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[bookmark: _Toc153218951]Task 1
1.1 [bookmark: _Toc153218952] Introduction
[bookmark: _Hlk152785053][bookmark: _Hlk151570577][bookmark: _Hlk151570586][bookmark: _Hlk151570746][bookmark: OLE_LINK2]With the rapid development of e-commerce, online shopping has become increasingly dominant in our daily purchase activities (Kasuma et al. 2020). Besides, because of the easier access to online interaction, consumers today have more control over media consumption than ever before, with interactive media helping to transform industries away from a traditional publisher-centric focus towards a new dynamic user-centric model (Eastin et al., 2011; Gamble et al., 2019). User-generated content (UGC) is exactly the product of user-centric era. Within this context, marketing research conducted by Hewett et al. (2016) has acknowledged that the link between e-platform and enterprise performance largely occurs through its effect on consumer attitudes and behavior. Thus, this paper was inspired to investigate the impact of UGC on customer behavior.
[bookmark: _Hlk151570993]Through the observations of Internet UGC production and consuming habits, as well as related research on the cross-platform UGC (Jia et al., 2023), this paper decided to focus the research on two categories of platforms: shopping rating platforms (e.g. Amazon) and social media platforms (e.g. Instagram). 
[bookmark: OLE_LINK7][bookmark: _Hlk151571664][bookmark: _Hlk152785637][bookmark: _Hlk152785902][bookmark: OLE_LINK8]According to the survey conducted by PowerReviews (2023), a technology company analyzing UGC and product sales, nearly all (99.5%) of beauty shoppers read reviews at least sometimes when shopping online this year, which shows that beauty product purchase decisions are closely in relation with UGC, given the intimate experiencing contact with the product. Considering the larger feminine dominance of beauty products (Verbickaite, 2017), this paper chose to expand the research subjects on personal care products to accommodate some male respondents included in this study.


1.2 [bookmark: _Toc153218953] Value
[bookmark: OLE_LINK4]The value of this study is mainly focused on providing support and advice for enterprise digital marketing through insights into consumer behavior.
1) Market Insights: Help companies effectively gain valuable information including consumer needs and preferences from UGC for fine-tuning product design and market positioning.
2) Content Marketing Strategy: Position the platforms and content types having the greatest impact on target audiences, and provide suggestions on utilizing UGC about what should be emphasized and de-emphasized, which helps to optimise digital marketing strategies and improve the effectiveness of advertising and publicity.

[bookmark: _Hlk151573722]

1.3 [bookmark: _Toc153218954] Research Approach
1.3.1 Investigate methods: Inductive Reasoning
[bookmark: _Hlk152786541][bookmark: _Hlk152877006][bookmark: _Hlk151571925][bookmark: _Hlk152786711]This research will apply inductive reasoning to explore the possible impact that UGC exerts on purchase behavior. Inductive reasoning refers to the search for patterns from observation and the development of explanations, and theories will be formed at the end of the research as a result of observations (Bernard, 2011). Namrata and Aradhana (2022) presented that consumers will undertake an in-depth study of their purchase journey and triggers of buying personal care products, and Jia et al., (2023) recognised the UGC preferences on different platforms. Inspired and guided by these previous researches, this paper decided to explore consumers' focus and preferences for UGC and the impact of UGC on purchase decisions on different platforms, which will be realized by exploring the possible answers from a questionnaire including choice questions, open questions and ratings.
Inductive reasoning can be more efficient in identifying patterns and trends in data, and it recognises that conclusions are based on probability rather than certainty, making it a more realistic approach in many situations (Eisenhardt, Graebner and Sonenshein, 2016). However, inductive reasoning can be influenced by personal biases and preconceptions, which may lead to inaccurate generalizations. Thus, the researchers should be objective in the reasoning process to avoid too much subjective involvement.
1.3.2 Analysis methods: Mixed Method
This research not only involves qualitative analysis of the influence of UGC and opinions but also includes horizontal data calculation and comparison between platforms, so a mixed method was chosen to explore this topic more comprehensively.
1) Qualitative
· [bookmark: _Hlk152786887][bookmark: _Hlk152786860]Survey: summarizing sample answers and drawing related conclusions about influencing factors by doing questionnaire surveys.
· [bookmark: _Hlk152786939]Case study: synthesizing and providing suggestions by doing further case studies on benchmark enterprise’s UGC strategy.
2) Quantitative
· Data analysis: The ratings in different dimensions will be conducted within the questionnaire based on relevant indicators (see below) for different kinds of platforms, investigating the key features that users focus on for UGC. Comparative studies for variables will be visualized in the form of data analysis.
[bookmark: OLE_LINK9]Mixed method combines quantitative and qualitative data to provide a more comprehensive, multi-angle view of the findings (Haq, 2015). However, we also face the challenges of complexity and correlation. How to effectively integrate data and synthesize conclusions needs to be considered in the process of research.


