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Introduction
Over the past few years, social media have exploded and become a source for entertainment, news, and even job opportunities. Whether you are for social media or against them, there is no denying the fact that social media have impacted the way society operates today. With the expansion of social media, there has been a rapid increase in the number of users who go online and post content daily. As a result of this, the rise of social media influencers has spread across media platforms. A social media influencer is someone who has established credibility online and uses their platform to access large audiences and impact them based on their knowledge, authority or experience. I studied how social media influencers have impacted modern day society, and what impacts they have, positive or negative, on individuals, particularly college students. Although research has been conducted on social media influencers, there is a gap of information about their direct impact on followers. In my research, I focused on college students and the impact of social media influencers from three different social media platforms: YouTube, Twitter and Instagram. 
The research method I pursued was interviews of college students at John Carroll University. The type of project was a video production, in which I feature a variety of students and ask them questions regarding which social media platforms they engage with daily, as well as what social media influencers they admire, and how they have been impacted by them. Through these interviews with college students, I collected a variety of data.
In order to conduct this research, I performed a content analysis on social media users from three specific platforms: YouTube, Twitter and Instagram. Once I identified the number of users for these platforms, I recognized a variety of different social media influencers with a large customer outreach, whether that be relating to men, women or both. My goal was to identify their strengths, weaknesses, or what it is that is generating their large follower base. Based on this information, I generated research questions that I asked students relating to how social media influencers have impacted their personal lives. As a whole, I interviewed John Carroll students to complete my research, with the specific content area of the project being an analysis of how social media influencers impact individuals whether that be for entertainment, health and fitness, emotionally, politically or even as a way to market or promote something. The overall goal was to recognize the way social media influencers operate and how the messages they send impact individuals.
Purpose and Significance
Purpose
The purpose of this study is to explore the relationship between social media influencers and followers. I was intrigued to find an explanation as to why and how social media influencers have become a sensation throughout the world. Not only this, but I was interested to learn how resourceful their information is and the impact they have on followers. Although there is a wide range of information about social media influencers, there was a gap in research about their impact. 
Significance
This research was significant primarily because it is a new phenomenon on which there is not a plethora of information, expertise or research available. Therefore, this study may benefit research conducted in the future on this topic. 
	My research is practical because it provides information about social media influencers and their direct impact on followers. Rather than explicitly stating what a social media influencer does, this research demonstrates what makes them successful. This is practical information because it investigates the lives of students and how their time spent on social media has turned into something of impact. 
Literature Review
Social Media Influencers & Twitter
	With the rapid growth of social media and the internet, audiences are turning to different platforms as a way of communicating with users and influencers as a way of expressing opinions, gathering information, and building relationships. The concept of online interaction and expression is becoming increasingly important with the growth of social media. Over the past decade, Twitter has become one of the communication technologies widely adopted by students (Roblyer, McDaniel, Webb, Herman, & Witty, 2010). Twitter is a social networking website which provides interaction and communication between users in close proximity as well as across the world. With the increase in users on Twitter, social media influencers have risen as a result of the content they post and the interactions they have with interested and engaged fans. 
	Twitter is a unique platform for social media users because it provides the ability to not only post content, but also rebroadcast, or retweet, social media messages from other Twitter users. Recently, there has been great interest in studying rebroadcasting behavior, specifically in regards to who is more likely to retweet messages on Twitter (Lambrecht, Tucker, & Wiertz, 2015). However, little research has been performed to identify what factors affect users’ decisions to rebroadcast messages. One potential explanation is that the message content came from social media “influencers,” who by virtue of their status, impacted the rebroadcasting decision of other users. Social status on Twitter has increasingly become an important driver of rebroadcasting activity (Zhang, Moe, & Schweidel, 2014). 
We know from offline research that social contagion and influence both significantly impact the diffusion process of messages (Zhang, Moe, & Schweidel, 2014). In addition, within a population, there exist Twitter users who are inherently more influential than other individuals, who are classified as “social media influencers” (Cha, Gummadi, Haddadi & Benevenuto, 2010, p. 11). These users can affect others’ decisions to rebroadcast or be impacted based on their social status or character traits on the network. 
	Cha, Gummadi, Haddadi and Benevenuto (2010) studied user influence on Twitter. The data from this research identified how different types of influentials interact with their audiences on Twitter. It focused on three different types of influence: indegree influence, retweet influence and mention influence. Indegree is the number of people who follow a user; retweets mean the number of times others “forward” a user’s tweet; and mentions mean the number of times others mention a user’s name (Cha, Gummadi, Haddadi & Benevenuto, 2010, p. 10). Mainstream news organizations consistently spawned a high level of retweets over diverse topics, whereas celebrities were better at inducing mentions from their audience (Cha, Gummadi, Haddadi & Benevenuto, 2010).  They also found that influence is not gained accidentally, but rather through respect and trust from followers. Social media influencers gain their role on Twitter because of their continued involvement and personal communication with followers. 
The power of social media influencers has become more revolutionary with the rise of Twitter because it has changed the way individuals interact with each other. New research claims that social media influencers have nearly as much impact on followers as a friend or neighbor (Swant, 2016). In order to gather this information, a joint study performed by Twitter and analytics firm Annalect, surveyed awareness, favorability, and purchase intent from more than 800 Twitter users relating to social media influencers (Swant, 2016).  
	This study analyzed the power of Twitter as a social platform with influencer marketing. Social media influencers build their personal brand on Twitter and use it to their advantage to connect not only with followers, but also commercial brands, to spread messages about products they love (Carlson, 2016). The researchers at Annalect discovered strong indications of the power of social media influencers on Twitter that is worth recognizing. Nearly 40 percent of Twitter users said they’ve made a purchase as a direct result of a tweet from an influencer. Not only this, but around 20 percent of respondents said they rebroadcasted something they saw from a social media influencer (Swant, 2016). The data was dissected even further when research revealed that 49 percent of respondents said they relied on influencers for product recommendations, second only to tweets from friends at 56 percent (Carlson, 2016). The study displayed data that social media influencers helped to drive sales and impact followers to purchase items, as well as showing rivalry with real-life friendships when consumers look for product recommendations. 
	Pursuing this research further, age played an important role in predicting the audience that social media influencers on Twitter related to and impacted the most. Twitter influencers focus on being able to build trust with their followers as well as effectively spread their messages. This activity has led to an increase in effectiveness with millennials and younger generations. Participants aged 13-24 were twice as likely to evaluate an influencer by their social presence and follower count, whereas older audiences showed a preference for household names (Karp, 2016). In terms of social media influencers, younger audiences are less focused on the concept of a “celebrity,” but rather on an individual’s ability to communicate and post entertaining, inspiring and informative content (Karp, 2016). 
Twitter is a rising platform that is constantly evolving and expanding its impact on the world of social media. With the rise of this social media platform, influencers are able to instantly express opinions, relay information, and build relationships in a manner never before possible.
Social Media Influencers & Instagram
	Similarly to Twitter, the social networking platform Instagram has risen in growth and popularity which has led the platform’s top content creators to command audiences that number in the millions. Instagram is a social networking website that allows users to post a range of content from photographs and videos to live streamed footage for followers to tune in and watch. Instagram has opened up a new channel for brands to connect with users and followers more directly and efficiently. Social media influencers’ success on Instagram does not rely solely on their follower count, but rather their ability to influence followers through authenticity, confidence, and interactivity to create a connection between the follower and the brand (Gluckson, 2017). 
