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[bookmark: _Toc237883635]Chapter 1: Introduction
[bookmark: _Toc237883636]1.1 Introduction
Social media marketing strategies are a major marketing method in which organisations deliver their message to customers through social media. Social media marketing strategies are amongst the most important business marketing techniques for capturing customers' attention, increasing brand visibility, and steering purchasing behaviour in the digital realm. With the increase of retail rivalry, reputation has become a crucial piece of a brand's strategy that needs to be taken into account for customer loyalty, trust and ultimately the success of the brand. Customer engagement in the digital sphere is now more important at Waitrose as it is a premium organisation making it an appropriate case organisation (Appel et al., 2020; Dwivedi et al., 2021).

[bookmark: _Toc237883637]1.2 Background of the Study
Traditionally, consumers had no direct contact with an organisation. However, the use of social media has changed the game, and now it is possible to reach direct consumers as organisations. Social media is one marketing dimension that allows customers to affect perceptions about the brand because of reviews or recommendations they share or their presence on social media (Appel et al., 2020; Dwivedi et al., 2021). As a result, digital customer engagement is pivotal for grocery retailers wanting to stay competitive in the UK. In recent years, consumer expectations have evolved, and these expectations have been heightened by the advent of increased competition, a growing focus on the supermarket's online environment and a demand for a very good “omnichannel” consumer experience. Through its commitment to a policy of brand extension, Waitrose have chosen to stand out as being different in the eyes of consumers, with emphasis on three points: their premium products, ethical concepts and their great service (The Marketing Source).
It has also continued to improve its services to its customers, with digital services and customised customer interactions, which has further solidified Waitrose's reputation as an organisation that offers a high-quality service for sale (Renascence, 2024). Social media communication is therefore important to build Waitrose's brand image and, with consumers in a competitive retail market, to build emotional connections with them (Aiezza, 2023; Abbots, 2015).

[bookmark: _Toc237883638]1.3 Research Problem
With people able to post an opinion or experience on social media to a large online audience in seconds, social media has made customers more involved in shaping the brand's reputation. In fact, positive interactions foster brand trust, and if there are negative experiences, they can spread quickly and impact brand and organisation reputation (Appel et al. 2020). As consumers are inundated with brands of all descriptions in their daily lives, building a brand reputation and staying within this reputation has become increasingly difficult for a premium retailer like Waitrose.
For Waitrose, there is a balance between sustaining traditional values and the need to be increasingly digital. Therefore, it is essential to have good social media interaction, keeping the trust of the customer and reinforcing the image of the customer brand (Renascence, 2024; Aiezza, 2023). It is crucial to be aware of this relationship in order to strategically design digital marketing activities and interactions with customers (Khaki et al., 2026).

[bookmark: _Toc237883639]1.4 Research Gap and Justification
To date, there is a significant amount of research to guide social media marketing practices, although most of this has been focused on the hospitality or retail industry generally and not specifically registered premium grocery retailers (Appel et al., 2020; Dwivedi et al., 2021). This study is constrained as it does not mention specific details of social media marketing; customer perceptions and brand reputation of Waitrose or the high-end grocery sector in the UK (Aiezza, 2023). This study remedies this, and it attempts to offer evidence from the context of an expensive supermarket shop (Khaki et al., 2026).

[bookmark: _Toc237883640]1.5 Research Aim, Objectives and Questions
Research Aim
This study aims to investigate the impact of social media marketing on Waitrose’s brand reputation.
Research Objectives
The objectives of this study are:
1. To examine the impact of social media marketing on Waitrose’s brand image.
2. To investigate customer perceptions of Waitrose’s brand reputation in relation to its social media marketing.
3. To examine the relationship between social media marketing and customer loyalty towards Waitrose.
4. To explore the impact of digital marketing on customer behaviour and trust towards Waitrose.