1.4 [bookmark: _Toc153218955] Data collection
1） Primary resources
a) [bookmark: _Hlk149205882][bookmark: _Hlk152008593][bookmark: _Hlk152787655][bookmark: _Hlk148981804]Questionnaire answers: After browsing the relevant literature, five aspects of questions were summarised including demographic questions, UGC browsing habits, UGC preferences indicators (Owusu et al., 2016), platforms comparison and sellers' UGC feedback behavior (Rieg et al., 2018), as the focus of the survey, for summarizing sample characteristics.
2） Secondary resources
a) [bookmark: OLE_LINK1]Literature review: The overall theoretical framework of this study is based on six pinpointing UGC features defined by Owusu et al. (2016), which are Relevance, Usefulness, Indicativeness, Credibility, Ease-of-use and Up-to-dateness. Other literature on UGC, purchase decisions, e-commerce and other aspects will also provide support for the research. (See Task 2.2)
b) Case study: In order to further provide constructive advice for personal care enterprises, the research will also include specific case studies. As a benchmark beauty company in the FMCG industry, surveys on L 'Oreal from Bazaarvoice (2023) and Sykes (2023) are investigated as examples of UGC strategy utilization. Famous Japanese beauty brand Shiseido is also taken as a typical case in result analysis.
Secondary resources provide framework support and existing case examples for the research, while primary resources can present the most direct and authentic evidence to obtain verification or refutation of secondary resources. Compared with secondary resources, primary resources are more accurate and reliable but lack the accessibility and diversity features of secondary resources, so it is necessary to combine the advantages and disadvantages of the two to support research.


1.5 [bookmark: _Toc153218956] Sampling Method & Sample Size
1） Sampling method
[bookmark: _Hlk152788590][bookmark: _Hlk152788614]Due to time and resource constraints, this paper chose convenience sampling for the investigation. Convenience sampling is a kind of non-random sampling where the target research participants are easily accessible to the researcher (Etikan, Musa and Alkassim, 2016). The questionnaire collection will be carried out online within the class, through the Smart survey platform. By selecting the most easily obtained groups as samples, the results become simple and easy to access. However, due to the similarity of groups' majors and ages, the samples may be homogenized and not representative enough.
2） Sample size
[bookmark: _Hlk152788630]Considering the research scale, time and resource limits and authorization, the sample size will be concentrated in 10 people. Given the group's knowledge of related fields and proficient use of the Internet, the samples are believed to be relatively persuasive. However, due to the risk of error and insignificance caused by a small sample size, evaluation and analysis of the error are necessary based on secondary resources.


