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This study was aimed to critically analyse the ethical dilemmas relating to the advertisement of women’s anti-ageing skincare in the UK.  Barber (2013) theorised that consumers are now living in a society that is dictated on how they physically look. More importantly, Barber theorised that women are very concerned about their appearance because it is fundamental to how they are evaluated by other people (Barber, 2013). Over the last decade, the anti-ageing industry has economically grown and become more popularised within the cosmetic market. Although the market is booming, the focus of this study was motivated by how ethical companies are by promoting a need or a want for ‘younger looking skin’.
Secondary research and analysis of existing literature highlighted the two main areas that were applicable for this research, advertising and ethics. There has been a continuous debate between business industries and consumers over whether or not profit is more important than customer needs and wellbeing physical and emotionally, specifically in the cosmetic industry.  Research dictated a consensus of research bodies that define ethics as a code of being honest, leading their company or self with integrity and integrating positive change into the community. Hayko (2010) argues that the advertising industry uses ‘subliminally stimulated’ content that causes consumers to always think in a particular way that the author states is almost ‘controlled by the media’ (Hayko, 2010). This further developed the notion that advertisers could potentially be perceived as unethical. 
Explanatory research was conducted consisting of gathering qualitative research from a sample of 65 participants through a ten question survey. Results from this were analysed and conclusions were formed based on the relevance to the secondary research. Ultimately, the findings suggested that the vast majority of the respondents throughout the survey consistently gave a negative outlook on the promotion of anti-ageing skincare. Derivative to the study, participants reflected their common concerns over ageing which resulted as mostly aesthetic fears. A percentage of the participants also stated that they think it is important to use anti-ageing skincare to deter the signs of ageing. Contrary to these results, 95% of the respondents stated that the industry is built on people’s insecurities. There was a notion from respondents who stated that advertisements use models to make people in society feel under pressure to buy the products, which had an interesting resemblance to the previous literature that argues the advertising industry misleads consumers and creates emotional harm. 
Conclusively, it was found that regulatory systems would need to ensure they are put in place to eliminate any miss leading information, as well as develop a consensus over what hurtful brand messaging could be defined as to consumers. There was also a notion that the rational customer, due to promotions like this tend to participate in irrational activities, such as purchasing products they may know may be a cash cow. Ultimately, this research recognised the need for increased awareness about the ageing process, particularly on the younger generation, tightened industry regulation that recognises emotional harm to consumers and potential future research projects that could look at the male perspective. 
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[bookmark: _Toc448588966][bookmark: _Toc448833650][bookmark: _Toc449360724]1.1 Research rationale

Over the last decade, market statistics have shown that the cosmetic industry continues to expand and has become one of the most lucrative markets (Statistics Portal, 2016). One of the most popular of these segmented markets is the anti- ageing skincare market. 
The term ageing is no longer only concerned with the amount of ‘wrinkles’ a consumer may have but  is also now associated with the importance of fighting skin ageing concerns. Various reports refer cosmetic age concerns to hyperpigmentation, age spots, under eye dark circles, and even ageing hair concerns. E Ward (2015)  explained that for the beauty industry, ageing has provided a world of opportunity and along with that opportunity there is a projected continued growth in the market for years to come. In 2000, BBC news (2000) published a report that followed up on a recent comment that the founder of the Body Shop Anita Roddick had made. Roddick (2000, p. 1) stated that the “anti-ageing industry is a scandalous lie”. Roddick also suggested that creams and products would not do anything to help the ageing process. Now in 2016, the company currently carry three lines of skincare that is promoted to mature skin that apparently aim to ‘smooth the first signs of ageing’ (Body Shop , 2016). The researcher fundamentally used this as the rationale for the basis of this research project, with the driving motivation behind where the need has come from to buy products to delay the ageing process. 
This research therefore aims to critically analyse the ethical dilemmas relating to the advertisement of women’s anti-ageing skincare in the UK. 
The Specific objectives addressed by this research are; 
1. To critically evaluate the evolution of the anti-ageing industry and the growth of Women’s anti-ageing skincare in the UK. 
2. Analyse the ethics and attitudes towards the promotion of anti-ageing skincare
3. Assess the link between advertising and the triggers of purchasing of anti-ageing skincare and develop an ethical risk assessment of that promotion. 
4. Make appropriate recommendations based on the findings 

[bookmark: _Toc448833651][bookmark: _Toc449360725]1.2 The Problem In Question

 There is a continuous debate between business, industries and consumers about whether or not profit is more important than customer needs and wellbeing, specifically in the cosmetic industry. Sherrow (2001) depicts the notion that the cosmetic industry is changing social attitudes, values and beliefs and creating a belief of an ‘accepted physical appearance’. Britton (2012) suggests that the beauty industry is the reason that negative emotions are stemming from unhappiness from a consumers physical appearance. This research is aiming to develop this notion of wellbeing which could be physical or emotional from the promotion of anti-ageing skincare. Singala and Kamra (2012) argue that there many ethical issues that accompany advertising. The author’s theory suggests that companies use misrepresentations to deceive the public with positive imagery that could affect a consumer’s values. Their research claims that advertisers used methods of persuasion to link a particular feeling with a certain brand. The authors indicate that to be truly ethical; 
· Advertisements should not mislead customers in any way.
· Whatever the advertisement promises, that should reflect in the performance of that product (Singala & Kamra, 2012).

[bookmark: _Toc448833652][bookmark: _Toc449360726]1.2.1 Caveat Emptor – Buyer Beware

Manderscheid (2007) described the notion of ‘Caveat Emptor’ as the distinguishing line between seller and buyer in the business world. This legal notion of ‘Buyer Beware’ covers fraudulent behaviour of the seller and the notion that the customer has purchased something completely different to what they bargained for. This is an important concept in this research. This research intends to identify any unethical harm that could potentially be associated by the promotion of anti-ageing skincare. Reports from secondary sources argue that westernised culture relies heavily on aesthetic looks, and this research looked at cosmetic companies selling a culture that consumers must fear of looking old, and the implications of that on those consumers.  
[bookmark: _Toc448588967][bookmark: _Toc448833653][bookmark: _Toc449360727]1.2.2 Corporate Social Responsibility 

The term corporate social responsibility has been continuously debated as companies become more selling orientated through their business methods. Moir (2001) stated that there are has been long conflicting expectations of how CSR is implemented into a company. It could be suggested that companies will never get this right due to cultural and social differences. The researcher looked to develop the main ethical dilemmas associated with selling these products, Carroll’s (1991) CSR pyramid dictates the four key functions a business must maintain to in order to comply with CSR, these are the economic components, legal responsibility, ethical and philanthropic components.
 GLX industry (2007) suggested that although skin care products make a lot of promises about cosmetic products, in reality, they may not deliver on these promises. GLX also indicate that these are unrealistic expectations, without high impact procedures of looking younger, which comes under scrutiny from ethical aspects of complying in all honesty. 
[bookmark: _Toc448833654][bookmark: _Toc449360728]1.3 The Purpose of the Study

The purpose of this research is to review what the current consensus is surrounding the anti-ageing advertisements and provide both an insight on social attitudes and awareness, as well as recommendations for further research. This research is a qualitative research study, with the main source of data collected from a survey. For the purposes of this research this methodology has been adopted to enable access to a sample of respondents in the quickest of fashions to ensure to meet time constraints on the project. The significance of this research is to provide an insight of valuable data obtained from consumers, consolidate the improvements needed for the study and provide recommendations for future research for those looking at the relationship between ethics and promotion in the cosmetic industry. 
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[bookmark: _Toc448588969][bookmark: _Toc448833656][bookmark: _Toc449360730]2.0 Introduction

In this chapter, the researcher will explore explanatory literature to examine clarification of definitions provided for this research topic in question. The chapter will review the past literature on vital components that will help to create a consensus of questions for future research methodologies for the project.
This chapter will analyse and review what an ethical dilemma is, what advertising means, and an overall unanimity s of what the ‘anti – ageing’ skin care term means for this topic. It will ensure the researcher develops sources that are similar in terms of the philosophies and interpretation of these definitions to source reliability. 
[bookmark: _Toc448588970][bookmark: _Toc448833657][bookmark: _Toc449360731]An Insight into Anti- Ageing Products 

This section will look at an insight into what anti-ageing products mean to this project.
Despite the upheaval of controversy surrounding the ineffectiveness of anti-ageing products, Bouchez (2015) reported that the anti-ageing skin care market now account for 9.8 billion pounds of the skincare market. Jamal (2015), an NYU Medical Center dermatologist suggested that any satisfaction or dissatisfaction from anti-ageing products has to do with the condition of the customers skin before they buy or purchase any anti-ageing products. Arguable, this statement would diminish any advertisement for companies selling anti-ageing products. It could be argued that when a company states that 98% of women agree, is it acceptable to agree that those women all have the same skin type and condition before they started the treatment. 
Women’s Anti-ageing skincare in the UK is quite similar to each other, with what is being advertised. Three of largest skin care giants tend to rule the roost, L’Oréal, Olay and No 7. All of their products are primarily aimed at retaining the skins youthful ness for as long as possible. Internet research found most of their skin care products range on the low impact risk in terms of products, moisturisers, neck creams, eye creams and facial exfoliators that are sold in UK retail industry. 
 The high/low impact scale of Anti-Ageing 
The Telegraph (2009) reported that advertising campaigns that feature airbrushed models are “causing poor self-esteem portraying attainable perfection”. However, there are ways that women can make these goals attainable. This research considered the low/high impact scale of products available in the UK retail market. This was implemented to show the readers the impact of the market in the UK industry and what is available, which the researcher felt future research could benefit on finding out the ethics behind high impact anti-ageing procedures. 
Consider Figure 1;
	Low impact Risk
	
	
	High Impact Medical Procedures

	Shop bought moisturisers 
Serums
Eye creams 
Facial exfoliators 
	Skin Peels 
Chemical Skin Peels
Hyperpigmentation Laser removal 
	Botox 
Fillers 
	Face Lifts 
Skin Grafts 



Figure 1 – Timeline of Anti-Ageing Products and Services

Here is an extremely short timeline between starting with Anti-Ageing products to moving onto surgical procedures to have longer lasting effective results. 
The ASA (2014b) issued two precedents surrounding the advertisement of Botox in the UK; it is no longer allowed to be advertised to the public through any form of communication channel, determining that they are not ethically responsible and do not add to the welfare of the society. The Author looked at research as to what some of the factors behind taking the route of high impact Anti-Ageing solutions and found that some authors explain that women do it for their own self confidence and some women do it to impress their partners.  Peacock (2013, p. 1) stated that ‘For many women it’s just about gaining their confidence back’. Which leads to the adjourning question about whether or not growing old made society feel a lack of confidence? This is the main objective of this research. 