[bookmark: _Toc237883641]1.6 Significance of the Study
This study helps with knowledge development in social media marketing and how this has affected the brand reputation, and offers some practical recommendations to toughen up Waitrose's digital marketing strategies. These findings will be utilised to help improve customer engagement/satisfaction and brand reputation and will be used to assist researchers in the UK retail sector in planning future research into the Marketing Manager (The Marketing Source; Renascence, 2024).
[bookmark: _Toc235129325]




















[bookmark: _Toc237883642]Chapter 2: Literature Review
[bookmark: _Toc235129326][bookmark: _Toc237883643]2.1 Introduction
To gain a thorough understanding of the literature related to the use of social media in marketing and how this can affect brand reputation in the retail sector, with specific emphasis on the high-end grocery sector and Waitrose, a critical review of the literature was conducted. The literature has been reviewed on the theoretical and practical evidence of the themes of social media marketing, brand image, customer engagement, customer behavior, brand trust and brand loyalty. This is a conceptual basis for investigating the role that social media marketing can play in the building and sustaining of Waitrose's brand image (Appel et al., 2020; Dwivedi et al., 2021).
The process of the review is broad to specific. It examines the growth of social media marketing in the contemporary retail context and how it went from more of a promotional tool to effective communication and relationship management. It then explores social media marketing brand image and brand reputation and its impact on customer behavior, customer engagement, customer relationship management (CRM), and brand loyalty. These relationships are then looked at from a Waitrose perspective – the premium positioning, quality focus, ethical sourcing and sustainability and customer service.
The literature search and integration for this study is also based on the literature reviewed. Quantitative evidence from previous empirical studies is taken into account, while the qualitative evidence in the form of academic literature, industry reports, case studies and documented customer experiences is utilised. This mixture allows the research to discern measurable patterns existing in the literature and to look at themes and contextual explanations of social media marketing and brand reputation. This fits well with the pragmatist philosophy in the study and the Abductive approach in which different streams of evidence will be added to the complex and treated based on the evidence pieces' contribution to fulfilling the study goals.
The main themes that arose from the literature are presented in a table (Table 2.1) to give a structure for further analysis.
Table 2.1: Key themes identified from the literature
	Theme
	Main focus
	Relevance to the study

	Social media marketing
	Use of social media for communication, promotion, interaction and relationship building
	Establishes the role of social media as a strategic marketing and communication tool

	Brand image and reputation
	Brand awareness, perceived quality, credibility, trust and consistency
	Examines how social media communication can shape perceptions of Waitrose

	Consumer behaviour
	Purchase intention, electronic word-of-mouth, reviews and consumer decision-making
	Considers how digital communication may influence customer responses and behaviour

	Customer engagement and CRM
	Interaction, personalised communication, customer feedback and relationship management
	Explores how social media can strengthen customer-brand relationships

	Brand loyalty
	Trust, engagement, emotional connection, repeat purchasing and recommendation
	Examines the relationship between social media marketing and customer loyalty

	Waitrose’s brand strategy
	Premium positioning, quality, ethical sourcing, sustainability and customer service
	Applies the wider literature to the specific organisational context of Waitrose

	Digital and reputational risk
	Negative reviews, complaints, inconsistent communication and electronic word-of-mouth
	Recognises the potential negative effects of social media on brand reputation


These themes constitute the logical framework for a justification of the literature review under discussion, as well as the logic that will facilitate the interpretation of the results obtained in Chapter 4. Specifically, due to the themes, quantitative evidence and qualitative findings may all be considered along with the use of social media marketing as a communication activity, not just a descriptive one.