[bookmark: _Hlk152098032][bookmark: _Hlk149208498][bookmark: _Toc153218957]Task 2
2.1 [bookmark: _Toc153218958]Primary research
As the main part of the research, the questionnaire survey has been carefully designed to explore the possible patterns of UGC impacts.
[image: ]
The first part is demographic questions to collect basic information about the participants. This section is naturally designed as a single choice, including age and gender, where age is divided into groups and gender options are given ‘Other’ choice for respecting different gender recognitions. 
[image: ]
The second part is designed to investigate the UGC browsing habits of the participants, including the frequency of viewing UGC and the past experience of referring to UGC, which helps understand the role of UGC in the population and is the basis for follow-up investigations. Question 4 is designed as a half-open question, requiring participants who choose “Yes” to specify their experience and brand name, providing more persuasive examples for research.
[image: ]
The third part referred six indicators of UGC quality ratings designed by Owusu et al., (2016), which is also an important part of the survey. Assisted by Question 5, the scale is applied to compare two kinds of platforms by grading them in Question 6. The data will be quantitatively analyzed to draw related conclusions about platform variance between them.
[image: ]
[image: ]
Questions 7-10 are around the UGC preferences analysis including preferred forms, elements, factors and an open question. The selection of these features by consumers will be combined with previous questions to determine whether they are consistent with the characteristics of the platform, so as to further verify the different impacts of UGC on different platforms.
[image: ]
The last part will focus on sellers about will their responses to UGC influence consumers' purchasing decisions about personal care products. This can be regarded as expanding the scope of the topic from another perspective, so as to obtain more abundant information and inspiration on UGC utilization strategies.


2.2 [bookmark: _Toc153218959]Secondary research
In the process of survey design and investigation, secondary research including diachronic and dialectical theoretical summaries has been extensively implemented from different perspectives, and the basic literature review is summarized as follows.
[bookmark: _Hlk152874725][image: ]

[bookmark: _Toc153218960]Task 3
3.1 [bookmark: _Toc153218961]Elevator pitch
Please Click this link to view the video elevator pitch:

https://youtu.be/L74M6_Xq2XY

3.2 [bookmark: _Toc153218962]Feedback
Due to the lack of feedback from online comments, I interviewed several stakeholders to get direct feedback after watching the speech. 
The elevator pitch is evaluated as well-structured and informative and covers the key aspects of the study. Besides, some suggestions and feedback to help improvement are also provided for reflection.
In the introduction, one of the stakeholders suggested adding a brief attention-grabbing statement or a relevant statistic to engage the audience from the start. The speech raised a self-answering question to lead to the concept of UGC and arranged the statistical data in the middle part, but this suggestion can indeed be considered as an alternative introduction mode. Kadian (2023) also claimed an eye-catching statement at the beginning can attract the audience and make the message spread more effectively.
The speech is said to be logically organized. However, more transition sentences are needed between different sections to guide the audience smoothly through the presentation. Besides, more details on the research methodology should be presented, though this is the inevitable inadequacy due to time constraints.
The example of L'Oréal is thought to be excellent and helpful, but the relevance of the research topic and how other companies could learn from it should be elaborated more.


[bookmark: _Toc153218963][image: ]Task 4



[bookmark: _Toc153218964]Appendix
1. Please Click this link to view the survey questions: https://www.smartsurvey.co.uk/s/WFXX80/
2. Survey Results
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1. What is your age? *

18-25
26-35
36-45

Over 45

2. What is your gender? *

Male
Female

Other
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3. How often do you look at UGC before buying personal care products?
(UGC: User-Generated Content, such as blogs, comments posted on online platforms) *

Never

Not quite often
Sometimes
Almost every time

Always

4. Have you ever purchased a personal care product because of UGC? Which brand is it? *

No

Yes (please specify the brand name)
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5. Which platform do you watch UGC more often? *

Amazon
eBay
Instagram
Twitter
Youtube

Other (please specify):

6. Score the five platforms according to the six dimensions (1-5 from poor to good) *

Relevance Usefulness Indicativeness Credibility Ease-of-use Up-to-dateness

Shopping platforms (e.g.
Amazon, eBay)

Social platforms (e.g. Instagram,
Twitter, Youtubes)
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7. What kind of presentation style of UGC will make you want to buy the product? *

Texts
Pictures
Videos

Other (please specify):
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8. When considering whether to buy a personal care item, which of the following do you pay attention to? *

("] Average star rating

() Volume of reviews

("] Specific product details
() Customer experience

[] Recency of reviews

(] Other (please specify):