[bookmark: _Toc448588971][bookmark: _Toc448833658][bookmark: _Toc449360732]2.1 Clarification of definitions for review and research 
[bookmark: _Toc448588972][bookmark: _Toc448833659][bookmark: _Toc449360733]2.1.1 Ethical Dilemma
 
In a social context, ethics are the rules of conduct recognised and interpreted through human action in everyday life. Bew (2014) developed a consensus through a government initiative in how to promote an ethical conduct in everyday life and broke these down into seven categories; selflessness, integrity, objectivity, accountability, openness, honesty and leadership. Similarly, Durham University (2012) posted their public engagement report on ethics which broke down the importance of equality, creating positive change through honesty and more importantly oneself integrity. When reviewing definitions from the bodies of knowledge of the basis of ethics, it determined a large consensus of being honest, having integrity and integrating positive change. These social ethics and mostly governed by professionals and legal guidelines – A code of ethics. 
Concluding that there are so many guidelines and codes that govern the way a human conducts themselves, there is an undeniable amount of public and non-public ethical dilemmas that occur in social and business life. The definition ‘ethical dilemma’ is extremely controversial and indeed problematic as it is difficult to get a complete consensus on what is unethical to one person, May not to be to another. Social context dictates what is deemed ethical or unethical, however personal preference overrules. This is what was explored in the literature review and applied to the data collection experience. Robinson (2003, p. 6) states that an ethical dilemma will usually occur when businesses ‘create tensions between ethics and profit’ which is sub sequential in this research as. The research will explore whether anti- ageing companies use advertising to promote well-being and general concern or they promote to make a quick profit through falsification 

[bookmark: _Toc448588973][bookmark: _Toc448833660][bookmark: _Toc449360734]2.1.2 Advertising

Is advertising rational; the proposed question in topic. The research literature will explore advertising as one of the P’s in the marketing mix.  Advertising is a way of communicating and selling company branding to new and long-time consumers. O’ Guinn et Al., (2015, p. 5) states that the mass media is well and truly alive in this economy. Thriving of consumer preferences and putting out commercial messages through new technology every day to reach all potential customers.  Research in this chapter will explore the new types of mass media, Integrated Marketing Communications (IMC) and the ethics between showing a product and pushing a product. 
[bookmark: _Toc448588974][bookmark: _Toc448833661][bookmark: _Toc449360735]2.1.3 Anti-Ageing Skin care 

A relatively new term, Anti-Ageing skincare are specific products that are formulated to delay, or stop the ageing process of one’s skin. This literature review will only be looking at Women’s Anti-Ageing Skin care products – Not services in the cosmetic industry. This research will look at Drugstore/high end Anti – Ageing skincare products; moisturisers, eye creams, neck creams and newly onto the market, drugstore legal at home chemical peels. The market has vastly expanded anti-ageing products into hair care, super foods, nail and hand cosmetic products, however the topic is vastly new in terms of research and will not satisfy the research needs as much as facial skincare. This research will look at the product ranges within the UK Market and develop a clear understanding of the product lines that are popular in the UK Alone and what is being advertised. The focus in setting these definitions is to allow depth of analysis; however general conclusions may also be applicable to the wider product ranges and related sources. 
[bookmark: _Toc448588975][bookmark: _Toc448833662][bookmark: _Toc449360736]2.2 Ethical Risk and the Promotion of Anti -Ageing Skincare Products

[bookmark: _Toc448588976][bookmark: _Toc448833663][bookmark: _Toc449360737]2.2.1 Ethical Risk 

The definition research clarified that ethics are the formulated rules and codes that one should abide by in their everyday life. The social rules and codes look at ones honesty, their integrity, acceptance of others and respect amongst other principles and human morals. However, the researcher wanted to explore whether or not the same codes of ethics apply when conducting a business and what does a situation have to look like when there is risk of ethical misconduct.
Freemans Stock holder theory (Freeman, 2007) dictates the notion that “the basic idea of a business should create value for all customers, suppliers, employees and the communities surrounding the business” , However Friedman (Friedman M. , 1970) Argues that the sole purpose of a business to create a profit using all of their resources to engage in ways that will create as much profit as it can, as long as it stays within the rules of the game. Extremely contrasting opinions about the notion of ‘Value Vs Profit’ especially in this cosmetically and beautified industry. This will be extensively covered with special reference to the Advertising Standards Agency in section 2.3. 
Shaw and Barry (2015) identifies in their research that there are specific “rules of the game” in the business world, otherwise known as the “Golden rule”. These rules take morals and ethics into context to determine specific rules businesses are expected to play by. The authors determine rule number one is to “always consider peoples wellbeing, including the wellbeing of non-participants” (2015, p. 44).  In the business world these rules are just guidelines in how they conduct their business day to day. The golden rule applies to society in general – Do unto others as you would have them do unto to you. Shaw and Barry suggest that they do not think this rule is particularly applicable to business people as society should not expect them to sacrifice their own interests and profits for everyone else (Shaw & Barry, 2015). However the minimum reality of the rule is to hope businesses are consciously making a contribution to avoid harmful consequences onto others. 
The main concept of this research is the identify and expand on the ethical risks that are associated with the promotion of anti-ageing skincare in the UK, Ultimately it is the identify the unexpected negative outcomes that can occur from unethical decisions, whether or not advertisement of these products is unethical or not is yet  to be identified. The research will look at the normal trading risks associated with advertising beauty standards, as well as the special factors of Anti-Ageing products. 
[bookmark: _Toc448588977][bookmark: _Toc448833664][bookmark: _Toc449360738]2.2.2 Promotion of Skincare 

Skincare products are one of society’s biggest expenditures globally, in 2015. Statista (2016) reported that in 2016 the overall global skincare market is worth 121 billion pounds. This is an increase of 5% percent and increasingly growing, with an estimated growth of 21% by 2021. It’s appearing to be an ever-growing industry, as society depends more and more on growing their confidence, as an example of the growth of the market, Skintour (2016) published a document that offered its top 50 products to have handy at home, alongside millions of articles and reports published about what society needs to look young. 
In a population that is living longer, anti- ageing skincare is at the top of its market.  The National Institute of Ageing (2012) issued a report that gives tips on preventing ageing. It depicts the use of anti -oxidants, through skincare and eating specific foods, calorie restriction, hormones to take, anti-ageing supplements however, this research is relatively new and will not be considered for this research. However, approached to show what industries are pushing to stay young and healthy. 
[image: maslows-hierarchy-of-needs]Maslow’s Hierarchy of needs 
Proposed by Abraham Maslow, the hierarchy of needs theory (1970) depicts that people are motivated to achieve certain needs in life. Maslow states that every individual is able to reach the top of the scale towards self-actualisation; unfortunately very few people reach is as progress is often disturbed by 		 Figure 2 – Maslow’s Hierarchy of Needs (1970)
Failure to meet lower level needs first considering the anti-ageing industry; Cosmetic sciences are at the mid to high point on the Maslow Triangle therefore this is a sign of unnecessary need for being affluent. 
[bookmark: _Toc448588978][bookmark: _Toc448833665][bookmark: _Toc449360739]2.2.3 Corporate Social Responsibility 

There is an extremely rich developing body of knowledge relating to corporate social responsibility (CSR), in a more ethically responsibility society, consumers look to industries and companies to evaluate how socially responsible they are being. Alterative themes have been developed surrounding CSR including CSR performance models, the stakeholder theory, and the business ethics theory. 
Carroll’s CSR Pyramid 
According to Carroll (1991), the role of corporate social responsibility involves the conduct of business so that is economically profitable, law abiding, ethically and socially supportive”.  Consider this case, Anti – Ageing Skincare, It has already been determined that this industry is economically profitable with a profit of 121 billion worldwide.   	
[image: http://research-methodology.net/wp-content/uploads/2013/10/New-Picture-11.png]




Figure 3– Carroll’s CSR Pyramid (1991)
Legal
The Government regulate the cosmetic industry in the UK, and state that the EU Cosmetic regulation protects customers and make sure products are safe (Cosmetics Europe , 2016). 
After a critical analysis of this legislation it depicts its main responsibilities towards the cosmetic industry are;
· Listing Banned and Restricted Substances 
· Documented Approved Substances
· Safety assessments for companies 
· Labelling requirements 
· In market surveillance of cosmetics
· Glossary of Ingredient names (2016). 
This research looked at drugstore companies that supply instore and online women’s Anti-Ageing Skincare that is regulated by government regulation, not online unregulated websites. There is no control or regulation about what products customers are buying online, due to the time restrictions of this project, global and unknown promotion of products will not be reviewed as part of the research due to lack of evidence to support their regulation.  Overall legally, the customers are well protected by the promotion of products in store. Therefore, there is a focus on the channel of distribution.
Ethical
Legal and economically the skincare and cosmetic industry are well regulated as far as what is safe to use and what is not. 
Ethically, this research is trying to determine whether it is okay to promote that a person is looking older. The research is looking at whether or not that in retail, is it ethically responsible or damaging to promote anti-ageing skincare to a customers.   Sternberg’s (2010) narrow approach to business argues that the industry lacks realism about business and ethics.  Sternberg (2010) states that the sole purpose of a business is maximise owner’s value over the long term by selling their goods.  Sternberg suggests that there is confusion over instilling conventional ethics and broad range of morals other than the owner’s values, therefore all business behaviour should be evaluated to maximise long term value of that particular company. Arguable, for the skincare industry to maximise their business, potentially this means advertising the negatives about aging to maximise value in the long term.
Economic and Philanthropic 
Friedman’s (1970) classical view of the narrow stockholders view might be seen as only looking at economic/profitability objectives, however he does say businesses should ‘play by the rules of the game’, Which could denote obeying the law but also reprehend ethical conventions. Mulligan (2001, p. 11369) states that for a company to be philanthropic, “it is defined as the benevolent behaviour, usually in the form of giving society charitable gifts”. The researcher considered one of the philanthropic attitudes of the one of the largest skincare giants in the world, L’Oréal. Economically, the companies financial value is extremely high, however when researching its philanthropic behaviour, very little was found. There is a selection process for the company to state whether or not the business is eligible for philanthropic funds. 