[bookmark: _Toc237883644]2.2 Social Media Marketing in Modern Retail
Social media marketing (SMM) has shifted from just one way to promote to become one of the very major capabilities that today's retailers possess in their strategic endeavors. This refers to the leverage of digital platforms for customer communication, product and service promotion, relationship building and customer engagement creation. Digital transformation has also helped retailers to engage consumers on real-time platforms, gain insights and offer more personalised experiences. Thus, in addition to promoting the organisation, social media marketing can also improve customer experience, help in the management of relationships and beyond with the organisation, in organisational decision-making (Dwivedi et al., 2021).
According to the literature, social media has radically transformed the notion of a communication relationship between retailers and consumers. Social media takes communication out of the equation, shifting the bar from one-directional communication between an organisation and a customer to a bi-directional service where customers can respond, share, and ad create content related to the brand. This can enable customers to be engaged in the communication process via comment, review, recommendation and electronic word-of-mouth. On one hand, this process opens potential routes to customer engagement (Appel et al., 2020; Pantano et al., 2020), and on the other hand, it introduces reputational risks as they can be easily communicated to other people and the wider public.
In quantitative terms, from an empirical perspective, there are previous studies that demonstrate that marketing strategies through social networks can impact measurable consumer and brand-related variables such as brand awareness, brand image, brand loyalty, consumer engagement and purchase intention. For instance, Bilgin (2018) relates social media marketing activities to brand awareness, brand image and brand loyalty, and other empirical studies have used social media marketing and consumer decision making to assess the relationship between social media marketing, consumer decision making, and purchase intention (Rahman et al., 2022; Mukherjee et al., 2023). The quantitative findings are important for the present study as it provides empirical evidence that can be synthesised together with the qualitative evidence related to the process of impact of social media marketing on consumers on the one hand and how to thereby.
The quantitative evidence alone, however, must not be ignored. The qualitative literature affords the writer more understanding of the ways in which these relationships can develop. Appel et al. (2020) highlight the alteration of customers' perceptions of relationships with organizations, in the sense that they are being constantly reached out to by customers and able to be part of a conversation regarding the brand on social media. Dwivedi et al. (2021) also say that social media should be regarded as a strategic functional capacity of an organisation as opposed to merely a promotional medium. This means that the benefits of social media marketing go beyond simply income and also relationship-building, understanding customers, communication about their brand and its sustainability in future competitions.
Retailers also have divergent upshots. Social media offers avenues for increased visibility, cost-effective communication, customer engagement and access to consumer information on one hand. On the other hand, social media offers possibilities of increased visibility, cost-effective communication, access to consumer information and engagement with customers. However, the same collaborative workspace can lead to reputational issues for organisations. User-generated content, complaints and negative reviews can spread quickly and have a broader impact on consumer views (Pantano et al., 2020). Hence, social media marketing proves to be effective not just because the organisation is capable of creating engaging content material but in addition because it could track and react to its customers.
It is significant for a premium outlet like Waitrose, as it is not a business that relies on price-driven promotion particularly. It is important because this distinguishes Waitrose from other outlets, where the distribution of the product is more price driven. Social media is therefore an opportunity of communicating these characteristics and supporting the desired brand of the organisation. Meanwhile, premium positioning can elevate consumer expectations, and any less-than-desirable customer experience, or misaligned promises between customer communication online and offline, can have a downside reputation effect.
In sum, literature has shown that SMM in today's retailing has measurable as well as contextual effects. The empirical findings from the quantitative analysis with respect to "relationship between social media marketing and the outcomes (brand awareness, brand image, loyalty, purchase intentions, interaction, trust, participation of customers and organisational response)" support the idea that there are significant relationships between the marketing mix of social media with the outcomes, while the qualitative research partially explains the importance of the aspect of interaction, trust, participation and responsiveness of the organisation in relation to the customers. This underlines the mixed method secondary research design used for the present study and allows to merge quantitative data with the qualitative thematic findings in Chapter 4.

[bookmark: _Toc235129328][bookmark: _Toc237883645]2.3 Social Media Marketing, Brand Image and Brand Reputation
Social media marketing and brand image relationship cannot be missed since there is a strong connection between social media and consumer perceptions of organisations and their credibility. Regularly posting on social media could help with brand awareness, reinforcement of perceived quality and customer trust build-up – all of which add to a positive brand perception. In this context, with digital content playing a more and more important role in the consumption evaluation of brands, organisations must be sure that their digital communication is in line with their brand image (Appel et al., 2020)
The effect of social media marketing on the outcomes of the brands has been shown in previous studies in different aspects. The three directly indicated as the results with the effective use of social media marketing are 'Brand awareness, Brand image and Brand loyalty'. It is known that consumers' awareness of the product develops when used regularly, that their overall image of the brand becomes positive, and that their loyalty towards the brand increases (Bilgin, 2018). There is another point of view that suggests that brand image must be backed up by trust if it is to make a difference in purchase intention.
Trust can thus be seen as an intervening variable, boosting the link between social media marketing initiatives and favourable consumer outcomes (Mishra et al., 2025). The shift in focus from the trust aspect to the importance of the image of the brand provides a more complete picture of brand reputation. Whereas a positive perception might attract consumers' attention to the product or service, building and maintaining trust in the organisation is what is essential to sustaining a positive reputation amongst consumers. Therefore, social media marketing should aim at building trust, credibility, and not just visibility, for a brand, for its sustainable brand reputation (Appel et al., 2020).

