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[bookmark: _Toc134537203]Introduction
In recent times, it is plainly evident that the cost of living has been at the forefront of most consumer choices and interactions between society and organisations, however there are further status quos and perceptive behaviours coming to light as technology has allowed for vast quantities of information, good, bad, accurate and inaccurate, to be available at people’s fingertips in an instant, but equally clear to consumers is that their own information is also available to marketers (Grewal, Hulland, Kopalle, & Karahanna , 2019). This then conceivably is impacting organisations, who are having to manage perceptions of self through communication in more ways than any other time in human history, and in a time where the reliability of information gained is less clear, where misinformation is affecting brand image (Borges-Tiago, Tiago, Silva, Martínez, & Botella-Carrubi, 2020), it stands to reason that society would turn to peers and influencers to ultimately inform their decision.
The intention of this study is to establish if:  the source of influence towards perception or trust of consumers has changed, how this may differ between different demographics, and what factors are primarily relevant when decision making. The outcome of this will help organisations in the UK better understand the change in their relationships with their stakeholders.
The area of study has been deduced from this author’s perceived change in daily organisational interactions through the current global rhetoric and the technological curve we find ourselves tentatively presented with. 
[bookmark: _Toc134537204]Literary review
Clarity through research suggests that any interaction of definable parties must examine these parties to be able to understand them. According to Needle, “a business is the organized activity or effort of individual to produce and provide goods and services to meet the needs of the society” (Needle, 2008) and as defined by Market Business News, “Customers purchase things, but consumers use them” (n.d.) making them the end goal of businesses, who’s importance has been explained for many years, as Smith summarised, consumers should be put ahead of production, and not the other way around (1776) thus impressing that businesses should be fulfilling the needs of the consumer in order to fulfil their own. This is echoed today in a more recent study into the effectiveness of live streamed video marketing on TikTok, which showed consumer preference depended on questionably ethical forms of propaganda to convince them of their perceived needs (Hua, Ma, & Zeng, 2022) showing that this form of marketing is trying to control its market by inventing and influencing its consumers’ needs in order to fulfil those of the business. 
	There are commonly viewed factors effecting consumer choice in today climate, none more relevant than the ‘cost of living crisis’ where, as Sparks explains, rising interest rates in 2021,2022 and 2023 are having a direct negative effect in consumer spending (2022), this with the commonly viewed global warming narrative, and in more recent times, the paradox between ‘ease of use’ and distrust of Internet of Things (IoT) or ‘Smart’ objects such as phones or smart speakers (Jaspers & Pearson, 2022). This together with marketings questionable ethics as above, and the widely distributed ‘fake news’ (Tandoc Jr., Thomas, & Bishop, 2021) and behaviours such as “political consumerism” where a consumer would define themselves by politically motivated purchase decisions (Andersen & Tobiasen, 2004), paints a complex and uncertain picture.  
	This complexity and uncertainty lend themselves to the term VUCA, which, termed by the American military and adopted by Johansen for the business world, explains that volatility is the result of contributor’s uncertainty, complexity, and ambiguity (Johansen , 2009). This review of the literature leads to an uncertainty and an apparent gap which this research intends to expand and explore finding possible links between changing trust for sources or mediums of influence for consumers, their demographics, and purchasing habits, whether this has changed in recent times relative to technological advances, and hope to find insight in how to better navigate this complexity as an aid for businesses.	
[bookmark: _Toc134537205]Methodological approach
The aim of this study is to establish the experiences and opinions of those who interact with organisations, therefore, after considering both Qualitative and Quantitative approaches of research methods, where Qualitative gained its usefulness through application of psychology techniques seeking explanations of human behaviour commercially (Bailey, 2014), and Quantitative as Creswell explains utilises mathematically based methods to explain phenomena (1994), it is clear that qualitative methodology will allow for better insight and meet the intended study’s goals. This owes to the fact that, as there is a phenomenon, or question, to be answered, and in line with Khaldi’s model that a “bottom up” research methodology would suit, allowing for an interpretative approach (Dr Khaldi, 2017). There is disadvantage in qualitative research, as the time-consuming method would result in a smaller sample size, which could lead to possible individual biases due to the nature of human opinion. In order to avoid influence of pre-existing researcher bias, a carefully worded phenomenological approach will be used observing individual opinions, analysing transcripts and interviews to find meaning and social context (Stanford Libraries, 2022).
[bookmark: _Toc134537206]Proposed data collection procedure
Ensuring the universities values and standards are met, all stages of the study will be communicated to the academic supervisor.
To ensure that participants will be able to respond freely and comfortably, online one to one interview with video and audio recording will be used, ‘face to face’ so to speak, in order to be able to effectively communicate with convenience and confidence and will be consistent between participants to allow for valid and reliable results. The interviews, as mentioned, will also be recorded allowing for accurate transcripts to be made.
	Considering the potentially diverse demographics of participants, and the desired points of research, a semi structured interview format will be used, with careful wording allowing for unbiased, focused responses. Semi structured interviews allow for both free flow of uninterrupted expansion of unexpected themes and responses, and sub questioned responses, guiding the respondent with questions identified around the phenomena presented, to assist if they get off topic, confused or misinterpret the question. 
	A sample group of 10-15 consumers will be selected and, to provide a more robust set of results, sampled with non-probability to ensure variety in demographics, age groups, experiences, and opinions in relation to the phenomena. In order to comply with ethical standards, and to prevent unforeseen future problems, an ethics form will be completed and submitted prior to the interviews taking place, participants will also be required to sign a participation form detailing the study, their rights, and assurances of confidentiality.
[bookmark: _Toc134537207]Planned data analysis and presentation.
Data analysis will begin with the transcribed raw text, the irrelevant and personal data will be removed, and responses collated, then interpreted using thematic analysis where assumed authenticity is personal to the respondent and created through social settings (Helm- University of Nottingham, n.d.). The themes presented will be grouped and put into tables, where the columns represent firstly the collated responses, followed by interpreted as impressed, and lastly the overriding explanative theme of the table. As more prevalent themes present, more tables will be produced, thus adhering to the above thematic analysis (Mihas, 2023). Although the questions asked will be designed to answer the phenomena presented, due to the nature of the research method, unexpected themes may present. All dominant themes will be displayed in their table forms below.
[bookmark: _Toc134537208]Research planning and ethics
[bookmark: _Toc134537209]Limitations
There are limitations with this methodology of research. The sample size used is a small representation of consumers as a whole so will not give an accurate generalisation of results.
The questions presented to the respondents, although will be void of bias and worded to allow for meaningful responses, may prove limiting if a short response is considered sufficient by the participant, resulting in a misrepresentation of their opinion, and little data to analyse.
Although situational comfort bias will be avoided by using an online platform, there is an element of uncontrolled environment, where although it can be stipulated, free from distraction, this is ultimately out of control of the interviewer, and could produce biased results.
The parameters set and resources given to and by the researcher may also be limitations to the reach and scope of the research.
[bookmark: _Toc134537210]Ethical considerations
Berg tells us that researchers have a greater responsibility then their respondents and the larger society, owing to the scouring of human lives (Lune & Berg, 2017) it is therefore imperative to remain ethical and that the research is carried out with utmost respect and consideration to participants and respondents, from beginning to end. 
	All participants will be asked to sign an ethics form and informed of their right to end the interview at any point with no explanation required. The Form will also clearly state the intent of the study and show the extent to which anonymity, confidentiality and security of personal data will be managed. This form is contractually binding between interviewee and researcher and is in place to uphold the ethical standards of the study. Additionally, an ethics form will be submitted by the researcher before research is carried out.
[bookmark: _Toc134537211]Budget resources and time management
	Carrying out this research will involve four dominant parts including this proposal.
1. Preparation: Literary research including academic reading and literary reviews, establishing the best approach to research, writing this proposal, following ethical procedures and relevant documentation creation, writing relevant and considerate questions.
2. Data Collection: Carrying out interviews with selected participants from pre-determined sample groups.
3. Data Analysis: Data will be transcribed, reviewed, edited to remove sensitive and irrelevant data, then relevantly analysed thematically drawing conclusions in line with the above phenomena.
4. Review: The themes presented, and conclusions made and work carried out will be reviewed, any alterations or amendments made, and the study critically reviewed.
Planned work will be kept to a fairly rigid timescale with room for adaptation and flexibility where required. Unforeseen delays or circumstantial issues and external factors are unfortunately out of this researcher’s control; however, the following timetable will set out the estimated time for each step.
	Stages of research 
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb 
	Mar