	Many social media influencers take to Instagram because it is a simple and efficient way of posting authentic content and streamlining brands through direct links for followers to access. Authentic content refers to influencers sharing what they love with others, in a genuine and truthful way.  Instagram users are able to tag brands directly on their posts which makes it easier for interested consumers to be directed to a source. Recently, brands have discovered the far-reaching impact and viral growth potential of approaching influencers - people who built a large network of followers, and are regarded as trusted tastemakers in one or several niches - to promote their products (De Veirman, Cauberghe & Hudders, 2017). It seems reasonable that an influencer with a high follower count will be perceived as more likeable because they have received support from a large group of people. 
	Popularity and a large following base have given rise to celebrity models for social media influencers on Instagram. Bella Hadid was the number one celebrity endorser in 2017 for her work with high-end fashion brands such as Versace, Fendi and Alexander Wang, with help from her huge following of 16.4 million Instagram followers (Fleming, 2018). Following closely after Hadid was Kendall Jenner who promoted Adidas and Calvin Klein on her account to 87.6 million Instagram followers (Fleming, 2018). A high number of followers could thus be advantageous to the exertion of opinion leadership as influencers ideas spread more widely and rapidly and consequently, interpersonal influence is enhanced (Cha, Gummadi, Haddadi & Benevenuto, 2010). However, although a high number of followers implies that many people are interested in a certain account, these days it is also women in their late thirties and forties sharing their lifestyle with small followings who have been successful social media influencers (Alex, 2017).  
	While celebrities are still leveraged by brands to reach large followings en masse, brands are also ushering in the rise of “micro-influencers,” defined as highly creative individuals with expertise in a specific topic area, and a highly engaged audience of between 10,000 and 1,000,000 followers (Jessiman, 2017). It used to be that brands were just focused on how big the numbers were and how many followers someone had. Not long ago, in order to be successful on social media you had to be young, attractive, and have millions of followers. Social media was an industry populated by models, girls who looked like models and high-profile fashionistas whose appeal was aspirational and inspirational, but not relatable (Alex, 2017). This was not relatable because these models were wearing thousand-dollar, size 0 clothing that very few people in the world could afford nor fit into (Alex, 2017). However, this concept is becoming less relevant. For many social media influencers on Instagram, the size of the following is less important than the quality of the content.
There have been many success stories with micro-influencers on Instagram. Kat Farmer is one of a number of women in their forties who has turned good taste and an engaging personality into a well-paid career as a digital influencer on Instagram. Today she's a hugely successful one-woman brand with her face on billboards, who has lucrative deals with M&S, House of Fraser and the like, and more than 49,300 Instagram followers. In short, she's the hottest new trend in social media — a midlife micro-influencer (Alex, 2017). Similarly, Erica Davies is a 40-year-old mother who was previously a fashion editor, but is now a full-time social media influencer stacking up 49,000 followers on Instagram. Davies mentions, “The 35-year-old-plus audience is very loyal. At that age you tend to follow someone who you genuinely like and who you feel has a similar style. You really do look at what they're wearing and think, ‘I might go and get that’” (Alex, 2017, p. 4). Micro-influencers have proven successful because of their ability to engage with followers and form relationships with them.
An important element to Instagram is that even accounts that do not have huge followings can be highly successful. Micro-influencers tend to have a community that they interact and deal with daily. They create stories around their content, answer followers’ questions, and thereby build relationships with their followers through engagement and conversations (Jessiman, 2017). However, both micro-influencers and large-scale influencers on Instagram have established highly engaged audiences. Influence is not dependent on how many followers you have.
As a whole, social media influencers on Instagram have been effective because of their established credibility gained from followers. Instagram is a platform for social media influencers to attract audiences and impact them, whether that be through brand awareness or personal stories. This social media platform provides the opportunity for social media influencers to directly engage in conversation with followers and create an impact on their lives. 
Social Media Influencers & YouTube
	YouTube is a unique social media platform, which differentiates itself from Twitter and Instagram, because its main component is the expression of voice and opinion through video. YouTube has grown exponentially since its creation on February 14, 2005, catering to a multitude of individuals because of the wide variety of content it provides. Over the years, social media influencers have risen on YouTube because of their loyal and personal connection they made with audiences. According to a study by Variety magazine (2014), six out of ten influencers for 13-18-year-olds are YouTubers. Thus, it seems teenagers are turning to social media influencers on YouTube as opposed to traditional celebrities. However, despite being famous on YouTube, these social media influencers are just average people, similar to those consuming and viewing the content, yet they have a huge impact on the community. 
	Although most YouTube videos are made for entertainment, many videos also include beauty tutorials, how-to’s, and life advice. YouTube videos expressing negative affect are commonplace across YouTube, ranging in theme from individuals’ struggles with depression, to difficulties with eating disorders and expressions of grief and bereavement (Berryman & Kavka, 2018). Famous beauty guru Zoella Sugg has made a tremendous mark on the YouTube community, inspiring young teens daily through discussing her personal traumas and life advice. She turned to her YouTube channel as an outlet for explaining her anxiety attacks and how she copes with her attacks (Gomez, 2015). Sugg stated that people have reached out to her to tell her that she has helped them get the help they needed when dealing with anxiety (Gomez, 2015). These anecdotal videos are frequently framed as educational tools, intended both to raise awareness of the realities of living with anxiety and to assure similarly afflicted viewers that they are not alone in their experiences. 
Zoella Sugg is not the only YouTube influencer who has made lifestyle advice videos either. The growing prevalence of videos involving grief and struggles are a testament to the value of YouTube both as a repository of anecdotal resources in the age of emotional precarity and as a potential community for those seeking support in dealing with their mental well-being (Berryman & Kavka, 2018). Teenagers identify with YouTube influencers because they share intimate stories about their lives which makes viewers feel a personal connection with them. 
YouTube influencers are able to form deep relationships with their followers because many of them started out broadcasting from their own living room and are just regular people. Not only this, but YouTube influencers are often about the same age as their audience. For them it is easier to create content that fits the current frame of reference of teenagers because they feature that relatability factor. People tend to copy behavior of people they like, or share the same behavioral style (Bentley, Earls & O’Brien, 2011). Teenagers often copy the behavior of YouTube influencers they watch such as their language, actions and even clothing. Many teenagers have started YouTube channels of their own after watching and being impacted by specific videos and influencers. Not only do YouTubers have behavioral influence on followers, but also influence in terms of products that they purchase.
Many YouTubers have teamed up with brands as a way of promoting or sponsoring products in order to influence consumers’ brand choice behavior. For example, Jaclyn Hill is a high spirited YouTube phenom, with more than 4 million subscribers, who demonstrates in-depth, easy-to-follow eyebrow, makeup, and hair tutorials (Fogarty, 2017). Jaclyn has gained an incredible following base and in the process on her rise to success on YouTube, she managed to score a partnership deal with Morphe Brushes. Since partnering with Morphe, Jaclyn has given honest reviews on their products in her videos and raises awareness about the company to her millions of subscribers. YouTubers are mainly used to create awareness and signal benefits to others within their social platforms. They are influential in encouraging trial and adoption of new products and services (Subramani & Rajagopalan, 2003). The results about awareness of brands and products has shown that YouTube influencers have an impact on behavior and buying behavior of their followers. 
YouTube is an evolving platform which provides entertainment and influence for the millions of users who log on daily. The social media influencers on this website provide content that has helped inspire and impact the daily lives of subscribers, particularly teenagers. YouTube is a platform that has provides brand endorsement, entertainment, but also lifestyle advice and information. 
	 	 	 		
