion and doing makeup tutorials for years

Researcher proceeded with the next activity.

Researcher: After having a think about the products and brands, what do you more associate Cheryl
Cole with? Would it be 2 product or the brand? Do you think of a particular product or do you think
of the brand?

Participant 4 s21d L'Oréal s ahways on TV but 1 know she does har dye and hai spray
Partcipant 2: seid yes hair spray and L'Oréal makeup

Particpant 1 s2d L'Oreal but no particular product,

Participant 3 sid 1 think of the product hair e because | use it

Participant 5: said | think of her being in girls aloud then her personal ife before any products or a
brand.

Participant 1: said when | think of a brand ambassador | think of the product first, I cannot always
now the brand.

Participant 4: said it depends what product it is? | think of L'Oreal when | think of Cheryl but think of
makeup when | see Jeffery Star or Zoella,

Participant 3: said yes me too | think the same.

Participant 2: | don't know that's hard it just depends if | know the product and brand and i | have
seen them on TV o on social media.

Researcher moved on to next question and asked participant to think of your last cosmetic
purchase was and why they bought it?

Participant 4: said | bought foundation from MAC in Swansea because | wanted to try a new
foundation.




Focus Group 2 continued

[image: image18.png]Participant 6: said | bought a highlighter from benefit in-store because my friend works there and |
mostly wear Benefit products.

Participant 1: said | bought a lipstick from Urban Decay online because | was watching a YouTube
tutorial and she used it, and | thought it would look nice on me. Participant 2 said Bobbie Brown
eyebrow pencilin-store s | r2n out on my old one.

Participant 3: said | Bought a Clinique lip pencil as | wanted a new colour, which was in-store.

Participant 5: said | cannot remember | am constantly buying cosmetic online. It was probably a
contour palette was my friend uses it, which was online.

Researcher move next activty.

Researcher: ‘Here s a selection of the brand ambassador’s instagram posts and | would like you have
alook and have a discussion about what the post is? How you feel and what you think is being
promoted in the post.’

Participant 1: said allthe posts and promoting something but only James as stated he s being
sponsored | love them all.

Participant 3: said surely some are fitered and | do think all are promoting a product Kylie her lip
Kits, Cheryl Makeup, Zoella Hair wand and James makeup.

Participant 5: said | yes James makeup but not sure what brands he is promoting. Kyl it s her ip
colours and Cheryl makeup and hair dye.

Participant 2: said Cheryl must be makeup and Kylie is promoting her lip kits and Zoella hair product.

Participant 4: said | know Kylie is promoting her Lip kits because | follower her on instagram and
Cherylis L'Oreal Lip sticks. Not sure about Zoella and James some sort of makeup.

Participant 6:  agree.

Researcher: asked ‘Would these post influence you to purchase any of these products after seeing
these posts?

Participant 4: said yes | love makeup and do often buy makeup online before trying t out

Participant 1; said yes | have done in the past especially hair and makeup products but | might go try
them firstin store before buying them.

Participant 2: said maybe yes if | needed the product it would make me buy it online.

Participant 3: said for me | might depend on the product and when I saw the post, if | needed the
product or not.

Participant :yes) gree it doss depend st the ime e th post

Participant 5: said | don't think it would influence me to buy. No.




Focus Group 2 continued

[image: image19.png]Researcher: Asked do you know what influenced you to repeat the same purchase.

All Participant: said, Experience with product. O if it was recommended by a friend I would iniially
buy then I have repeated purchase now for years

Researcher: asked last question ‘Do you trust any brand ambassadors?
Partcipant 2: seid yes most of the time | do

Participant 1: 52 yes | do trust them they work fo the brand
Participant 3 s21d sometimes it depends who the brand ambassador is?

Participant 5: said not really but | have trusted some in the past but it more like on blogs or
YouTube and they are not celebrities, | don't reall trust celebrity as you know they are getting paid
lots to promote the products.

Participant 4: said sometimes again depend who it i.

Participant 6: said | don't trust any they must be getting something if ot money free stuff.

End




Appendix 6 – Focus Group / Analysis / Questions
Focus Groups
	
	Age Demographics
	Gender Demographics 

	Focus Group 1 
	30-55
	Female Only

	Focus Group2 
	18-34
	Female Only


Activities
	
	Activity 1
	Activity 2
	Activity 3

	
	Comments & key points made
	
	

	Focus Group 1
	Confusion among participants on the definition of brand ambassadors and what it meant. 

A clear association between brand ambassadors and celebrities but no with micro bloggers.
Majority could not identify most of BA.


	A clear recall for celebrity brand ambassadors in relation to promotion products and brands.  
	Only one participant noticed the sponsored post.

All participants could identify what BA were promoting in each post.

	Focus Group 2
	Some confusion of the definition of brand ambassadors.

Clear association between brand ambassadors and celebrities.
Participants could identify majority of BA. 


	A clear recall for celebrity brand ambassadors in relation to promotion products and brands.  
	NO participants identified the sponsored ad in James post. 

All participants could identify what BA were promoting in each post.

	
	
	
	


Questions
	
	Question 1
	Question 2
	Question 3
	Question4
	Question 5
	Question 6

	Focus Group 1 
	Confusion on definition of BA


	No clear evidence on if BA help to reinforce a brand or product. However, participant names celebrities while referring to BA.
	All participant can recall last product purchased and where they purchased the item. 
	All participants excepted one said these posts would not influence them to purchase products being promoted. 
	Participants stated past experience with products. 
	All participants do not trust BA

	Focus Group 2 
	Confusion on definition of BA


	No clear evidence on if BA help to reinforce a brand or product. However, participant names celebrities while referring to BA.
	All participant can recall last product purchased and where they purchased the item.
	All participants excepted one said they would be influenced by the BA posts.
	Participants said past experience and friends influenced repeat purchase. 
	All except two said they sometimes or do trust BA.

	
	
	
	
	
	
	


Main Themes:
	Themes from data collections

	1. No clear definition of BA

	2. Clear association between BA and celebrities

	3. Clear split between demographics on trusting BA
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[image: image43.png]Q13 Do you currently follow any brand ambassadors within the cosmetic
or skin care industry on any social media channels?

Answersc: 126 Skipped: 4



[image: image44.png]Q14 What social media channel do you use most often?
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[image: image45.png]Q15 How likely are you to purchase a product, if promoted by a brand
ambassador or celebrity?



[image: image46.png]Q15 How likely are you to purchase a product, if promoted by a brand

ambassador or celebrity?
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[image: image47.png]Q16 Which of the following Brand Ambassadors / Celebrities below,
would you most associate with a brand or a product? Please indicate one
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[image: image48.png]Q17 Do you TRUST Brand Ambassadors or celebrity influencers?

Answered: 130 Siigped: 0



[image: image49.png]Q2 To which gender identity, do you identify with?
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