9. Which elements of UGC will increase your desire to buy? *

[ Celebrities and influencers

[_] Scenes
) Music

(") Typography

("] Before and after use comparison
("] Horizontal brand comparison

("] Other (please specify):

10. Could you please give an example of UGC you have seen before that made you want to buy it (please include brands, forms, elements
and general content)?
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11. Do you consider the seller's reply to UGC when you buy something? *

Yes

No

12. Do you think sellers’ UGC feedback on shopping platforms (e.g. Amazon) are more important than those on social media (e.g.
Instagram)? *

More important on shopping platform
More important on social media
Equally important

Equally unimportant
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In terms of UGC's impact on different platforms, some findings from
previous studies are summarized. Chen and Xie (2005) claimed that
third-party reviews may harm advertisements. However, other results
suggest that social media reviews have a greater impact on high-
involvement product sales (Wu, Du and Dang, 2018). Another
empirical investigation in the film industry (Song et al., 2019) also
shows that microblogging (social media) UGC is an important indicator
that affects sales than UGC on Douban (rating platform). The
discrepant findings may be due to differences in products and
industries. Given that the subject of our study is personal care
products, the most noteworthy research comes from Jia et al. (2023).
Results show that UGC on cosmetics from third-party social media
platforms positively impacts sales but the impact on shopping
platforms is weaker. To test this conclusion, six UGC preference
indicators designed by Owusu et al. (2016) are involved to evaluate
the usefulness of the two platforms.

When considering factors that can affect attitudes toward UGC,
various findings may provide us with different insights. Davis and
Khazanchi (2008) proved the prominent effect of the volume of
reviews, and Hong et al. (2017) claimed the weak influence of review
readability and review rating on UGC helpfulness. In 2020, Hong et al.
also found that brand logos, emotions, and detail features have
significant roles in improving the persuasiveness of UGC and the
number of photos and videos may also have an impact. Alzate, Arce-
Urriza and Cebollada (2021) pointed out that the order of reviews
could show customers different focus such as the recency or quality of
UGC. Therefore, it is particularly important to explore the UGC
preference features and the above factors will be taken into account
in the questionnaire.

According to Rieg et al. (2018), seller’s feedback could also
influence personal care purchase decisions. Inspired by them,
attitudes to seller’s feedback on UGC are also included in the scope of
the survey.





image10.png
Jiaying He

Sample Demographic Characteristics

10 samples were
collected, which
were evenly

divided between

males and females.

The age group is

mainly under 25

years old, and the
participation in

other age groups

also reflects

sample diversity.  \_

UGC Browsing Habits Analysis
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Browsing frequency when
purchasing personal care products
shows that 40% of respondents do
ot browse UGC quite often, and
there are even 2 people who never
browse them. This is not quite
consistent with the findings of the
survey conducted by PowerReviews
(2023), which indicates the high
engagement of UGC in the
shopping process, which may be
caused by differences in sample

A ° volume, gender, age, region &
other factors.

UGC Browsing Frequency
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4 respondents said they

had purchased personal

care products from UGC, g
including SHISEIDO, Aldi,
CeraVe and Clarins. Each
of these brands has a
significant UGC presence
online, and some of
them have adopted UGC
strategies.

$hiseido Japan makeup
department aimed that it is
important to understand how ooy a
people react to and talk o
about the brand online. All of
the informttion such as

P

urchase intent, brand lovaty,
‘and organic share of voice
can be drawn from UGC for
further marketing strategies
(Sprinkl, 2023).

Platforms Comparison

In the survey of UGC platform
preference, Amazon, Instagram
and YouTube were involved the
most frequently. This represents
the three most typical UGC
sharing platforms.

UGC PREFERENCE

Astudy of purchase willingness
of a beauty brand conducted by
1 Kim (2019) shows consistency

with our findings, showing that
millennials significantly trust

UGCs on YouTube when making
their purchase decision.