[bookmark: _Toc448588979][bookmark: _Toc448833666][bookmark: _Toc449360740]2.2.4 Legal V Ethical classification 

The Legal Vs Ethical classification (1982) of Henderson's model allows analysis of important case material for this research. See figure 4. This model looks at the ever growing gap between whether or not something is ethical. The significance of ethics in business is generally the same, however how people perceive those ethics can be widely argued. The shareholder theory (Friedman M. , 1970) looks at the significance of using all of its resources to make a profit, it’s been widely accepted into history as part of businesses as they see that sometimes concentrating solely on the interest of their shareholders is in fact a short term strategy.  Freeman’s stakeholder views look to consider making sure value is created for all of its shareholders who are affected by the business decisions. It is recognised as an important element of CSR. Lewis (1985, p. 377) stated that defining business ethics is in fact like “nailing jelly to the wall”.  The author explained that there are hundreds of typical definitions, but individuality ethics are righteous. Lewis depicts that not everyone agrees what is right, wrong ethical or unethical.
Ethical
			                                                                                                                                                                                                		A2.Using airbrushed models to promote Anti-Ageing Skin care 
A1. Buying wholesale skincare tested on animals from China  

	
	  	
	Illegal 		                                                                                            LegalA4. Using underage child models to brand makeup  
A3. Selling harmful skin whitening cream 

	                                                                                      


					Unethical
		Figure 4 - Henderson's Ethical Classification Model (Henderson, 1982)

In figure 4, Henderson's ethical classification model is applied to classify potential cases of ethical and unethical issues, but also the legal and illegal issues that accompany these. 
Testing on animals is illegal in the EU, The European commission banned animal testing in 2013, making it an illegal act, however buying wholesale skincare from China where it is not illegal over the internet makes this theory realistic. In the UK there are millions of avenues to purchase these products online that cannot be regulated. Some consumers consider the lowered price of animal testing; it’s the way in which these individualised morals change how industries work. 
Incorporating models like this is where organisations can determine their crucial ethical management. Businesses can use this ethical management model in reference to where they see their organisation is being primarily placed in terms of CSR.  There are endless possibilities for this table, for example, Skin whitening creams, as far as the research is concerned, there are skin whitening creams sold. It is not deemed completely illegal as far as some ingredients are concerned, but it is considered "unethical" to certain consumers. Using this example, if a company chooses to promote a skin whitening product where there is a demand for it, it could potentially be moved into a different section in the diagram, for example ethical and legal. See figure 5.
Ethical
			                                                                                                                                                                                                		


	
	  	
	Illegal 		                                                                                            Legal
Selling harmful skin whitening cream.

	                                                                                      


					
  Unethical
                Figure 5 – Movement On Henderson’s Ethical Classification Model (Henderson, 1982)

 It might also be argued that such whitening products are extremely unethical, even if not harmful, as it risks the promotion of undermining the idea of dark skinned beauty.
This Metric is crucial in this research as it determines that society may see the same model but will not interpret it in the same way. However, it does highlight the problem of defining ethical behaviour across cultures, geography and different social groups. For example, white liberal western views may criticise whitening products, Asian customers who feel the pressure to have lighter skin to help with their social pressures will value these products. 
There are issues when discussing the Henderson’s model that should be considered; 
· Laws and ethics are determined differently in different countries, it is difficult if the company is international, and more specifically what is allowed to be promoted is different.
· The interpretation of law varies. One concern may be the ethical issues relating to falsification of advertisement will differ from country to country.
· Ethics and Corporate Social Responsibility (CSR) varies from company to company and in country to country. Therefore these examples in the Henderson's Model may move from box to box, hence why there is much disagreement concerning particular issues. 

[bookmark: _Toc448588980][bookmark: _Toc448833667][bookmark: _Toc449360741]2.2.5 Henderson and Anti - Ageing Skin care 

In 2011, Jones (2011) reported that Britain’s advertising standards agency (ASA) banned Lancôme latest makeup advertisement as the air brushed celebrity was deemed digitally manipulated to look enhanced and beautiful. Jones (2011) reported that the ASA had stated that the ‘advertisement was unethically retouched to promote a falsified product, with the use of celebrity endorsement’. Jones (2011) concluded on behalf of the ASA that after reviewing the evidence that the ad image inaccurately illustrated what effect the product could achieve in real life.  
The ASA is a self-regulatory standard authority that sets codes and sanctions against what is deemed acceptable in promotion, after an analysis of the website, in terms of skin care there are set rules. For example, if a company is promoting an eye cream, the company is not allowed to remove wrinkles or reduce lines around the eyes of a model (Advertising Standards Authority, 2013b).  If this case was looked at using the Henderson’s model, it is both illegal and unethical to airbrush models to promote anti-ageing skincare, however some people may not find this unethical as anyone can buy anti-ageing skincare even younger women. This shows that these ethics will solely come from the individual, but there may be a need for regulation or rightful banning by the government to force full information disclosure to protect consumers from ‘themselves’. In such potential emotional judgements the ‘rational consumer’ concept might not apply if the consumer is not ‘intelligent’, has inadequate information or is desperate for results, (despite the evidence of non-effectiveness of the treatments).
[bookmark: _Toc448588981][bookmark: _Toc448833668][bookmark: _Toc449360742]2.2.6 Conclusion of Section 2.2

In section 2.3 the research identified some of the ethical risks associated with the promotion of anti-ageing skincare. This section identified the ‘Golden Rule’ in business ethics, the rule of doing unto others as you would want undo to you. The promotion of anti-ageing is arguable massively debatable, The researcher used Carroll’s CSR pyramid to make it more applicable, it was found that companies selling anti-ageing creams in the UK are legally bound to identify all ingredients and labelling requirements are very well regulated, economically the industry is booming, however ethically.  Although it could be debatable about whether or not industry are telling society they are getting old and should do something about it, there is a fine line between whether or not it is harmful to self-esteem to push these, in a way “causing harm” to others. However, using Henderson’s Classification Ethics model the researcher shows how fine the line is to navigate round the diagram on the basis of personal morals. Ultimately, personal morals and ethics will depict how and where the promotion of anti-ageing products will sit.  
[bookmark: _Toc448588982][bookmark: _Toc448833669][bookmark: _Toc449360743]2.3 Advertising
 
[bookmark: _Toc448588983][bookmark: _Toc448833670][bookmark: _Toc449360744]2.3.1 The Marketing Mix 

The chartered institute of marketing (CIM) (2015, p. 2) defines marketing as “the management process that is responsible for identifying, anticipating and satisfying customer requirements profitably”.
Every product that is sold in shops has a marketing force behind them, shaped by the forces of consumer’s needs, wants and demands. It can be completely central to the business performance as it’s the most important force of showing consumers what the product is, how it works and how it will benefit them.  The marketing mix is a promotional model used to create the perfect promotional strategy. It looks at the seven most important P’s, the Product, Price, Place, Promotion, People, Process and the Physical evidence (Chartered Institute of Marketing (CIM), 2015). 
[bookmark: _Toc448588984][bookmark: _Toc448833671][bookmark: _Toc449360745]2.3.2 Advertising 

The CIM (2015) depicts that the point of promotion is to communicate what the product actually does, communicate the benefits, gain attention and make sure the product or service is consistent with its brand messages. The University of Mumbai (2014) stated that the American Marketing Association defined advertising as any paid form presentation or mass media of ideas, goods by an identified sponsor. According to McCracken (1987) Advertising is one of many information based promotion models that seeks to characterise the nature of the product or service. 
Advertising has been widely debated about whether or not it is harmful to show so many promotions to a consumer throughout a day. The Guardian (2005a) reported in 2005 that in a day a person will see 3,500 daily messages through online and offline advertisements. At the end of 2014 it was reported that society will see 5000 advertisement messages a day (Telesian Technology Inc, 2014). 
[bookmark: _Toc448588985][bookmark: _Toc448833672][bookmark: _Toc449360746]2.3.3 - Information Industry or Persuasion

According to Davis and Kay (2006) Advertisement is definitely not the process by which ‘gullible’ customers are brainwashed in to buying things they don’t want or need. Advertising instead furnishes potential consumers with useful information about the product. The authors argue that, there are tentative amounts of evidence that show advertisements sole purpose is to inform the consumers.
Wolfe (1998, p. 44) published an article that argues the whole validity of media through advertisement, the article argues that “the media operates as a single cartel, they have one sole minded purpose, and that is to manipulate and shape the public”.  The article made a new meaning for the term ‘public governing’ (Wolfe, 1998). The author argues that this media cartel now uses public governing to shape how the public think about everything, the way they style their clothes, the way they should apply makeup, the way they should exercise down to the way they should cook. The author argues that most of the public wouldn’t generalise themselves as brainwashed, as they feel well informed and strong enough not the buy the products on TV except, this author argues that advertising is mass brainwashing, changing the belief structures in society – He is effectively saying  ‘are they making a disease out of growing old’? Like Klein (2003) , he would identify cultural impact even if it not an overt objective of individual advertising, but its ubiquitousness becomes “Brand Bombing”.
In 2012 Clinique, brought about a new product called the laser wrinkle serum. The Advertisement Standards Agency (ASA) stated that the advertisement was challenged because the model was in her mid-twenties and promoting an “Anti - wrinkle serum” (Advertising Standards Authority, 2013b). The advert was admittedly inundated with the benefits of the serum, the ingredients, a survey of how many women liked it, but the likelihood of a twenty something skin being wrinkled lead to the misconception of the advert.  Clinique was challenged on the basis of causing damage to vulnerable older women who felt that the product would somehow make their skin look that way after they used the product.  The ASA reportedly did not find this advert misleading, and issued a statement suggesting that rational viewers were more than likely to understand that in this case the model would use this product to retain her youthfulness for her skin; as opposed to helping any unwanted wrinkles look more smoothed (Advertising Standards Authority, 2013b).  

[bookmark: _Toc448588986][bookmark: _Toc448833673][bookmark: _Toc449360747]2.3.4 Ethical Risk Assessment of Advertising 

This literature review has already determined the products that this research is looking at UK registered companies, that are continuously monitored and substances used in them are regulated chemicals and products. Scarring from a product is effectively an extremely bad issue to rise, but the lack of cases to support this evidence and the likely hood of it happening is low in this case. However, the likelihood of falsification from advertisements is more likely to happen; Huddleston (2014) reported in 2014 that L’Oréal had recently settled a deal with the federal trade commission over the realisation that their advertisements were deceptive and misleading. The author (2014, p. 1) stated that the cosmetic company made “false and unsubstantiated claims over its anti-ageing skin care capabilities”. Therefore increasing the risk of ineffective treatment from these products, Rhodes and Wilson (2015, p. 2) describe that ‘advertising influences rational customers’. The authors claim most adverts make explicit claims about the quality and effectiveness of what they are selling, but argue that the sanctions on false advertisements are basically non-existent allowing adverts to brand in their product whatever way they feel is necessary. The risk assessment shows that there is a high risk that accompanies advertising in general, products are made to look the best they possibly can be, and in reality there is substantial evidence to back up these claims that they are not as effective as shown. 
[bookmark: _Toc448588987][bookmark: _Toc448833674][bookmark: _Toc449360748]2.3.5Advertising and Consumer Choice

[bookmark: _Toc448588988][bookmark: _Toc448833675]This part of the research looked at the empirical studies that determine the effects of advertisement on consumer choice. Ackerberg (1998) conducted a study that looked at the effects of advertising making a product looking prestige and using positive image effects on society. Using evidence from past authors, the author determines that advertising does have a profound effect on the functioning of the market. The study found advertisements that provide information on the brand has a larger implication than the advertisements that solely focus on prestige or image branding of that sole product.  Dempsey and Mitchell (2010) argue an extremely interesting aspect of consumer choice and how it is associated to advertisement, following along the lead of image effects, the author’s state that advertisements are potentially subconsciously conditioning consumers mind to associate products with a certain feeling, which is ultimately affecting their decision to buy it. They depict that advertisers for the companies are looking to “connect brands to consumers through positive imagery” (Dempsey & Mitchell, 2010). This form of grooming a consumer to feel a certain way about a product from advertising leads back to the idea of “public governing” (Wolfe, 1998) and mass media brain washing. 