RQ 1: In the eyes of a student, what qualities make a social media influencer successful?
RQ 2: What are the positive and negative impacts that social media influencers have on students?
RQ 3: How do students view their relationship with social media influencers?

Research Plan
Method
To answer my research questions, I conducted interviews with John Carroll University students. I created a video production to display my research. Participants were recruited from different years and different majors at John Carroll University. In order to recruit participants, I sent out an email out to students between the ages of 18 and 22 and invited them to be interviewed. Within the email, I attached a Google Sheets document and asked participants to fill out the document and list their availability to be interviewed (See Appendix A). 
Based on the information filled out in the Google document, I received positive responses from 25 interested participants (See Appendix B). I then proceeded on to the interview process. I reviewed all of the literature that I gathered about social media influencers on Twitter, Instagram and YouTube in order to craft questions for the interview (See Appendix C). 
Before filming participants, I received informed consent from all participants using a paper information sheet to explain the reasoning behind my study and who would see the final product (See Appendix D). Then, I filmed the participants and interviewed them on the topic of social media influencers and their impact on them. I included an audio bed of instrumental music that played in the background throughout the interview. 
Treatment
Working Title: Social Media Influencers’ Impact on Students
Duration: 20 minutes
Target Audience: Young adults who frequently use social media and follow social media influencers’. 
Overview/Concept: The idea behind this video is to unveil the social media habits of college students and the effect of “social media influencers’” on these students. The purpose of this research was an analysis on how social media influencers’ impact individuals whether that be for entertainment, health and fitness, emotionally, politically or even as a way to market or promote something. This is an interview-style video which portrays students from John Carroll University answering a variety of questions relating to social media influencers. The video was separated into segments based on specific interview questions answered by a variety of students. 
Location: Each interview took place at John Carroll University in the TV Studio in O’Malley Room 7. 
Visual Elements: The production aspect of this video was filmed in front of a green screen. Using the application, Adobe Premiere Pro CC 2017, I was able to Ultra Key the filmed content and remove the green screen to add a vibrant background image that was present throughout the entire video production. The overall visual elements of the production include interviewees sitting in chairs with the edited-out green screen background. 
Audio Elements: The sound bed for this video production is a soundtrack taken from a royalty-free website, freemusicarchive.org. 

	Video
	Audio
	Run Time
	Total Run Time

	TEXT
“WHAT SOCIAL MEDIA WEBSITE DO YOU USE MOST FREQUENTLY”
	SOUND BED – 
“Positive Motivation” (Royalty-Free Soundtrack)

	0:13
	0:13

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	0:13-1:17
	1:17

	TEXT
“WHAT SOCIAL MEDIA INFLUENCERS’ DO YOU FOLLOW?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	1:18-1:21
	1:21

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	1:22-5:09
	5:09

	TEXT
“WHAT QUALITIES ATTRACT YOU TO SPECIFIC SOCIAL MEDIA INFLUENCERS’?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	5:10-5:13
	5:13

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	5:14-7:27
	7:27

	TEXT
“HAS A SOCIAL MEDIA INFLUENCER EVER PERSUADED YOU INTO BUYING SOMETHING?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	7:28-7:31
	7:31

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	7:32-9:48
	9:48

	TEXT
“HAVE YOU EVER MIMICKED AN ACTION OR PHRASE THAT A SOCIAL MEDIA INFLUENCER HAS DONE OR SAID?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)

	9:49-9:52
	9:52

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	9:53-12:03
	12:03

	TEXT
“WHAT QUALITIES MAKE SOCIAL MEDIA INFLUENCERS’ SUCCESSFUL?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	12:04-12:07
	12:07

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	12:08-14:42
	14:42

	TEXT
“HAVE SOCIAL MEDIA INFLUENCERS’ POSITIVELY OR NEGATIVELY IMPACTED YOU?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	14:43-14:45
	14:45

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	14:46-16:21
	16:21

	TEXT
“IF ONE OF THE SOCIAL MEDIA INFLUENCER’S YOU FOLLOW WAS WALKING DOWN THE STREET WOULD YOU APPROACH THEM?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	16:22-16:25
	16:25

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	16:26-18:13
	18:13

	TEXT
“HOW DO YOU DEFINE A SOCIAL MEDIA INFLUENCER?”
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	18:14-18:16
	18:16