[bookmark: _Toc235129329][bookmark: _Toc237883646]2.4 Social Media Marketing and Consumer Behaviour
Social media marketing is now playing a significant role in consumer behaviour due to its impact on purchase intention, customers' engagement and behaviour in the consumer decision-making process. Digital platforms are becoming an invaluable source of information for consumers before they make a purchase decision, and they turn to brand-generated content, electronic word of mouth or online reviews to help them make their decisions. In the UK, within the retail industry, social media marketing has been shown to have a positive impact on the buying behaviour of consumers as it makes the information around products more accessible and increases consumer trust in a brand (Rahman et al., 2022).
This link is confirmed, although not verified, by previous studies using a different approach. One of the direct impacts of social media marketing on purchase intention is its ability to impact the brand image and consumers' level of trust in the brand, which in turn creates chances for the consumers to purchase due to the brand image and level of trust that has been gained upon them (Mishra et al., 2025). Customer participation with social media influencers adds to the social media brand engagement as customers are inclined to listen to the influencers' content as it appears credible and genuine, leading to customers' involvement and emotions with the brand (Cheung et al., 2022).
In the same way, viral marketing can be found to improve the awareness of the brand, which subsequently results in an improvement in purchase intentions; the effectiveness of viral marketing in increasing purchase intentions is determined to a large extent by the level of brand loyalty (Mukherjee et al. 2023). Together, these findings have shown that social media data has a huge effect on consumer behaviour regularly, but that the levels of trust, engagement and loyalty all contribute towards how effective digital marketing is when it comes to buying products and services.

[bookmark: _Toc235129330][bookmark: _Toc237883647]2.5 Customer Engagement, CRM and Brand Loyalty
With the rise in businesses’ need for customer satisfaction, and because more than ever now relies on long-term business success through building relationships, customer engagement has become a primary concern of relationship marketing. Social media ensures organisations can always communicate with consumers, and communicate in a way that is personalised, which helps build customer connections and retain new ones. These interactions can provide useful data for the organisation regarding its customers, assisting with customer relationship management (CRM) and making the organisation move more efficiently with the changing needs of the consumers.
CRM features are vital in supporting enhanced customer satisfaction and, then again, personalised communication, to transform customer data into better business execution. Likewise, digital marketing plans and strategies are geared toward acquiring and keeping customers in mind that it is important to be consistent for the customer experience along the way to ensure repeat purchases and customer loyalty (Ruiz, n.d). Social media objectives can also be achieved at a higher level: interactive communication and involving consumers prompts them to participate in the relationship with the brand, which leads to higher levels of brand engagement and quality of the relationship with the brand (Cheung et al., 2022).
Although having customers in the organisation can improve organisational relationships, the level of customer loyalty is dependent on their positive attitude towards the brand. Social media marketing can, therefore, be another potent instrument in the hands of brand loyalty to make sure that they keep their customers and they come back to buy more (Mukherjee et al., 2023).

[bookmark: _Toc235129331][bookmark: _Toc237883648]2.6 Waitrose's Brand Strategy and Digital Marketing
In the UK grocery retail market, Waitrose's market niche has been created with its excellent customer service, high standards of product quality and ethical sourcing. It has chosen an approach to brand building, emphasising the quality of its products, trust and responsible business practices, which gives it a good reputation with its consumers (Alonso, 2023). This stance has been reinforced by clear and well-thought-out brand extension strategies, which improve customers' view of the value of the brands for the longer haul (The Marketing Source). 
Waitrose is also on the path of digital transformation to refine its online customer experience and enhance personalised services and omnichannel customer relationships – a physical-to-virtual omnichannel engagement (Renascence, 2024). These not only make it more convenient for the customers, but they also do not diminish the retailer's prestige. But the ever-growing interaction with social media has its costs and benefits. Social media leaves room for greater social interaction and can mean more brand exposure, but if there is unsuitable content or conflicting responses by consumers, it might impact customer perceptions that premium brands are exclusive brands or of superior quality. Hence, Waitrose must have a digital communication policy that is not only reflective of its brand, but its values as well, to ensure that consumer expectation is met and that Waitrose stays ahead of the curve (Aluko, 2013; Renascence, 2024).