[bookmark: _Toc449360749]2.3.6 New Technology and Advertising 

Different types of advertising offer different information opportunities, consider, personal selling. To accentuate a products value, often stores will take personal selling to the next level. This form of selling is very personal, and a lot of the time store staff can say anything they want to accentuate sales of a product. Beauty counters will primarily focus on persuasive advertising through face to face meetings with consumers. Friedman (2011) described personal selling as a way of adjusting your words and creating a personal relationship with that customer. However, every day this society becomes solely infatuated with the quick convenience of online transactions. Successful companies are now using new technology to maximise their online presence, Zeff and Aronson (1999) wrote that online they are able to use online advertisements, social media advertisements, internally advertising, emails, promotions; sweepstakes the lists is endless with the opportunities. Lee (2014) reported that any advertisements online is dangerous for children, in this digital era, children are online and unaware of the dangers of what the click on, but what about adults. Clever promotional tools will use the users search history to try and target what they would like to buy next, potentially exposing vulnerable people to a whole new world of products. The Ad blocker paradox is the theory of when a customer visits different webpages they leave cookies from third party websites, which then allows these companies to track the user’s use of the web which will then allow for target advertising. Fraser (2013) reported that although online advertisements promise consumers salvation, they are designed also to keep consumers unhappy. Exploiting consumers to want things they never knew they wanted. The research will look at whether or not personal selling has the same effect on consumers. 
[bookmark: _Toc448588989][bookmark: _Toc448833676][bookmark: _Toc449360750]2.3.7 Conclusions from Section 2.3

Section 2.3 critically analysed advertising, this section found that there is a huge debate about the exploitation issues associated with advertising. The research in this section found credible sources that determined that the advertising industries sole purpose is to manipulate and shape society. This section developed cases of falsification in the advertising cosmetic industry, and found substantial evidence that some products may be ineffective. Advertising and consumer choice research found the notion that advertisers associate products with certain feelings, using positive imagery to shape consumers feelings towards a company. However, the results section helps to justify customer’s feelings about anti-ageing advertisements. This section also looked at the globalisation of advertising, new technologies has opened up a world of opportunities to directly advertise, however research found that this new technology has potentially made consumers vulnerable, open to new opportunities, open to new threats, a consumers search history will dictate what they see pop up on their screen, which could potentially be influencing them and their customer choices. 

[bookmark: _Toc448588990][bookmark: _Toc448833677][bookmark: _Toc449360751]2.4 The Social/ Cultural Factor 

[bookmark: _Toc448588991][bookmark: _Toc448833678][bookmark: _Toc449360752]2.4.1 History of Aging

Government statistics (2012) show that the UK population is ageing and is expected to continue to rise as the fastest population is aged between 60 and over. Population of ageing is a result of vast improvements in mortality rates due to medical enhancements that continue to rise and improve. With the rising population of people aged 60 and older, Moeglin (2014) reported that Mintel’s consumer research found that there is a growing importance; the elderly is a key consumer demographic, which could potentially be the main factor behind the increase in popularity in Anti-Ageing skincare. 
[bookmark: _Toc448588992][bookmark: _Toc448833679][bookmark: _Toc449360753]2.4.2 Feminism on Anti-Aging 

Clune (2014) reported as part of the Feminist opinion in the Guardian, that the value society places on women’s age has led women to become ashamed about the most humanistic part of life – Growing old. The report discusses the admiration behind the protesting of the size 0 debate, photo shop on bodies but forgetting the glorification of feminine youth and keeping it intact. The report glorifies the blame on the 88 billion pound anti-Ageing industry which is completely compounded by consumerism. According to Rowe and Kahn (1987), the term ‘successful ageing’ is very much dependant on the individual choice, effort and behaviour towards Anti-Aging. (Brooks, 2010).
[bookmark: _Toc448588993][bookmark: _Toc448833680][bookmark: _Toc449360754]2.4.3 Target Groups 

About Face is a target feminist group that criticises the fact that women are bombarded daily basis with advertisements for anti-aging products. They report that they are almost always exclusively aimed at women. Their main arguments depicts that women are pressured to 
· Look young 
· Obsess over anti-Aging 
· Be filled with terror when they see a wrinkle
Controversially the site depicts their gallery of offenders in society today who take part in this, these include, women’s sanitary ageing pad advertisements, makeup advertising which sexualises young women as well as targeting one of the largest cosmetic giants, L’Oréal for their need to tell women they can prevent aging – as opposed to embracing aging. The target group conducted an experiment by simply typing in “look younger” into google images which brought up only pictures of Women, which potentially raises some questions about whether or not women are primarily being targeted by multimedia advertisements (About - Face , 2015).  Therefore objectively, the anti-ageing industry faces multiple target groups that fight for the realisation that ageing is a part of life and should not be something society is afraid of. They objectively promote other solutions, including body positivity, enhancing natural beauty and increasing self-esteem levels to support the no need era for cosmetic products to stop ageing gracefully. 

[bookmark: _Toc448588994][bookmark: _Toc448833681][bookmark: _Toc449360755]2.5 Regulatory Stance – Buyer Beware 

[bookmark: _Toc448588995][bookmark: _Toc448833682][bookmark: _Toc449360756]2.5.1 Caveat Emptor

[bookmark: _Toc448588996][bookmark: _Toc448833683]Caveat Emptor refers to the obligatory legislation that notifies a consumer that a product that they are buying is still open to defects. Buskirk and Rothe (1970) argue that consumerism is the reason for Buyer Beware. Drucker (1969, p. 61) defined consumerism as “when the consumer looks upon the manufacturer as somebody who is interested but really does not know what the consumer’s realities are”. Another definition developed by Knauer (1999) advocated that we should “Caveat Venditor” or “Let the seller beware” as opposed to the age old buyer beware. In 2012 The American Society (2012) published a report that stated that consumers need to be better educated in what ingredients are in expensive anti-ageing creams and vitamins they are consuming. They also reported that in 2011, consumer reports showed that more wrinkle creams are ineffective; they depend on the individual skin type and the original state of skin.  The Aesthetic Surgery Journal (2016) found that many drugstore anti-ageing products do not have any science to back up their claims.


[bookmark: _Toc449360757]2.5.2 Rational Decision Making 

Holden (2013) states there are various paths in decision making when it comes to consumers. Rational decision making refers to actually making an effort to research the best possible choice for the individual’s needs. Looking at all of the alternatives, how much information is being made available about their purchase and looking at other resources. However, a passive decision making progress is the path of least resistance, following options that are salient. The purpose of looking at this is whether or not customers are making rational decisions about the Anti-Ageing products they are purchasing. If a consumer is seeing 14 L’Oréal adverts a day, are they more inclined to just try that one, on the basis that 85% of women agree, according to the their advert.  This will be looked more in depth in chapter 4 – Results.  Danciu (2014) argues that Advertising is a manipulative marketing tool that is making decisions for customers, using stimuli’s and techniques that have moved marketing away from what was meeting the needs and wants of customers but widens the power and control between company and the consumer.

[bookmark: _Toc448588997][bookmark: _Toc448833684][bookmark: _Toc449360758]2.6 Conclusions

The purpose of this review was to view the trends of promotion of Women’s Anti-ageing skincare in the UK. The review was also intended to help the reader understand different aspects posed by secondary literature on the ethical dilemmas associated with the promotion of these products, on physical and emotional wellbeing from advertisement.
From the above discussion the factors for further investigation in the data collection exercise are; 
· Identifying a consensus of what ethical dilemma means to consumers when referring to advertisement.  
· Examining the extent of a need for Anti-Ageing products, investigate the triggers to purchase.
· Critically analysing the relationship between Advertising and consumer decision making and choice. 
· Developing an ethical risk assessment of Advertising on consumers.
· Future research – Men’s Issues, and women’s issues segmented, potentially looking at age, social groups, culture, geographical and affluence in connection to purchasing anti-ageing skincare.












[bookmark: _Toc448588998][bookmark: _Toc448833685][bookmark: _Toc449360759]Chapter 3 – Methodology 
[bookmark: _Toc448588999][bookmark: _Toc448833686][bookmark: _Toc449360760]3.1 Introduction 

In this chapter, the researcher will introduce the chosen methodology for research attainment in this dissertation. The section will look at justifying the method chosen, what resources will be used in conjunction with this method, the rationale for methodology and the influential factors surrounding choice. 
[bookmark: _Toc448589000][bookmark: _Toc448833687][bookmark: _Toc449360761]3.2 Research Objectives
The objectives of this study are too;
1. Critically evaluate the evolution of the anti-ageing industry, and the growth of women’s anti-ageing skincare in the UK. 
2. Analyse the ethics and attitudes towards the promotion of anti-ageing skincare
3. Assess the link between advertising and the triggers of purchasing of anti-ageing skincare and develop an ethical risk assessment of that promotion. 
4. Make appropriate recommendations based on the findings
[bookmark: _Toc448589001][bookmark: _Toc448833688]
[bookmark: _Toc449360762]3.3 Research Design 

The research design is used to structure the research that is used through the project, including its sample used, its measures of appropriateness and the methods used throughout the assignment. The purpose of this study is to address and critically analyse the ethical dilemmas associated with the advertisement of women’s anti-ageing skincare in the UK. The research onion developed by Saunders Et Al (2012) illustrates the different levels/stages of research that are developed through a research strategy. This research project will research using two processes, phenomenology and aspects from an interpretisivm outlook.  Interpretivism stresses the human activity and involvement in a project as the individuals are different with different views and attitudes. The study was a qualitative study. The Phenomenological paradigm is concerned with human behaviour and data that cannot be mathematically quantified. Social morals and ethics is a key aspect of this research and the objectives concerned are ones of those that relevant to humanistic behaviour and social reality, Ponty and Smith (1996) argued that phenomenology is the philosophy ‘ that does not expect to arrive at a understanding of man rather, re achieving direct and understanding primitive contact with the social world’. 
[bookmark: _Toc448589002][bookmark: _Toc448833689][bookmark: _Toc449360763]3.4 Methodology 