	TV STUDIO O’MALLEY CENTER ROOM 7

INTERVIEWEES
	SOUND BED – 
“That Positive Feeling” (Royalty-Free Soundtrack)
	18:17-20:00
	20:00



Results, Analysis and Conclusions
	The video itself contains the results, analysis and conclusions aspects of this project, and can be viewed online at https://youtu.be/b-6lFkf7DEA. 
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Appendix A

Hello,
As part of my Digital Media Capstone course, I am conducting research on the topic of “Social Media Influencers” and their impact on college students. The concept of “influencers’” are people who have access to audiences and can persuade others by virtue of their authenticity and reach. I am requesting your interest in participating in this study as an interviewee to gain a better understanding of social media influencers and their impact on students. I will be creating a video production and would greatly appreciate your input on this topic where you will discuss your social media habits and the influential people you follow. 
If this seems of interest to you, please sign up on the Google Sheet attached to this email about dates that you will be available throughout the first two weeks of April. I am looking to get an idea about tentative dates that participants will be free in order to get the interviews started. If you have any questions or concerns please email me at bdwyer18@jcu.edu. Thank you! 
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Appendix B
Interview Subjects:
1. John Tucci, Integrated Marketing Communications
2. Nick Bucello, Accounting
3. Abby Seelie, Integrated Marketing Communications
4. Katie O’Connell, Integrated Marketing Communications
5. Maggie Murphy, Accounting & Finance
6. Caitlin Matthews, Sociology and Political Science
7. Colleen Carr, Integrated Marketing Communications
8. Bridget O’Brien, Supply Chain Management
9. Kathleen English, Sociology and Criminology & Peace, Justice, and Human Rights
10. Richard Jenkins, Marketing
11. Omar Meza, Integrated Marketing Communications
12. Ryan Brown, Political Science
13. Morgan Doyle, Sociology and Criminology
14. Anna Masica, Marketing
15. Hannah Singerline, Cell and Molecular Biology
16. Paige Leffler, Accounting
17. Lindsay Stein, Marketing
18. Olivia Siembor, Human Resources
19. Hannah Fries, Integrated Marketing Communications & Political Science
20. Sarah Kadas, Biology
21. Liana Buscaglia, Marketing
22. Jon Needham, Finance
23. Adrienne Metzger, Political Science
24. Lindsay Mark, Psychology
25. Sean Freeman, Communications Digital Media 







Appendix C
Interview Questions:
1. What social media website do you use most frequently?
2. What social media influencers’ do you follow?
3. What qualities attract you to specific social media influencers?
4. Has a social media influencer ever persuaded you into buying something?
5. Have you ever mimicked an action or phrase that a social media influencer has done or said?
6. What qualities make social media influencers’ successful?
7. Have social media influencers’ positively or negatively impacted you?
8. If one of the social media influencers you follow was walking down the street would you approach them? 
9. How do you define a social media influencer?
















Appendix D

Study Information Sheet

Social Media Influencers’ Impact on Students

You are being asked to participate in a study investigating the social media habits of college students and the effect of “Influencers” on these students.  Please read this form and ask any question before agreeing to be in the study. This research project is being conducted by Brigid Dwyer, a student researcher at John Carroll University as part of a Capstone in Digital Media project in the Department of Communications. The purpose of this research is an analysis on how social media influencers impact individuals whether that be for entertainment, health and fitness, emotionally, politically or even as a way to market or promote something. 

PROCEDURES
· If you agree to be a participant in this project, you will be asked to appear at the TV studio in Room OC 7 in O’Malley, for an interview.
· During the interview, you will be asked questions about social media preferences, who you follow, and if influencers’ have positively or negatively impacted you.  
· This process should take approximately 10 minutes of your time.
· During this interview you will be videotaped by Brigid Dwyer using video cameras and equipment provided by John Carroll University. 

RISKS AND BENEFITS 
· There are no risks associated with this project.
· Your participation will contribute to our understanding of the way social media influencers’ operate and how the messages they send impact individuals.

PRIVACY 
· Only Dr. Carrie Buchanan (my faculty advisor) and I will have access to the data.
· All video footage will be kept in a locked office and kept completely confidential.
· All unused video footage will be destroyed.
· If you give consent I will use your full name and social media handle in the final video. However, you may choose to be anonymous in the video. 

VOLUNTARY PARTICIPATION
Your participation is completely voluntary. There is no penalty if you choose not to participate, and you are free to withdraw from the interview at any time. You may skip any interview question you are not comfortable answering. After the interview, you may choose to withdraw your data from the study without penalty.

CONTACTS AND QUESTIONS  
If you have questions about this study, you may contact Brigid Dwyer at (716) 341-0159.  You are also welcome to contact the course instructor, Dr. Carrie Buchanan at (216) 397-3078.  If you have questions about the rights and welfare of research participants please contact the John Carroll University Institutional Review Board Administrator at ckrus@jcu.edu or (216) 397-1527.

CONSENT
By participating in this interview you are giving your consent to Brigid Dwyer to use the information you provide for her class research project and for any other presentations and publications that may arise.  You are also confirming that you are 18 years of age or older. 

YOU MAY KEEP THIS INFORMATION SHEET FOR YOUR RECORDS

















Appendix E – IRB Application
[image: /Users/bdwyer18/Documents/page irb 1.jpg]







[image: /Users/bdwyer18/Documents/page irb 10.jpg]









image1.png
&

Brigid Dwyer Capstone Project Filming [}
File Edit View Insert Format Data Tools Add-ons Help Lasteditwas2 days ago

~ & P 0% - $ % 0 00128 Vedaa - 9 - B I S A % H

a 8 c o e

Capstone Project Filming 2018

April Availability ~First Name Last Name Age Major

[ 1000 more rows at bottom.

Social Media User Names

Social Media Influencers You Follow




image2.jpeg
JOHN CARROLL UNIVERSITY
INSTITUTIONAL REVIEW BOARD

NOTICE OF EXEMPTION #2
IRB Log Number:: 2018-059
Protocol Title: Social Media Influencers Impact on Students

Responsible Investigator: ~ Brigid Dwyer

Department: Tim Russert Department of Communications and Theatre
Faculty Sponsor: Dr. Carrie Buchanan
Exemption Date: April 17,2018

Thank you for submitting the IRB Application for Human Participant Research for your project. Your
research has been determined to be EXEMPT under Exemption #2, 45 CFR 46.101(b)(2):

“Research involving the use of educational tests (cognitive, diagnostic, aptitude, achievement),
survey procedures, interview procedures or observation of public behavior unless:

Information obtained is recorded in such a manner that human subjects can be identified,
directly or through identifiers linked to the subject; and

Any disclosure of the human subjects’ responses outside the research could reasonably place

the subjects at risk of criminal or civil liability or be damaging to the subjects’ financial
standing, employability, or reputation.”