AMAZON  EBAY INSTAGRAM TWITTER YOUTUBE

INDICATORS of UGC QUALITY

tforms @ Shopping platform:

As for the evaluation of UGC quality, there is little difference in Up-to-dateness,
Indicativeness and Usefulness between these two kinds of platforms, but social
media has a slight advantage in terms of freshness of information. However, shopping
platforms show great advantages in Relevance, Credibility and Ease-of-use,
especially in Credibility, where respondents generally think social media UGC is less
trustworthy.

Afify et al., (2019), explained that this may be due to the openness and low
publishing barrier nature of social media platforms, while UGC for most shopping
platforms needs to be released after the real transaction process.

UGC Preferences

THE MOST IMPORTANT FACTORS

, .
N Mussc - 10008

For presentation styles, all of the respondents mentioned video forms as their
preferences, which is consistent with their partiality to YouTube.

Customer experiences and the volume of reviews are seen as the most important factors
of UGC for personal care products. Surprisingly, the average rating is not involved a lot,
which is not consistent with PowerReviews' findings (2023). It can be inferred that some
platforms do not provide rating functions, resulting in limited scope for users to browse
ratings, making it a less important factor to consider. This could also be seen as an
indirect explanation for consumers' preference for social platform UGC without ratings.

One of the participants specified ‘the brand reputation” in ‘Others’ option. Zhuang et al.,
(2023) also pointed out the importance of social recognition of products and creators,
which is more visible in social media. Likewise, the answer to the open question pointed
out the focus of ‘approval’ too.

1read on Instagram that CeraVi's frit acid body washis reat or acne on the back. It used pictures.
and text captions, and the comments section got so much approval tha | went to Boots o buy I

203 22150M
10: 2232347567

They also emphasized that detailedness has a significant impact on UGC, which is
mentioned six times by our respondents as well. For content details, the high-frequent
choice of comparison options is verified by the research about the effectiveness of direct
comparison in marketing (Kalro et al., 2017).

According to the results of the last dimension of the survey, the majority of respondents
believe that the merchant's response to UGC is also important. Therefore, a positive and
intelligent response can also become an effective marketing means, and have a positive
impact on consumers' purchase decisions.

CONCLUSION

In conclusion, UGC affects purchase decisions of personal care products
significantly in many aspects. Some differences do exist when comparing
shopping platforms to social media platforms. Shopping platforms have
significant advantages in UGC relevancy and trustworthiness, but when it
comes to UGC preference analysis, respondents show more attention to
social platforms. This means companies could allocate their marketing
resources more on social platforms and enhance their credibility. In TASK 3,
the case study of L'Oreal’s UGC marketing strategy on Instagram is a good
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What is your age?

Answer Choices Responses

18-25 [ ] 70.00% 7
26-35 0.00% 0
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Q2 Customise
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Page 2

How often do you look at UGC before buying personal care products?(UGC: User-Generated Content,
such as blogs, comments posted on online platforms)

Answer Choices Responses
Never [ ] 20.00% 2
Not quite often [ ] 40.00% 4
‘Sometimes [ | 20.00% 2
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Always [ ] 10.00% 1
Answered: 10 Skipped: 0 Response Total: 10
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Which platform do you watch UGC more often?
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Amazon ] 60.00% 6
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Youtube ] 60.00% 6
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Answered: 10 Skipped: 0 Response Total: 10

Q6 Customise





image14.png
Q6 Customise

Score the five platforms according to the six dimensions (1-5 from poor to good)