To collect relevant data for this study an internet survey was adopted.  Dilman (2002) stated that a self-completed postal survey is a recognised and very much used form of data collection. However there were multiple practical problems with this form of data collection, time consuming, transcribing results and very slow lack of responses. However, the new application of technological processes and enhancements in data collection means online surveys are easier to convey and send out. Created with web forms, this form of methodology are attractive in collecting data as due to low cost and faster response collection. 
[bookmark: _Toc448589003][bookmark: _Toc448833690][bookmark: _Toc449360764]3.4.1 Positives vs Negatives of online surveys

 Technological advancements and online surveys have been the subject of much hyperbole about their capabilities as well as some criticism of their limitations, this section will concentrate on what some of the positive and negatives were of conducting an online survey. Evidence from articles surrounding the efficiency of conducting an online survey has found that as opposed to conventional methods the realities are they are cost saving and response rates are quicker.
Response Rates 
 Fricker and Schonlau (2002) found that the standard way of summarising survey performance is comparing their response rates, conventional and online. Using evidence from past literature the authors concluded that in this fast paced world, survey timeliness is increasingly stressed, direct links mean that the response rates are quicker than conventional methods; however, these response rates decrease over a period of time.  
Timeliness 
Another positive of conducting an online survey is the quickened up time to process and send out the survey. The length of time it takes for conventional ways of conducting a survey was found to be prolonged due to fielding that survey, distributing, collecting the responses, process and finally analysing those results, very time consuming.  Decreasing just one of these processes will decrease the overall timelessness of the survey process. Effectively, online surveys are cutting corners of the whole process. However, marketing experts have concluded that more than half of the responses from online surveys will be conducted within the first three days, after that the enthusiasm for completing it wears off.  
Accuracy  
When conducting online surveys it is very important to take into consideration of information accurately. Snap surveys (2013) state that attitude and opinion questions should be phrased in a way that best represents how the sample of survey respondents will speak about a particular topic. Also, respondents may feel pressure to give a specific answer, questions are skippable, creating bias as some respondents may choose to skip and others may not. 
Sampling Issues 
For this research, very little was known about the characteristics of the respondents, due to keeping costs low of type of survey, the limitations of the number of questions, which led to more in-depth questions being asked about the project. Aside from very basic demographic variables, not much else was known about the respondents, however for this survey in particular, the researcher felt that the sample was detailed enough; however future research on more precise demographics could be acknowledged and researched, including, affluence, specific age groups and culture. 
[bookmark: _Toc448589004][bookmark: _Toc448833691]
[bookmark: _Toc449360765]3.5 Rationale for Questions Asked

Please see appendix 2 for the survey questions. Survey monkey is an online survey platform that allows the user to create a survey of ten questions for free. On this basis, ten questions is an a small amount, so for the purpose of this study they had to be clear about what the researcher was trying to establish. The questions were limited and constructed from findings from chapter 2 0- the literature review and the primary objectives set in chapter 1.  Basic demographic questions were used for 1 and 2, to determine the age and gender of participant, notion for this reasoning was to understand the development of consumers in different age brackets, and future research prospects.

[bookmark: _Toc449360766]3.5.1 Consensus of ethical dilemma definition 

No specific question was set on this however; the researcher was able to make an evaluation by considering the total response of the sample to those questions that were asked. The reasoning of this brought amount some sampling issues as, due to the nature of the topic, could possible cause issues in some respondents not answering the question, if they did not understand it. 
[bookmark: _Toc449360767]3.5.2 Analysing the relationship between Advertising and consumer decision making and choice

In relation to investigating this from evidence found in the literature, the researcher asked multiple questions about consumer choice and advertising of the products. Past literature emphasised that there could be a correlation between the way adverts make a person feel and influences their buying habits. The that questions were asked in hope for investigating this further; firstly questions that related to the respondent and they values on the importance of using anti-ageing skincare to deter the signs of ageing. Secondly, the survey questioned the respondent’s perspective on celebrity endorsement in the advertising of skincare, to gather information on advertisement and consumer choice. 

[bookmark: _Toc449360768]2.5.3 Developing an ethical risk assessment of Advertising Anti-Ageing products on consumers.

Chapter 2 brought about interesting ideas associated to the ethical concerns associated with advertising anti-ageing skincare. Evidence found that although products may not be harmful to the outer appearance to a person, there is evidence to show advertising is potentially affecting the inner confidence on women, as noted by (Hayko, 2010).  In association for this investigation, questions were asked to prompt opinions on whether participants found there are any negative effects of anti-ageing. It is important to note that the researcher did not specify a question to ask if there were notable negative effects from advertising itself, however this was prompted further on in the questionnaire by extra corns about the industry. Firstly, respondents were questioned about their perspective on whether or not there are negative harmful effects on people from available anti-ageing products. Secondly, respondents were asked about the important of regulating these products in the industry.


[bookmark: _Toc449360769]3.5.4 Examining the need for Anti-Ageing products and investigate the triggers to purchase

Chapter 2 found that anti-ageing skincare is one of the largest expenditures in the health and beauty industry, so it was extremely important for the researcher to implement a questions that could potentially develop a consensus about why people buy them, which was the rationale for certain questions. Firstly, respondents were asked what they largest fears were about ageing, secondly, the respondents were asked if they consider these products to give a better quality of life as opposed to older procedures. Lastly, respondents were asked about any open ended concerns or comments about the anti-ageing industry. The researcher understands that this question may have been misleading in terms of developing negative responses which the use of the word concern, however this study is reflecting the ethical dilemmas of promoting this anti-ageing skin, and feels the questions were consistent in validity, and screened by supervisor. 

[bookmark: _Toc449360770]3.5.5. Developing ideas for Future Research 

This research did not take any active steps to limit the sample to women; this is an exploratory study, which is intended to actively look at attitudes in general to further understanding. Male participants were also given the opportunity to answer the survey. 

[bookmark: _Toc448589005][bookmark: _Toc448833692][bookmark: _Toc449360771]3.6 Data Analysis Techniques  

For this research, as mentioned. Survey monkey was used to collect and analyse the data efficiently and effectively. Due to its comprehensive and suitable analysis tools that survey monkey provides, results from the analysis were deemed accurate. The Survey link was distributed through a social media platform, in a form of a link with a covering letter. The data was collected over a period of week. The covering letter which accompanied the link on survey monkey, detailed the anonymity of respondent as well as the topic in question. This survey platform allowed the researcher to view individual responses from participants, filter the responses according to preferred variable as well as illustrate the findings in accessible and understandable graphs and tables. The data was analysed individually and segmented into chosen categories to represent and explore negative and positive relationships between the varying factors from questions 1 – 10. One particular focus would be the relationship between the age demographic of the respondents and their values surrounding the promotion of anti-ageing skincare. Ultimately, the overall result of the survey and analysis would then be used to address the research objectives of the research project. 

[bookmark: _Toc448589006][bookmark: _Toc448833693][bookmark: _Toc449360772]3.6 Reliability and Validity 

Reliability is a key factor when determining the test quality of the data. Reliability can be determined through themes such as the consistency and the reproducibility; meaning is there a likelihood of another researcher determining the same results. Joppe (2000, p. 1) defines reliability as, the extent to which results are consistent over time and an accurate representation of the total population under study is referred to as reliability and if the results of a study can be reproduced under a similar methodology, then the research instrument is considered to be reliable.  According to Mora (2011) the validity of the research considers the accuracy of the measurement of the results, which can be effected by survey design. 
If a test proves to have poor validity it will suggest that it does not sufficiently measure the related content of the research process.  
This section of the methodology will determine what makes this research design reliable and valid while also addressing some of the limitations that may occur.  
Due to the nature of the research, conducting an online survey proved to be the most efficient way of collecting data from participants.  However although conducting an online survey has evidence to suggest they are cost effective, have quicker responses  the researcher found it difficult to gather as much information as needed as questions were limited to ten.  In addition it is important to suggest that some respondent’s t may not provide accurate or truthful responses to the questions. However, that will always be a reliability factor when it comes to the bias of data collection through a survey; respondents were completely anonymous with no way of tracking who said what, weighing out the unreliability of answers. Another threat to reliability and validity is the bias controversy. As the survey was issued through a social media platform, there are chances of respondents choosing to be more helpful with answers. It is a key aspect to mention the reproducibility of the same results could be undermined. However, all data examined was checked by the supervisor as valid, following the key factors identified by the literature review. 
[bookmark: _Toc448589007][bookmark: _Toc448833694][bookmark: _Toc449360773]3.8 Ethical Considerations 

[bookmark: _Toc448589008][bookmark: _Toc448833695]The conducting of research requires not only knowledge and time, but also honesty and integrity. All data collected was verified in the research proposal ethical risk analysis. Survey and respondent data has been anonymised, so that no comments can be directly attributed to an individual. With the guidance and support of the supervisor it is believed that risks are minimal, no individual reputation is threatened. Neither is the status of the reputation of the researcher or the university. All data collection plans were verified by the supervisor, as was data stored and analysed, thereby, helping to minimise risk and improve reliability and validity. 
[bookmark: _Toc449360774]Chapter 4 –Analysis of Results 
[bookmark: _Toc448589009][bookmark: _Toc448833696][bookmark: _Toc449360775]4.0 Introduction 

In this chapter, the results of the data analysis are presented from the secondary collection of an online survey, which was conducted through survey monkey. The data was collected and then analysed in response to the question in chapter 1 of this dissertation. There was specific goals set that drove the collection of data and the subsequent data analysis. Chapter 2 highlighted further investigations for identifying a consensus of ethical dilemma from participants, the need and triggers behind the purchasing of anti-ageing skincare products and the relationship between advertisement and how it effects customer choice and customer opinion, the chapter also found potential future research projects. 
[bookmark: _Toc448589010][bookmark: _Toc448833697][bookmark: _Toc449360776]4.1 Analysis of Sample
[bookmark: _Toc448589011][bookmark: _Toc448833698][bookmark: _Toc449360777]4.1.1 Description of Study

Relative to the fast paced society that the business world is operating in, the researcher implemented an online survey – using the online platform Survey Monkey. As research has found online surveys are in retrospect one of the quickest methods of obtaining a lot of data in a shorter period of time. McCalla (2002) has stated that the dynamics of conducting an online survey show benefits through fast completion and fast qualitative or quantitative results. A link and cover page for the online survey was administered through social media. There were 65 participants in the survey, a relatively small sample size, however due to time constraints of the project and deadlines for specific analysis, the survey had to be withdrawn from social media to be analysed. Although, a smaller sample, questions were answered in detail and gave the researcher a vast amount of data to sort and analyse, which is interesting as it indicates an interest in this topic in society. 