The IRB will not conduct subsequent reviews of this protocol.

NOTE: If you wish to change this exempted protocol in any way, please inform the IRB
Administrator immediately. Changes that alter the exempt status may not be initiated prior to
receiving IRB approval.

You can access the IRB web site at http://sites.jcu.edu/research/pages/irb/ for additional information.
IRB application forms are available at http://sites.jcu.edu/research/pages/irb/forms/. If you have
questions, please contact:

Carole Moran Krus, IRB Administrator Dr. Elizabeth Swenson, IRB Chair
(216) 397-1527 or ckrus@jcu.edu (216) 397-4434 or swenson@jcu.edu
INSTITUTIONAL REVIEW BOARD ¢ FWA#00020246 + (216) 397-1527

20700 NORTH PARK BOULEVARD ¢ UNIVERSITY HEIGHTS, OHIO 44118-4581 ¢ www jcu.edu/research/iro
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JOHN CARROLL IRB APPLICATION

IRB APPLICATION FOR HUMAN PARTICIPANT RESEARCH MAR 2 3 2018

Offi f S
1. PROJECT TITLE et Cona towveray
Title of Project:  Social Media Influencers Impact on Students

2. PROJECT DATES

a. Anticipated starting and completion dates: March 2018 to May 2018
NOTE: Project may not start prior to approval from the IRB.
b. This project may be conducted on an annual basis: Yes ! v | No

3. PRINCIPAL INVESTIGATOR INFORMATION
a. Contact Information
Principal Investigator: Brigid Dwyer

APPROVED
APR 17 2018

Department or Affiliation: Tim Russert Department of Communication and heqtge )
ol niversity
Telephone: 7163410159 ——Email: bdwyer18@jcu.edu Institutional Review Board
Name of chair/supervisor: '\';Dr. Carrie Buchanan -/
Email of chair/supervisor: cbuchanan@ijcu.edu
b. Status
Pl status:  Undergraduate: | v | Graduate: Faculty: Staff: Other:

Students and external researchers must provide their current address:
3818 Bushnell Road, University Heights, OH 44118

c. Student / External Researcher Information
If you are a student or external researcher, please provide the following as applicable:

Type of project: Thesis/Essay: Independent Study: | v | Class Project: Other:
Course # & Name: COMM-496-51: Digital Media Capstone
JCU Faculty/Staff Sponsor:  Dr. Carrie Buchanan Dept:  Communication
Sponsor Email:  cbuchanan@jcu.edu Phone:

NOTE: An application by a student or external researcher must have the following statement signed by a
John Carroll University faculty/staff sponsor: |
| have examined this completed form and | am satisfied with the adequacy of the proposed research design i

and the measures proposed for the protection of human participants. For student projects, | will take
responsibility for informing the student of the need for the safekeeping of all raw data (e.g., test protocols,

tapes, guesfignnaires, interview notes, etc.) in a University or computer file.
/5 W 321/ 261%

Signature of Faculty/Staff Sponsor Date

All faculty/staff sponsors are required to complete online CITI training in the ethical conduct of human subjects
research and take the “Students in Research” module as one of the electives. See our CITI page for more

information.

CITI Training Completion Date:  Septemberi=2tts 9 //S [ 201
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IRB APPLICATION FOR HUMAN PARTICIPANT RESEARCH

1. PROJECT TITLE
Title of Project: Social Media Influencers’ Impact on College Students: Senior
Capstone Project

2. PROJECT DATES

a. Anticipated starting and completion dates: 3/23/2018 to 5/12/2018
NOTE: Project may not start prior to approval from the IRB.
b. This project may be conducted on an annual basis: Yes | V'] No

3. PRINCIPAL INVESTIGATOR INFORMATION
a. Contact Information
Principal Investigator: Brigid Dwyer
Department or Affiliation: Communication Department
Telephone: 7163410159 Email: bdwyer18@jcu.edu

Name of chair/supervisor: Carrie Buchanan

Email of chair/supervisor: cbuchanan@jcu.edu
b. Status
Pl status: Undergraduate: u Graduate: |_| Faculty: |_J Staff: Other:
Students and external researchers must provide their current address:

3818 Bushnell Road, University Heights, OH 44118

c. Student / External Researcher Information

If you are a student or external researcher, please provide the following as applicable:

Type of project: Thesis/Essay: Independent Class Project: I:I Other: :I

Study:
Course # & Name: COMM-496-51: Digital Media Capstone

JCU Faculty/Staff Sponsor:  Carrie Buchanan Dept: Communication
Sponsor Email:  cbuchanan@jcu.edu Phone: Z“D - 3q ] -0

NOTE: An application by a student or external researcher must have the following statement signed by a
John Carroll University faculty/staff sponsor:

I have examined this completed form and | am satisfied with the adequacy of the proposed research design
and the measures proposed for the protection of human participants. For student projects, | will take
responsibility for informing the student of the need for the safekeeping of all raw data (e.g., test protocols,
tapes, questionnaires, interview notes, etc.) in a University or computer file.

Signature of Faculty/Staff Sponsor Date

All faculty/staff sponsors are required to complete online CITl training in the ethical conduct of human subjects
research and take the “Students in Research” module as one of the electives. See our CITI page for more
information.

CITI Training Completion Date:
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4. FUNDING
Is this project being funded? Yes v | No

If yes, list the funding source:

5. RESEARCH STATEMENT: Provide a summary of your project. Include information about the
background and rationale for the study, the research hypothesis, and goal(s) of the study. Cite
previous research where applicable. Specific jargon should be avoided or explicitly explained.

Over the past few years, social media has exploded and become a source for
entertainment, news, and even job opportunities. Whether you are for social media or
against it, there is no denying the fact that social media have impacted the way society
operates today. With the expansion of social media, there has been a rapid increase in
the amount of users who go online and post content daily. As a result of this, the rise of
social media influencers’ has spread across media platforms. A social media influencer
is someone who has established credibility online and uses their platform to access
large audiences and impact them based on their knowledge, authority or experience. |
am interested in studying how social media influencers’ have impacted modern day
society, and if they have positive or negative effects on individuals, particularly college
students. Although there is research conducted on social media influencers’, there is a
gap of information about their direct impact on followers. In my research, | am going to
be focusing on college students and the impact of social media influencers’ from three
different social media platforms: YouTube, Twitter and Instagram.