Answer Choices. 1 2 3 4 5 (TR
Total

Relevance

Shopping platforms (e.g. 10.00% 000% 1000%  2000%  6000% 10

Amazon, eBay) 1 [ 1 2 6

Social platforms (e.g. 10.00% 20.00% 0.00% 5000%  2000% 10

Instagram, Twitter, Youtubes) 1 2 [ 5 2

Usefulness

Shopping platforms (e.g. 20.00% 000% 2000%  4000%  2000% 10

Amazon, eBay) 2 [ 2 a 2

Social platforms (e.g. 20.00% 10.00% 2000%  3000%  2000% 10

Instagram, Twitter, Youtubes) 2 1 2 3 2

Indicativeness

Shopping platforms (e.g. 10.00% 000% 5000%  4000%  000% 10

Amazon, eBay) 1 [ 5 4 0

Social platforms (e.g. 10.00% 000% 7000%  1000%  1000% 10

Instagram, Twitter, Youtubes) 1 [ 7 1 1

Credibility

Shopping platforms (e.g. 10.00% 10.00% 2000%  3000%  3000% 10

Amazon, eBay) 1 1 2 3 3

Social platforms (e.g. 20.00% 20.00% 3000%  3000%  000% 10

Instagram, Twitter, Youtubes) 2 2 3 3 0

Ease-of-use

Shopping platforms (e.g. 10.00% 10.00% 1000%  3000%  4000% 10

Amazon, eBay) 1 1 1 3 a

Social platforms (e.g. 20.00% 10.00% 2000%  4000%  1000% 10

Instagram, Twitter, Youtubes) 2 1 2 a 1

Up-to-dateness

Shopping platforms (e.g. 10.00% 000% 2000%  5000%  2000% 10

Amazon, eBay) 1 [ 2 5 2

Social platforms (e.g. 10.00% 000% 1000%  4000%  4000% 10

Instagram, Twitter, Youtubes) 1 [ 1 a a

Answered: 10 Skipped: 0
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Q7 Customise

What kind of presentation style of UGC will make you want to buy the product?

Answer Choices Responses

Texts [ | 20.00% 2
Pictures I 70.00% 7
Videos I 100.00% 10
Other (please specify): 0.00% 0
Answered: 10 Skipped: 0 Response Total: 10
Qg Text Analysis  Customise

When considering whether to buy a personal care item, which of the following do you pay attention to?

Answer Choices Responses

Average star rating [ ] 40.00% 4
Volume of reviews [ ] 70.00% 7
‘Specific product details ] 60.00% 6
Customer experience I 80.00% 8
Recency of reviews | | 30.00% 3
Other (please specify): Hide ] 10.00% 1
1 Theband reputation 28/11/2023 22:23 PM

ID: 2232693031

Answered: 10 Skipped: 0 Response Total: 10
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Q9

Customise

Which elements of UGC will increase your desire to buy?

Answer Choices Responses

Celebities and influencers [ 30.00% 3
Scenes [ | 10.00% 1
Music [ | 10.00% 1
Typography ] 10.00% 1
Before and after use comparison ] 60.00% 6
Horizontal brand comparison [ ] 40.00% 4
Other (please specify): 0.00% 0
Answered: 10 Skipped: 0 Response Total: 10
Q10 Text Analysis  Customise

Could you please give an example of UGC you have seen before that made you want to buy it (please

include brands, forms, elements and general content)?

Responses: | Hide —

Format: Video advertisement on Youtube

Elements: The application of the grammar tool in writing the essay

General contents: Students, staff and foreigners who use the application to complete tasks
successfully

3 Independent recommendations on instagram but not paid promotions.
2 Game reviews are something | would read and watch before buying a game

1 Iread on Instagram that CeraVe's fruit acid body wash is great for acne on the back. It used
pictures and text captions, and the comments section got so much approval that | went to Boots
tobuyit

Answered: 4 Skipped: 6

D: 2232693931

24/11/202321:26 PM
D: 2232432155

24/11/202309:02 AM
1D: 2232360591

23/11/202322:15 PM
D: 2232347567

Response Total:
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Q11 Customise

Do you consider the seller's reply to UGC when you buy something?

Answer Choices. Responses
Yes [ ] 60.00% 6
No [ ] 40.00% 4
Answered: 10 Skipped: 0 Response Total: 10

Do you think sellers’ UGC feedback on shopping platforms (e.g. Amazon) are more important than
those on social media (e.g. Instagram)?

Answer Choices Responses
More important on shopping platform [ ] 40.00% 4
More important on social media [ | 10.00% 1
Equally important I 50.00% 5
Equally unimportant 0.00% 0

Answered: 10 Skipped: 0 Response Total: 10
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