[bookmark: _Toc449360778]4.1.2 Male/ Female Participants 

This research has looked at women’s Anti-Ageing skin care products, although women were prioritised for the study, when the researcher developed the survey and posted this through social media, there was no direct initiative to stop men from answering the questions. Question 1 found that, there were 65 participants of whom 30% of these participants were male, see appendix 1 Table 1. The researcher had stated that the survey was looking at women’s Anti-Ageing Skincare – but failed to state that this was a women’s only study. However, without this objectification, the researcher had some unintended data which as a result produced interesting results relating to the issue in question. This is relatively new research that associates men with using these particular products. This is exploratory research and the researcher felt although this study was preferably about women’s skincare; the results from the male participants could reflect interesting research from future research projects. Blanchin Et Al (2015) discusses that the selling of cosmetics to men market is currently on the rise, the authors also state how it is not just women being advertised, men models are represented in TV advertising for Anti-Ageing hair products, skin and body products. This was a particularly interesting outcome from the survey.  In chapter 2 section 2.0.1, Peacock (2013) recognised that for some women, using products on the low – high impact scale of anti-ageing is about gaining their confidence back, which the researcher recognised as a potentially interesting future project – the recognition of men using these products for what could relate to a lack of confidence. 
[bookmark: _Toc449360779]4.1.3 Respondents Age 
There were 65 respondents, please see Appendix 1 Table 2. The only questions that gave the researcher some demographical statistics were the gender and age of the participant. In chapter 2, there was no referral of the age of the women who use these Anti-Ageing Products, which in reference to the survey meant as long as the participants were over 18; the researcher wanted them to answer the survey questions as well.  Chapter 2 also indicated that market statistics show that women’s Anti-ageing skin care products now account for 9.8 billion pounds of the skincare market – chapter 2 recognised that the elderly are a key consumer demographic in the cosmetic market, however there are no age indication of the buyers of women’s anti-ageing skincare on the market. Which was interesting to the researcher, as part of generation Y and a user of anti-ageing skincare – it felt appropriate for the research to showcase the comments from all ages of people. The percentages were as follows; the largest group of respondents aged 22-34 at 54 %, 15% were aged 35 – 44 which was the second largest majority,6% aged 65 and over, 8%  aged 55-64 and 8% for the participants aged 21 and under. This survey was administered and sent out through the researcher’s social media page, it is important to criticize that the largest group of respondents would be of a similar age due to where the survey was posted. However, there are no written limitations on market products, or market launches on what age you have to be to use anti – ageing skincare. Moeglin (2014) stated the line is becoming increasingly blurred between anti-ageing and original skincare making the anti-ageing claim somewhat confusing for consumers. Participant 5 stated in their survey response in regards to extra comments, that “The market is confusing, there surely cannot be a difference in normal moisturiser and anti-ageing moisturiser – they probably all do the same thing”. 
[bookmark: _Toc448589012][bookmark: _Toc448833699][bookmark: _Toc449360780]4.2 Aesthetic Fears 

In chapter 2 Section 2.0.1 the research looked at the low/high impact scale of anti-ageing products that exist on the UK market today. The literature behind these low/high impact products featured some comments that stated that air brushed models could be the cause for poor self-esteem, as it portrays an unreachable goal – in terms of the aesthetics of one’s self (Telegraph, 2009). As part of understanding the connection between the driving forces behind buying anti-ageing products, Question 3 asked respondents what their largest fears about ageing were. See appendix 1, Table 3. 59% of the 65 respondents suggested a fear that associated with aesthetic/cosmetic looks, as opposed to having no worries at the moment, or losing one’s family and friends. There has to be some consideration of the youthfulness of the respondents, as most were in the age category of 22-34, similarly to Wolfe 1998, the respondents answers show some correlation between the triggers behind their concerns and the amount of media that is propelled onto youth culture to look a certain way – as illustrated in chapter 2. Chapter 2 section 2.1.3 highlighted that anti-ageing skincare is the process formulated to delay or stop the ageing process of the skin; however no one ever states why this has become so necessary, apart from societal acceptance of a perceived look. As noted by Dillar; “Conflicting messages from a youth obsessed culture, beauty is society’s currency” (Diller & Muir-Sukenick, 2011). The largest group from this particular question, talked about their fears of getting wrinkles, looking old and their skin not looking as youthful particularly.  Respondent 7 stated that their largest fear was “not ageing like Jennifer Anniston, or Julia Roberts” similarly; there were 10 other responses that indicated that they fear they will not look like a certain celebrity as they mature. It is important to indicate that the majority of these respondents who worried about cosmetic fears, were between the ages of 22-34, showing what could be a massive flaw in society and advertising today on young people minds, however there were respondents aged 40 and older who stated that they feared ‘looking old’. Respondent 31 and 40 both stated their biggest fear was “not looking my best and people labelling me as old”. It was interesting to the researcher because there is no indication about what the apparent age is that one starts to be labelled as old. From the data taken from this particular question, it is apparent that aesthetic fears are very much dominant in respondents aged 22 – 34 which is interesting as youth culture is also called the generation self – The guardian associated generation self with more materialistic about looks than the actual society they live in (Guardian, 2013c).  
In conjunction with question 3 after respondents indicated their biggest fears  about the ageing process – question 4 (See appendix 1 – Table 4) correlated the relationship between the consumers and  asked respondents whether or not they think it is important to use skincare to deter the signs of ageing. After the data was compiled about the main fears, it was not surprising to the researcher that similarly 54% of respondents felt it was important to use skincare to deter the signs of ageing. 
4.3 [bookmark: _Toc448589013][bookmark: _Toc448833700][bookmark: _Toc449360781]Negative Effects from Products

Question 5 (see appendix 1 – table 5) set out to understand whether or not the respondents felt there were any negative or harmful effects which resulted from buying these products. To critique the question, the researcher did not justify whether or not these effects were physical or emotional. Khuong and tram (2015) conducted a study that shows a massive correlation between the effects of advertising and the resulting purchasing decision. Their theory found that, advertisers focus on the “emotional symbols, using emotional advertising clips and lastly creating self-identification elements in what they are promoting” (Khuong & Tram, 2015).  The question did not differentiate to what the researcher was specifying from the respondents, however interestingly, 81% percent of respondents stated that they thought that there are negative harmful effects on people from available anti-ageing products. This question was left open ended, which the researcher felt could prompt respondents into writing a little bit more on the subject. Respondent 36 commented “these products are accompanied with emotional damage, you have to take care of your skin of course – but the industry wants perfectly tanned blemish free models, you cannot win”, this is an extremely objectified view of the industry. However this comment was one of the many that indicated that respondents felt that way to some extent. Respondent 13 stated that “The whole concept of anti-ageing is hugely damaging to society, they use clips to make women feel bad they don’t look a certain way. The fact is advertisers know how they are making women feel, when they use women who are air brushed to promote their skincare products”. Similarly respondent 28 stated that “The marketing and the media attached to this industry, stereotype what “pretty” looks like, pushing people – especially younger people to buy products and have procedures”. Which lead the researcher to look into the concept of the rational customer vs the delusional customer – although 81% of respondents felt there are harmful effects, there are still 59% of those respondents who still fear cosmetic changes to their face, and near enough the same amount of people who use anti-ageing products to deter the “signs” of getting old. 
4.3.1 [bookmark: _Toc448589014][bookmark: _Toc448833701][bookmark: _Toc449360782]Prima facia – The Accepted Appearance 

Question 6 found that respondents were consistent with their answers on the regulation of products. (See appendix 1 – table 6) 82% of consumers agreed that these products should be highly regulated, which tells the researcher that these consumers are intelligent and rational consumers. Chapter 2 section 2.2.3: Carroll’s CSR pyramid research found that there is legislation that controls the listing of banned substances, safety assessments of products and labelling requirements, however this constitutes only products that are streamed through the European cosmetics regulation, as detailed in chapter 2. Controlling some of the aesthetic/ emotional distress comes down on the Advertising Standards Authority to control and exhibit actual duty of care to its customers and how they market these products, as noted by the ASA (Advertising Standards Authority, 2013b) in literature. From the data, there is an association between the industries and creating what they think is attractive. However, from the results above – there is obviously a case for concern still for the emotional distress that the industry is creating and that needs some control, which is aggregable with Klein 2003, who considers the negative effects on people from brand bombing in their campaigns, and that potentially mass media controls feelings associated with a product. 
[bookmark: _Toc449360783] 4.4 The Rational vs Self Delusional consumer 

Chapter 2 section 2.5.2 the rational consumer, found that there are various paths when it comes to consumers according to Holden, the ‘rational’ consumer is said to make its decision after an effort to research the best possible choice for their particular needs. However, this section also indicated the vast amount of information which is mostly scientific jargon to consumers. The survey stipulated a vast majority of negative results that indicated that the industry is extremely confusing. Although a consumer is a rational consumer who is looking at the alternatives from these products, do they really understand what they are buying? From the results it suggests that these are rational consumers, for question 9 please see appendix 1 – table 9 - 85% of respondents felt there is a need to research products before you buy them – although the researcher had not indicated what was meant by the term research, the researcher felt that the term “research” was exploratory and could mean a lot of things to respondents, however they all indicated some sort of search before buying the products. Research potentially in western societies could be interpreted as the reading the labelling on products, internet searches for the  products, industry reviews and testing analysis of the product, as well as word of mouth by consumer. It is important to determine that this could have been interpreted in many different ways and for some consumers ‘research’ could mean just asking a friend about the product. There is a suggestion from the survey that some consumers may not understand the industry jargon and buying what they see advertised by companies who are recognised in the UK. This is interesting as chapter 2 section 2.5.2 indicated that advertising is a manipulative tool, it therefore making these decisions for customers – using particular stimuli’s and techniques. 
4.5 [bookmark: _Toc448589015][bookmark: _Toc448833702][bookmark: _Toc449360784]Delusional Branding campaigns - ‘Caveat Emptor’ – Buyer Beware

[bookmark: _Toc448589016][bookmark: _Toc448833703]Question 7 (see appendix 1 – Table 7) found that 48 % of participants agree that anti-ageing products give us a better quality of life over older procedures – the researcher had criticised this question, as felt the question was potentially misleading, and have not given the researcher detailed enough data about how consumers associate a better quality of life from low impact anti-ageing skincare. The researcher felt the question would have been more appropriate had it not discussed the older procedures. However, some participant’s left additional comments that identify the emotional distress that comes along with both instances. Respondent 2 stated that “it is a societal concern that we shouldn’t look old, however the confidence from both low and high impact anti-ageing procedures could help someone’s wellbeing”, Respondent 7 stated that “both can lead to greater confidence, leading to a better quality of life” Chapter 2 section 2.3.2 Advertising – found that there are ethical risks associated with the promotion of anti-ageing skincare, for example misleading consumers, using Photoshop. However, the section debated whether or not the industry is telling people they are getting old for the purpose of profit, and if pushing this is causing emotional harm to customers. From the survey data, it seems interesting, the respondents based on findings seem rational, intelligent people who have stated that products should be highly regulated, as well as some sort of research should be done, and the majority participants were honest about the fact that they do think it’s important to use skincare to deter the signs of ageing, however they do think there are harmful effects physical and emotional effects from these products, many comments suggested that the industry is misleading with their use of models, that they will not look like the celebrities in these advertisements,  yet some still use the products. 