The kind of research method I will undertake in fulfiliment of the project will be
through interviews of college students at John Carroll University. The type of project |
am proposing is a video production, where | will feature a variety of students and ask
them questions regarding which social media platforms they engage with daily, as well
as what social media influencers’ they admire, and how they have been impacted by
them. Through interviews of college students, | expect to collect a variety of data.

I believe | have expanded on my knowledge and skills through the courses and
internships | have partaken in. Over the last four years, | have acquired communication
and work-related skills which have allowed me to excel academically, as well as in the
workforce. In particular, my Journalism course enhanced my ability to venture outside of
my comfort zone as a way of gathering information, researching, and verifying details
about a story. | learned the importance of credibility and the impact social media has on
society as a way of communicating information. | learned basic interviewing principles
from this course, which will be useful material when | speak with John Carroll students
and use their information to execute my research.

Not only this, but my Broadcast Performance course also dealt with numerous
forms of media which helped enhance my ability to understand the way media platforms
operate. One of my recorded projects was an eight minute interview, where | wrote an
intro, outro, biography of my guest, and prepared twenty written out questions. | believe
these elements will help when assembling questions to ask the interviewees in order to
get the most relevant information relating to my topic.
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Pursuing this further, my Video Production course gave me the opportunity to
engage with and understand the television studio, and be able to be successful in that
environment. | obtained the skill of operation video cameras and collecting viable,
visually pleasing coverage in the field. | believe this to be a crucial element when
producing and executing the video interviews for my research. In my Communication
Research class, | learned how to research the different resources available to us, as well
as writing abstracts and a literature review which helped me to analyze and evaluate
research even further. This will help in the process of conducting my research because |
have learned how to pose questions and hypotheses based on research already
performed. Finally, my Media Literacy class helped enhance my ability to analyze how
audiences receive, interpret and react to messages, which is a strength | will put forth
towards my final project.

However, my qualifications to engage in this research were enhanced over the
past few months while working at my internship. While interning at The Owens Group,
my first rotation was fulfilling the job role of being a Lionsgate Ambassador. As part of
my job, | had to connect with social media influencers’ who would help promote
upcoming films by posting on their social media accounts. Their role as social media
influencers’ helped to enhance customer outreach and resulted in a higher, more
positive, impact than if our company twitter had tweeted the same link and message. |
was affected by this and wanted to research more on the topic of how social media
influencers’ impact individuals.

In order to conduct this research, | will be performing a content analysis on the
amount of social media users from three specific platforms: Youtube, Twitter and
Instagram. Once | have identified the amount of users for these platforms, my focus will
be to identify a variety of different social media influencers’ with a large customer
outreach, whether that be relating to men, women or both. My goal will be to identify their
strengths, weaknesses, or what it is that is generating their large follower base. Based
on this information, | will generate research questions that | will ask students relating to
how social media influencers’ have impacted their personal lives. As a whole, | will
interview John Carroll students to complete my research, with the specific content area
of the project being an analysis on how social media influencers’ impact individuals
whether that be for entertainment, health and fitness, emotionally, politically or even as a
way to market or promote something. The overall goal is to recognize the way social
media influencers’ operate and how the messages they send impact individuals.

6. RESEARCH RESULTS: What will you do with the results of the study (e.g. publish, present
publicly at a conference/presentation, archive data for a future project, etc.)? Contact the IRB
Administrator first if the project is only for internal program evaluation or if the resuits will not be
shared outside of the classroom.

With the results of my study, | plan to present them at the end of my capstone class at
John Carroll University. | would also like to include it as part of my portfolio to show
future employers.
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7. PARTICIPANT POPULATION:
a. Indicate which, if any, of the following groups will be research participants (check all that apply):

Minors (under 18) Pregnant Women ] Terminally Iil

« | Students Institutional Residents Prisoners
Employees || Mentally/Physically Disabled Senior Citizens (> 65)
Cognitively Impaired [ | Non-English Speakers : No Special Groups
Single Subject Populations (e.g., by Gender, Race, Ethnicity, or Religion)
Other groups(specify): Students at John Carroll University between the ages of 18-22.

b. JCU Students or Employees:

Note: if your research involves campus-wide recruitment of JCU students or employees,
institutional approval may also be required.

Will you recruit students from courses you are teaching?

Yes v | No

If “Yes”, explain why this population is necessary to the study. Coercion to participate is a significant
concern. Explain how you will ensure you will not know which of your students have
consented to participate and which have not until after semester grades are posted.

N/A

Will you recruit JCU employees?

Yes [v]No

If *Yes”, explain why this population is necessary to the study. Describe procedures for
protecting employees’ confidentiality.

N/A

c. If other specific participant groups from the list above are included or excluded from your
participant selection criteria, state the rationale for their use.

I will be contacting students who are frequent social media users. I will find students
from different social media platforms who attend John Carroll University and recruit
them for my project.

d. What is the approximate number of participants to be recruited? 25
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e. How will the participants be recruited? Check all that apply and attach all applicable recruitment

materials.
Recruitment Scripts [ ] Cover Letters [ ] Advertisements
v | Recruitment Emails [~ | Fiyers JCU Psych Pool
|| Direct Solicitation Other (specify):

8. INFORMED CONSENT
See |RB Guidelines on Informed Consent for detailed information on consent and assent forms, the

required consent elements, and to view sample consent forms. Attach copies of all applicable
consent materials (e.g., informed consent form, information sheet, SONA study description page
for JCU Psych Pool studies, parental consent/child assent forms).

a. Type of Informed Consent (check all that apply):
(i) | v | Adult Consent

(if) | Use of Minors (under 18 years of age)

Parent/Guardian Consent

Child/Minor Assent (Non-readers: Not able to read or not-proficient at reading)
Child/Minor Assent (Proficient readers: Can read & understand a simple assent form)

(iiii) | In certain circumstances, a waiver of informed consent/minor assent may be requested.

In this case, participants are not informed or only partially informed about a study. To
request that informed consent or assent be waived, indicate category below (check all
that apply).