	Research (literature review)
	
	
	
	
	
	
	
	
	
	

	Writing ethics forms
	
	
	
	
	
	
	
	
	
	

	Preparing interview Questions
	
	
	
	
	
	
	
	
	
	

	Selecting sample group
	
	
	
	
	
	
	
	
	
	

	Organising interview dates
	
	
	
	
	
	
	
	
	
	

	Carrying out interviews
	
	
	
	
	
	
	
	
	
	

	Transcribing data
	
	
	
	
	
	
	
	
	
	

	Analysis of primary research
	
	
	
	
	
	
	
	
	
	

	Compiling Primary and secondary data
	
	
	
	
	
	
	
	
	
	

	Alterations
	
	
	
	
	
	
	
	
	
	

	Deadline
	
	
	
	
	
	
	
	
	
	



Resources Needed:
The following resources will be needed in order to carry out the research above:
· Access to physical and web-based literature and reading materials.
· Methods of communication for participants.
· Access to Microsoft teams words through a private computer, in a private space.
· Access to a printer should physical forms be required.
Budgeting:
	The budget will include phone costs to ensure that contacting the participants is possible, the hiring of a workspace with a secure internet connection, to carry out the work privately and securely. Administrative materials such as stationery and printing costs will also be included, as well as travel costs to the workspace if required.
	During the literary review and research stage, there may be a cost involved with accessing relevant literature, and although time of researcher will be costed into the budget, it is hoped that the participants will do so voluntarily. 
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