[bookmark: _Toc449360785]4.6 Celebrity Endorsement 

Question 8 considered whether or not respondents felt that celebrities help to further sales in advertisement. Chapter 2 identified one of the largest cases that had been brought up into the media for its use of misleading conduct. In 2011, the ASA banned L’Oréal’s advert that featured Julia Roberts on the basis that the adverts were overly airbrushed (BBC, 2011). The ASA stated that the adverts exaggerated their breach of conduct due to its content that would never reflect on a real person. Question 8 found that an astonishing 80% of the respondents felt that celebrity endorsement does help to further sales, but looking at the other data, a lot of the respondents also feel this is their biggest downfall in the industry, they help further sales, but they also help to cause emotional distress as respondent 8 suggests “ on vulnerable young women, my daughter is obsessed with looking like someone who doesn’t even look real”, similarly respondent 1 stated that “People are brainwashed with beautiful models”.


[bookmark: _Toc448589017][bookmark: _Toc448833704][bookmark: _Toc449360786]4.7 Concerns about the Anti-Ageing Industry
	  
[bookmark: _Toc448589018][bookmark: _Toc448833705][bookmark: _Toc449360787]4.7.1 Maslow’s Hierarchy of Needs – Unnecessary Affluence 

The researcher recognises that question 10 may have been bias and misleading as the question was phrased (see appendix 1 – table 10). This question was set to recognise if there are concerns or comments about the anti-ageing industry from respondents, left open ended. It is important to recognise that this question  may have been read and phrased in a negative way, however, the researcher felt that they was trying to obtain data surrounding this topic, which is recognising whether or not there are ethical risks associated with advertising of anti-ageing products. The research also felt that respondents were consistent throughout the survey indicating negative responses throughout with questions that were not misleading. Alarmingly, 95 % of respondent’s left negative concerns or comments about the industry. Chapter 2 recognised that on Maslow’s Hierarchy Of Needs (1970), the anti-ageing industry which is a cosmetic science are at the mid to high point of the Maslow triangle indicating that there may be an unnecessary need to be affluent to buy these products. Using this theory, 6 respondents felt that the market is too expensive and a waste of consumers money. Respondent 11 stated that “I believe the industry is built on peoples insecurities, I think the majority of these products are a complete waste of money, especially during these times of austerity, there are better things to spend your money on, 1 cream these days that claim to take the years off can cost around £80 that’s a day’s work for myself”. Respondent 63 stated that “I don’t understand what goes into these products to make them so expensive; you would need to be a celebrity to purchase them over and over”. This could show to be consistent with Maslow’s theory of having to be affluent to purchase the products in the first place. 
[bookmark: _Toc448589019][bookmark: _Toc448833706][bookmark: _Toc449360788]4.7.2 Advertising and the Consumer Choice 

16 respondents commented that the industry is in some way sly, and or misleading by advertising. Similarly other respondents stated that companies would lose their business, if society really loved their appearance. Respondent 45 stated that “ It is now part of a modern life, media plays a huge part, but ultimately it is down to the individual, if someone feels the need to look that young they will do what they want to achieve it, money or not”.  Another comment that sparked the research was that “this is just another business opportunity, getting money from desperate people”. Chapter 2 section 2.3.5 – advertising and consumer choice indicated that advertising has a profound effect on customers using positive imagery. From this data, It is plausible to suggest that the these customers know that although there is sufficient evidence found in chapter 2  and theories to suggest these products don’t work, it is still viable people use the products out of what could be desperation or low self-esteem.95% negative comments, reflects significant attitudes towards the industry however, there are still 59% of respondents who think it is important to use skincare to deter the signs of ageing. 
[bookmark: _Toc448589020][bookmark: _Toc448833707][bookmark: _Toc449360789]4.7.3 Henderson’s Legal vs Ethical Classification 

Chapter 2 Section 2.2.4 looked at the literature surrounding, Henderson’s Ethical Classification. This theory allows analysis of material that shows the movement from whether or not an individual thinks something is ethical, unethical, legal or illegal. Using the data from this analysis; there is movement as too whether not the individual buys the products. From the data analysis, five percent of the more positive responses from the survey stated that if these products are working and they are doing the job, as well as they might be helping someone with low confidence, then that is also a positive. The research felt it was interesting that although, many of the respondents had negative outlooks on the industry, and the opinions are individualised, bad experiences or negative reviews from bias online research may have a lot to do with the constituency of these answers. It is important to recognise that customers are not forced to buy these products, like Davis and Kay stated in chapter 2 that advertisement is not where customers are brain washed, it is just there to provide customers with useful information.  Consider figure 6, from the data analysis.

Ethical
			                                                                                                                                                                                                		Promoting and advertising anti-ageing products that have information and are cosmetically approved
					


	
	  	
	Illegal 		                                                                                 Legal
	                                                                                      


					Unethical
Figure 6 – Application of Henderson’s Ethical Classification Model (Henderson, 1982)

Figure 6 depicts possible movement in the Henderson’s framework for ethical classification. From one response, respondent 15 stated that “I personally use these products, I trust brands like L’Oréal and I feel better after I buy them and use them”, depicting that in their experience, they find it ethical to promote these products, if it is from brands they trust. However, respondent 2 stated that, “the anti-ageing industry has made it a disease to look old, advertising pretty people onto people to make them feel bad and make them feel they have to buy the products”. Completely opposite opinions which showcase the movement in the theory from still legal to advertise, however that individual would suggest the unethical themes surrounding it – which is making a consumer feeling a certain way and then feeling as though they need this product to fit in. The researcher found this extremely interesting, although there was vast majority of negative responses about the industry and the advertising of these products; this is still objectified to individual experiences, views on ethics and of course demographics. 
[bookmark: _Toc448589021][bookmark: _Toc448833708][bookmark: _Toc449360790]4.8 Ethical Risk Assessment of the Promotion of Anti-Ageing Skincare 
	Risk
	Low/ High Impact product
	Regulation 
	Score 1-3 

	Physical Damage to the skin from Anti-ageing Skincare sold in the UK legalised market
	Low Impact
	Controlled substances, Labelling requirements, Assessments done on products
	1/3

	
Wasting of Money on buying the products if failure to meet promises. 
	Low impact
	Relatively cheaper than high impact Anti-ageing services. Spectrum of products. Government regulation dictates market prices.
	2/3

	Emotional harm / low self-esteem on consumers watching the promotions. 
	Low impact 
	ASA regulation of advertisements to determine unlawful misleading conduct. 
	3/3

	Total
	
	
	6/9



Figure 7 – Ethical risk assessment from data results 

Figure 7 depicts the ethical risk assessment carried out from the data analysis of the methodology. On the basis on a promotion of a low impact product to consumers, and the summarising of answers from the data collection, the research developed this risk assessment to analyse the key factors that could potentially causing the harm. Chapter 2 gave an insight into the legislation surrounding the governing of the ingredients into certain products. Essential tests are carried out and authorised by governing bodies to make these products accepted onto the UK market. This results table does not link to products on a low impact scale that are sold online. As an overall score, from the factors, already discussed in this chapter, the ethical risk assessment for this is relatively high 6/9. Section 4.7.1 indicated a need for affluence to buy the products, which can be distressing when they do not come through with their promises on the label. The common rules of advertising in this business world are to develop, a social function, an economic function and a psychological function. It can widely affect the customer’s personality, concept of their self, his attitudes, and advertising does appeal to these psychological motives. Advertisements are stated to be safeguarded from any misleading claims or false misinterpretations, however the data attached to this research would show different, and that in this sample, 95% of  the respondents think there are unethical issues surrounding the industry.  


[bookmark: _Toc448589022][bookmark: _Toc448833709]
[bookmark: _Toc449360791]Chapter 5 – Conclusions and Recommendations

The overriding purpose of this study was to research the ethical dilemmas that are related to the advertisement of women’s anti-ageing skincare in the UK market. To accomplish this goal, it became necessary to reach some subsequent questions before the methodology was put into place to collect the data from respondents. From chapter 2 the literature review, the underlying questions that needed further investigation was determining what an ideal consensus of the word ethics meant to respondents, however, gathering from the literature review, ethics lie within individualistic morals and beliefs, this will affect how respondents will see a situation and their ethics. For the researcher this meant, breaking down the jargon and implementing questions involving ides surrounding ethics in the form of questions that subsequently look at respondents pre known ideas/knowledge of what ethical or unethical businesses are and connecting that to the advertising of anti-ageing skincare for the respondents. This section will discuss the limitations of the study, the final conclusions of the research analysis and recommendations based on the findings of the project. 

[bookmark: _Toc448589023][bookmark: _Toc448833710][bookmark: _Toc449360792]5.1 Limitations 

[bookmark: _Toc449360793]5.1.2 Sample Size

The definition of small sample much depends on the main study objective put in place by the researcher. In this case, originally the researcher predicted and identified that around 100 – 150 respondents would be an ideal sample size in regards to the time limitations. The actual sample was 65 participants. This number was relatively smaller than the initial sample proposed, however due to the time constraints of the research project and the data analysis that followed this within deadlines, the survey had to be taken off the social media in preparations for the analysis of results. However, the data recorded by participants were extremely relevant and thorough. Although this was a smaller sample, the data was rich and exploratory enough to come to a detailed consensus of the objectives. 
[bookmark: _Toc449360794]5.1.3 Age of Participant

 The researcher also recognises that, where the survey was administered, this could have potentially played a role on the age of the respondents who answered the survey, as opposed to a wider variety of participants. It is also recognised that the researcher social group were the main respondents in the data which could potentially cause some bias. However, although there may have been a larger amount of participants of a certain age group, there were other respondents from different age groups and this also recognised and shows potential research for flaws that may be apparent for the younger generation in society – in relation to how media affects them. 
[bookmark: _Toc448589024][bookmark: _Toc448833711][bookmark: _Toc449360795]5.1.4 Male and Female Perspectives 

This research project was analysing the ethical dilemmas relating to women’s anti-ageing skincare in the UK.  One limitation of this study was that there was no attempt to stop male participants in the study. Although the researcher had stated in the cover letter that accompanied the survey that this study was about women’s anti-ageing product, the survey returned 30% of participants of which were male. This meant that this would no longer be a women’s only study and thoughts on the ethics surrounding this industry, which could have implicated the study of that particular market. However, as stated previously, this study was an exploratory study, and even this though this data was unintended, the results from the male perspective was interesting on the topic, many of the male respondents discussed their concerns for young women by the industry, and could potentially lead to future research projects that could relate to the metro sexual man and the grooming product industry.   
[bookmark: _Toc448589025][bookmark: _Toc448833712][bookmark: _Toc449360796]5.1.5 Small Questionnaire 