Partial Consent/Concealment: Information will initially be withheld from participants
@nsent will not be obtained
Parental consent will not be obtained
Child/minor assent will not be obtained

If (iii), justify why informed consent will not be obtained. For partial consent, explain why this is
necessary for this study and include plans for how and when participants will be debriefed.
f a debriefing statement will not be used, explain why.

(Refer to 45 CFR 46.116d and 46.117 for the federal guidelines regarding waivers):

mmmmsmest—

b. Deception of participants

Deception occurs when participants are deliberately given false information about some aspect
of the study. If your research involves deception, you must provide the following information:

(i) Describe the type of deception being used.
N/A

(ii) Why is deception a necessary and unavoidable component of the experimental design?
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N/A

(iii) What alternative procedures were considered that did not involve deception and why were

these alternatives rejected?

N/A

(iv) If deception is used, how will participants be debriefed?

N/A

c. Method to obtain informed consent: check (i) or (ii)

(i) Written Consent/Assent (written signature will be obtained from participants)

(ii) No Written Consent/Assent Obtained (Documentation of signature is waived)

how participants will be informed:

f (ii), a waiver of a signature is requested (see §46.117(c) for requirement), indicate below

¢ | A paper Information Sheet will be used. Explain rationale below.

Oral Consent will be obtained. Explain rationale below.

Electronic Consent will be obtained. (For JCU SONA system experiments,
online surveys, or other on-screen experiments.)

9. DATA COLLECTION & CONFIDENTIALITY ISSUES

a. Data collection methods (check all that apply):

Questionnaire or Survey
Web or Internet
v | Interview
Observation
¢ | Video or Audio Taping
[~ | Computer Collected Task Data
| Other:

Archival Data
Intervention

Focus Groups
Testing/Evaluation
Instruction/Curriculum

Physical Tasks

b. Will the data be collected anonymously (i.e., so that no one, not even the researchers, can
determine who participated)? See the IRB Privacy page for an explanation of anonymity vs.

confidentiality.

Yes v [No
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10.

c. If you answered NO to 9.b., describe procedures for keeping data confidential and secure (i.e.,
for ensuring that even though the researchers can determine which participant provided which
data, no third party could gain access to the data and determine who provided it). Be sure to
explain how the data will be stored both during the data collection process and after the study is
conducted since this will affect the confidentiality of the data.

I will make every effort to prevent third party individuals from accessing data and
manipulating it. | will make sure it is addressed that if a participant feels uncomfortable
at any point during the interview that they can leave and their information will be
destroyed. During the data collection process, | will store the information on a SD card,
which is where the filmed interviews will be located on. | will be the only person in
possession of this. | plan to create an edited video production using Adobe Premiere
Pro CC 2017 of the interviews together as a way of representing my data. After | conduct
the study, | plan to show the data to my classmates in my capstone course. Once this is
finished, | will not release the information elsewhere.

METHODOLOGY: Describe in detail how the research will be practically conducted step by step.
Be sure to address (1) how participants will be identified and the process of contacting, selecting
and excluding participants; (2) how informed consent will be handled; and (3) how data will be
collected, including how data instruments, if used, will be distributed and collected, and (4) the
location where the study will take place. Please reference your attachments, where applicable.

In order to recruit participants, | will send a recruitment email out to John Carroll
University students between the ages of 18-22 and invite them to be interviewed. | will
be sending it to people from different grade levels and with different majors at John
Carroll University.

Email:
Hello,

As part of my Digital Media Capstone course, I am conducting research on the topic of
“Social Media Influencers’” and their impact on college students. The concept of
“influencers’” are people who have access to audiences and can persuade others by virtue
of their authenticity and reach. I am requesting your interest in participating in this study
as an interviewee to gain a better understanding of social media influencers’ and their
impact on students. I will be creating a video production and would greatly appreciate
your input on this topic where you will discuss your social media habits and the influential
people you follow.

If this seems of interest to you, please sign up on the Google Sheet attached to this email
about dates that you will be available throughout the first two weeks of April. I am
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looking to get an idea about tentative dates that participants will be free in order to get
the interviews started.

If you have any questions or concerns please email me at bdwyer18@jcu.edu . Thank you!

5L, Copy of Capstone Project Filming &1
Zd o edr viow msant Fomat Dwa Toos Adbons Heb  Atching
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Capstone Project Filming 2018

© pontavlabity  frst Name Lo Name Age vajor Social Medis User Names  Socia Medla Infuencers You Follow

Based on the information filled out in the Google document, | will proceed onto the
interview process. | will review all of the literature that | have gathered about social
media influencers’ on Twitter, Instagram and YouTube. | will apply my knowledge
towards constructing questions for the interview.

Interview Questions (in no particular order):

‘What social media website do you use most frequently?

What social media influencers’ do you follow on social media?

How has a social media influencer impacted you?

Did they positively or negatively impact you? Why?

Has a social media influencer ever persuaded you into buying something?

Has a social media influencer ever persuaded you to think a certain way about a

GUl T B

topic?
Have you ever mimicked an action that a social media influencer has done?
8. What qualities attract you to specific social media influencers’?

N
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9. Do you ever respond to content posted by your favorite social media influencer?
10. What makes a social media influencer successful?

11. What strengths do the social media influencers’ you follow have?

12. What weaknesses do the social media influencers’ you follow have?

13. How do you define a social media influencer?

Before the interview/videotaping, | will get informed consent from all participants. I will
be using a paper information sheet to explain the reasoning behind my study and who
will see the final product.

Information Sheet:

Study Information Sheet
Social Media Influencers’ Impact on Students

You are being asked to participate in a study investigating the social media habits of college
students and the effect of “Influencers™ on these students. Please read this form and ask any
question before agreeing to be in the study. This research project is being conducted by Brigid
Dwyer, a student researcher at John Carroll University as part of a Capstone in Digital Media
project in the Department of Communications. The purpose of this research is an analysis on
how social media influencers’ impact individuals whether that be for entertainment, health and
fitness, emotionally, politically or even as a way to market or promote something.

PROCEDURES

e If you agree to be a participant in this project, you will be asked to appear at the TV
studio in Room OC 7 in O’Malley, for an interview.

o During the interview, you will be asked questions about social media preferences, who
you follow, and if influencers’ have positively or negatively impacted you.

e This process should take approximately 10 minutes of your time.

e During this interview you will be videotaped by Brigid Dwyer using video cameras and
equipment provided by John Carroll University.

RISKS AND BENEFITS
e There are no risks associated with this project.
e Your participation will contribute to our understanding of the way social media
influencers’ operate and how the messages they send impact individuals.

PRIVACY
e Only Dr. Carrie Buchanan (my faculty advisor) and | will have access to the data.
o All video footage will be kept in a locked office and kept completely confidential.
e All unused video footage will be destroyed.
e If you give consent | will use your full name and social media handle in the final video.
However, you may choose to be anonymous in the video.

VOLUNTARY PARTICIPATION
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1.

Your participation is completely voluntary. There is no penalty if you choose not to participate,
and you are free to withdraw from the interview at any time. You may skip any interview
question you are not comfortable answering. After the interview, you may choose to withdraw
your data from the study without penalty.

CONTACTS AND QUESTIONS

If you have questions about this study, you may contact Brigid Dwyer at (716) 341-0159. You
are also welcome to contact the course instructor, Dr. Carrie Buchanan at ( 216) 397-3078. If
you have questions about the rights and welfare of research participants please contact the
John Carroll University Institutional Review Board Administrator at ckrus@jcu.edu or (216)
397-1527.

CONSENT

By participating in this interview you are giving your consent to Brigid Dwyer to use the
information you provide for her class research project and for any other presentations
and publications that may arise. You are also confirming that you are 18 years of age or
older.

YOU MAY KEEP THIS INFORMATION SHEET FOR YOUR RECORDS

Then, | will film the participants and interview them on the topic of social media
influencers’ and their impact on them. | will include an audio bed throughout the
interview which will serve as instrumental music played in the background.

I will collect the data through video and edit it using Adobe Premiere CC 2017. The
location of the study will take place in the TV Studio (O’Malley Center Room 7) at John
Carroll University.

RISK FACTORS: Does your study involve any of the following elements?

Coercion or undue influence Yes | v | No
Procedures that might cause mental discomfort Yes | ¥ | No
Procedures that might cause physical discomfort Yes | v | No
Collection of information that, if disclosed, could be embarrassing or

harmful to participant’s reputation, employability, financial standing, or Yes | v | No
insurability, or place the participant at risk for criminal/civil liability

Procedures that might cause physical harm to participants LYes v | No
Biomedical procedures, including the use of drugs or EEG recorder Yes | ¥ | No
Participants will be audio or video recorded, or photographed v | Yes No
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a. Describe any other potential risks to participants besides those above. You should consider
potential physical, psychological, social, legal or other risks.

Physical risks include equipment not working in the TV Studio and someone possibly
being injured.

Participants potentially feeling uncomfortable being videotaped.

b. For all potential risks, assess the likelihood of their occurring and their seriousness, even if you
think these risks will be avoided.

The likelihood of a participant being injured by equipment in the TV Studio is very rare.
I believe all of the equipment is up to date and I will place participants in a safe
location.

The likelihood of someone feeling camera shy is expected. Many people feel
uncomfortable when placed in front of a camera. If this is the case, | will make sure
they are informed they do not have to participate.

c. Describe the procedures you will use to mitigate these risks as well as any provisions for
ensuring necessary professional intervention in the event of a distressed participant.

I will check all equipment before entering the TV Studio. | will make sure everything is
functioning properly.

I will make sure to address all participants before they are interviewed and assure them
that they can back out at any time. If they feel uncomfortable and do not want their
answers in a video production i will make sure they know their answers will be
destroyed.

12. BENEFITS
Describe the anticipated benefits to participants and contributions to general knowledge in the
ield of inquiry:

Participants may discover a better understanding within themselves why they follow
specific social media influencers’. The anticipated benefits that | have is for individuals
to recognize the impact that influencers’ have on them and to hopefully discover that
they have been positive additions to their lives. | am also raising awareness about the
idea that social media influencers’ do not have to be celebrities - they can be an
average person. Participants may also gain knowledge from fellow participants about
social media influencers’ and maybe check them out as well. This study can potentially
provide people with the ability to discover new influencers’ that will impact them as
well.

13. COMPENSATION
f the research participants will be compensated or rewarded, indicate the type and amount of
compensation. If participants are being recruited from JCU classes or the Psych Pool, indicate
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whether students are receiving course credit (regular or extra credit) and, if so, what alternatives
are offered to those students who do not wish to participate in the research.

N/A

14. SUBMISSION MATERIAL: TWO COMPLETE HARD COPIES OF THE FOLLOWING

The IRB must review copies of all final material presented to participants. The IRB cannot approve
a project without a complete and accurate application and final copies of all supporting
materials. Please indicate below what materials have been attached to this application (check
all that apply):

Recruitment material (flyer, announcement, oral script, email, letter, etc.)

Informed consent (consent and assent forms, information sheet, oral consent script,
electronic consent page, etc.)

RE

Data instruments (surveys, interview questions, tests, web-survey, etc.)

Video clips, music CDs, photos, links to webpages, etc.
Debriefing statement

Other: (specify) ~ Google Sheets
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15.

CERTIFICATION STATEMENT

In making this application, | certify that | have read and understood John Carroll University’s
policies and procedures governing research with human participants (specifically, those as
described in John Carroll University’s Institutional Review Board Policy). / shall comply with the
letter and spirit of those policies and will not undertake the research without IRB approval.
Furthermore, | am aware that certain departments may have their own standards for conducting
research, and it is up to me to familiarize myself with them. | further acknowledge my obligation
to: (1) obtain written approval of significant deviations from the originally approved protocol
BEFORE making those deviations; and (2) report immediately all adverse effects of the study on
the participants to the Chairperson of the Institutional Review Board and the Chairperson or
Supervisor of my Department.

i 4/%%4 2 4-1b-2017

Principal Investlgator Signature Date

PI CITI Training Completion Date:
CO-INVESTIGATORS:

a. Name: Title:
Signature: Affiliation:
CITI Training Completion Date:

b. Name: Title:
Signature: Affiliation:
CITI Training Completion Date:

c. Name: Title:
Signature: Affiliation:

CITI Training Completion Date:

16.

SUBMISSION INFORMATION

Send one original and one copy of this packet (the application and all pertinent supporting
materials) to:

IRB Administrator

John Carroll University

1 John Carroll Blvd, AD 250
University Heights, OH 44118

You will receive an acknowledgment when the application has been processed for review. The
submission of handwritten and/or incomplete packets may significantly delay the review process.
Forms and policy guidelines are available at: http://sites.jcu.edu/research/pageslirb/forms/.
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For questions, comments, or assistance in completing the form, contact the IRB Administrator at
216-397-1527 or ckrus@jcu.edu.
rev. 9/17