Due to the cost restraints on this research project, the researcher could only access a certain amount of questions on Survey Monkey. This meant that the largest amount of questions that could be asked to participants were ten, a relatively small amount of questions in relation to how big the topic is. This limited the researcher to ten questions that had to be asked in a certain way to prompt respondent’s answers. A larger questionnaire would have potentially given richer data and a more in depth analysis of the research question in topic, however, for this research project, and the time constraint of the data analysis, the survey was easily workable and responses came in quick, due to the amount of questions. 
[bookmark: _Toc448589026][bookmark: _Toc448833713][bookmark: _Toc449360797]5.2 Final Conclusions

This conclusion will use the objectives from section 1.0 as the basis for the summarising of the results and methods used to approach these ideas. The purpose of this study was to;
1. Critically evaluate the evolution of the anti-ageing industry, and the growth of women’s anti-ageing skincare in the UK. 
2. Analyse the ethics and attitudes towards the promotion of anti-ageing skincare
3. Assess the link between advertising and the triggers of purchasing of anti-ageing skincare and develop an ethical risk assessment of that promotion. 
4. Make appropriate recommendations based on the findings 
Previously in this report, Section 2.0 the literature review developed pre-determined definitions to develop a starting consensus for the terms; Ethical dilemma, advertising and anti-ageing skincare. All three terms are extremely important for this research project as they were the basis for construction throughout. It became apparent to the researcher that there was a vast amount of literature surrounding these topic areas. Ethical dilemma, a definition developed by various bodies of knowledge defined the notion of ethics as primarily the concept of honesty, integrity and about integrating positive change; this can be as an induvial or a company. 
In a thriving society, advertising is a way of communicating and selling a company brand as well as products through a commercialised messaged. Lastly, the vital factor in this research project, Anti-ageing skincare – these are specific products that are formulated with ingredients to postpone or stop the ageing process of one’s skin. With the enhancements of scientific research in the last decade, anti-ageing skincare promotion has integrated mass media, as represented in chapter 2 and now accounts for a vast majority of the skincare market in the UK. The literature found formulated the idea that there are associated ethical risks in the promotion of anti-ageing in the UK. As suggested by Wolfe and Klein have suggested through their theories of mass media, is that there is a notion of brainwashing consumers, to feel a certain way and then proceed products they may not necessarily need. Following from these theories, the methodology chosen was there to represent the consumers and gather a consensus on the feelings associated to the industry. The developed conclusions from the research report were are follows; 
[bookmark: _Toc448589027][bookmark: _Toc449360798]5.2.1 Regulation                                                                                                                              Advertising was widely debated in chapter 2 about whether there are harmful implications of showing a consumer so many promotions throughout the day. In a technologically advanced society, this means promotions are seen through TV advertisements, through the internet as well as other mass media solutions.  The main debate that consistently comes through in this research project was the notion about if companies use advertisement as an information process or a persuasion method. From chapter 2, it was found skin care advertisements endorse their products through the use of celebrity endorsement, the benefits of the products and the ingredients that can be found in the specific product. Wolfe argues that these advertisements from the cosmetic industry are used to manipulate and shape the publics thoughts. Similarly, like Klein, the author’s theory depicts the overt objective of pushing these brands multiple times a day onto consumers – otherwise known as brainwashing.  It is these consistent messages that are being distributed through different channels which are telling women in society to use anti-ageing skincare that interested the researcher to develop an ethical risk assessment on the promotion of this skincare which gave a total of 6/9. 
Consistently throughout the research methodology, data represented a very negative view on the industry. The researcher soon developed a consensus that yes – respondents think that the industry can cause both physical and emotional harm to consumers. To integrate past literature with current research, respondents additionally were able to speak about their concerns about the industry. The data indicated that there is a notion that women could be vulnerable caused by mass media of the promotion of anti-ageing skincare, respondents fulfilled literature in terms of agreeing that media plays a huge role in what women feel they need to look like to be accepted into society. The data analysed, suggested that the majority of respondents felt that there are negative side effects from advertising, particularly advertising models, the use of celebrities as well as the mass brand bombing from advertisements throughout the day. It is important to recognise that the data analysed suggested that advertising is misleading in some way, and is relevant to creating a sense of vulnerability for rational customers. 
 Physically, products are highly regulated in the UK, using Carroll’s CSR theory, it was determined that legally, companies are required to label all ingredients, inform consumers of banned substances and assure safety assessments are carried out. Emotionally, the ASA is primarily there to consistently work with advertisers to ensure they stick within the rules of conduct on how they represent their product ethically. Cases have arisen from the ASA that exhibit unethical behaviour and misleading conduct, as found from past literature. This was interesting as for most respondents to negatively respond to this industry, this potentially means the need for more regulation on the promotion of these advertisements must be recognised.  AIDA is a common acronym used in advertising to establish the most common events in marketing their product. AIDA represents gaining the attention, interest, desire and action then required by the consumer. The topic is still debateable about whether advertisements use desire and attention to ‘advertise or persuade’ consumers to buy these products, however from the data that has arisen from the chosen methodology there is sufficient evidence from respondents that indicates they think advertising is causing women to feel a certain way about themselves in a negative aspect and purchase the product. The ASA work to eliminate harmful, misleading or offensive advertisements; however the lack of consensus over what ‘harmful’ means to individuals and is yet to be defined in a social context. 
[bookmark: _Toc448589028][bookmark: _Toc448833714][bookmark: _Toc449360799]5.2.2 The Rational Consumer 

Past literature argues the validity of advertisements. A consistent message became apparent throughout the data collection that showed the negative outlook on the anti-ageing industry. The rational customer in society today knows what they are looking for and seeks available opportunities to get what they are looking for. It was extremely interesting that from the data collection, the vast majority of respondents think it is highly important to regulate the anti-ageing products in the industry, and the notion to research a product before they buy it, assume ably, these consumers could be considered rational, however, there were 59% respondents who use the products to deter the signs of ageing and for the vast amount of those respondents many of them agreed that there are negative harmful effects on consumers. The attributing negative factors consisted of the money they spend on these products, the disappointment that could accompany a product had it not worked and most importantly the perfection women strive for that may be advertised by large corporations. It is very much plausible for the researcher to assume that, there are instances in society where rational consumers like the respondents do irrational things. The results showed that majority of the respondents objectify the industry to being misleading, a scam and a waste of money but the industry is booming. There is a consensus that although they think there are negative aspects associated with the industry, they are still using the product. Consider the Claw game theory. Millions of consumers attend the fair to play the claw machine year after year, with evidence to prove the game is a scam and rigged, consumers still play the game. 
There is a perception that consumers buy things they don’t need, want or think will work.  The fast food industry is worth billions, although there is masses amount of media and coverage about the additives and chemicals that are added into the food, the treatment of animals and how much sugar there is in the products however consumers still buy it. Geduld (2014) states that rationality is a great adaption for consumers, but it takes time, energy and customers fall back into a instinctive state he states that The fast-food companies have paid very close attention to the research that has been conducted over the years, companies now know how to bypass our rational processes as consumers, that understanding is ultimately a cash cow for them (Geduld, 2014). 
[bookmark: _Toc448589029][bookmark: _Toc448833715] The UK skin care industry does extensive assessments on ingredients on their products and physically do not intend to create harm on a consumer, however emotionally, there is a need to look younger, which may have been copulated from the advertising of the anti-ageing industry. Customers know about the costs associated, know that there is viable evidence that the products probably don’t work and know advertisers use their best resources to showcase the products in a positive light  - but the underlying objective is that they still buy the products.  This could be due to a lack of education reaching consumers, or that regulatory bodies need to limit the amount of mass advertising of particular industries. 

[bookmark: _Toc449360800]5.3 Recommendations 

[bookmark: _Toc449360801]5.3.1 Education

It became extremely apparent from the research that there is a lack of education surrounding the anti-ageing industry and the ageing process of the skin. Super foods and essential needs for the skin are relatively new to the market, however more awareness about what the skin needs just to be healthy – as opposed to younger could potentially change a lot of women’s perspectives. The researcher recommends creating more awareness about knowing the condition of ones skin before opting to buy multiple products that potentially might not work for them. There is proven evidence that suggests, it all comes down the state of the skin in the beginning, to know the end results, this needs to be made more apparent in advertisers in the skincare industry. 
[bookmark: _Toc449360802]5.3.2 Industry Regulation 

Target groups recognise the need for self-love, and the extent of photo shopping that can be used in advertising in the cosmetic world, can affect how an individual perceives themselves. The ASA are a governing industry body that exhibits a code of ethics associated to advertisements that are shown on TV today. They look to make sure adverts are not formally hurtful, or offensive or manipulative. However, guaranteeing a consensus about what hurtful could represent in industries is the second recommendation. Respondents were open about the fact that they believe the industry is sly and use air brushed models, the researcher recommends more integrated industry regulation for advertising these products is formally recommended. 


[bookmark: _Toc449360803]5.3.3 Future Research Projects

Unintended data from male participants in the study concluded a third recommendation from this research project.  The male grooming industry is relatively new to literature, and the survey results from the male perspective were extremely interesting. The purpose of this research was to identify potential research projects that could further the investigation of promotion in the cosmetic world. Male respondents in the survey made it apparent that they also fear mostly cosmetic problems, including looking ‘old’, they also contribute to the celebrity endorsement fear, that respondents portray that they will never look like an advertised celebrity. Looking at a male perspective could issue some interesting and new data.
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					Table 1 – Participant Gender 




					Table 2 - Participant Age 


						Table 3 – Participants Biggest Fears about Aging 
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				Table 4 - importance to use skincare to deter the signs of ageing



Table 5 - Do you believe that some available products cause negative harmful effects on people?
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Table 6 - Thoughts on Regulation


       			Table 7 – Anti Ageing and a better Quality of life
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Table 8 - Celebrity Endorsement furthering Advertisement 
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Table 9– Importance of skincare research before purchasing 






Negative Comments/Concerns about the Industry 

Table10 - Negative comments concerning the industry 




	Positive 1
	Gives a confidence boost

	Positive 2
	Using the same product consistently could help

	Positive 3 
	YouTube and Social Media helps to review products for people before buying



Table 11 – Positive Comments Concerning industry
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8. Do you agree celebrity endorsement helps to further sales in advertising anti ageing skincare?
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confidential, this survey is anonymous. Thank you for taking the time to assist in this research, and all information provided will
help assist in the final research project
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