[bookmark: _Toc235129332][bookmark: _Toc237883649]2.7 Celebrity Influence, Brand Storytelling and Emotional Engagement
Preparing a story around a brand and touching consumers' hearts is a crucial piece in deepening consumer-organisational relations. True communication allows the customer to connect on an emotional level and become a part of the brand's values, ensuring a customer base that plans to stay loyal in the long-term (Abbots, 2015). The study was conducted pre-social media, but still has a significant emphasis on consumer identity and creating positive experiences with brands. In the modern social media era, these principles have been developed and storytelling through interaction, participation and real communication with the customer by brands can also provide better engagement and brand-value relations with influencers (Cheung et al., 2022).
[bookmark: _Toc235129333][bookmark: _Toc237883650]2.8 Critical Literature Gap
Social media marketing research and studies covering the impact of social media marketing on purchase intention, brand awareness and customer engagement have been studied widely in the existing literature. Studies on the effect of social media marketing on customer relationship management (CRM) and brand loyalty have also been extensively studied in existing literature.
Most research has been conducted to understand the impact of fashion or general retail environment, the hospitality industry, markets with FMCG or influence marketing to provide general insights rather than specific insights of the organisations (Dwivedi et al., 2021; Cheung et al., 2022; Mukherjee et al., 2023). Whilst these studies demonstrate the role social media plays in influencing consumer behaviour, few focus on UK-specific supermarket brands, focusing largely on Waitrose and how social media marketing affects brands' reputation within the grocery retail market. Hence, there is a gap in the study regarding the impact on the brand reputation of Waitrose when it comes to social media marketing; this has necessitated the need for the present study.




[bookmark: _Toc236167773][bookmark: _Toc237883651]Chapter 3: Methodology
[bookmark: _Toc236167774][bookmark: _Toc237883652]3.1 Introduction
In this chapter, the methodology adopted to study the effects of social media marketing on Waitrose's image is discussed. This offers an understanding of the research philosophy, approach, strategy, design, data gathering, data analysis and ethical considerations used throughout the research. An alternative to secondary research is to combine two or multiple methods in a design known as a mixed-method approach, which was used in this research to investigate customer perceptions, customer satisfaction, brand loyalty and brand reputation in the UK premium grocery retail sector. Social media has emerged as an influential strategic tool which has an impact on customer engagement, customer trust and customer buying behaviour (Appel et al., 2020). Combining qualitative and quantitative secondary data creates a well-balanced as well as credible analysis of the research problem (Dwivedi et al., 2021).

[bookmark: _Toc236167775][bookmark: _Toc237883653]3.2 Research Philosophy
Research philosophy refers to the underlying beliefs which will dictate the following methodological decisions: the process by which knowledge is produced, interpreted and evaluated during the study; the credibility of knowledge; and the study conducted in accordance with these beliefs. Actually, the pragmatist philosophy has been adopted because the methods can be chosen based on the research goals, and do not come from one particular philosophy. The beliefs of pragmatism take the view that for complex organisational problems and issues, it is essential to bring together multiple types of evidence to generate practical and meaningful insights (Dwivedi et al., 2021). This is a relevant philosophy because the study is secondary (qualitative and quantitative) with information that shows the way in which Waitrose is maintaining its investment in digital engagement, and the experience of its customers (Renascence, 2024).

[bookmark: _Toc236167776][bookmark: _Toc237883654]3.3 Research Approach
In this study, a double concept or abductive research approach was used, that is, the research method which contains elements of deductive and inductive research, with the process of research between theory and observation/empirical data being done continuously. Instead of approaching a problem from a theoretical basis or making observations, abductive reasoning lets researchers explain what they're seeing and clarify and/or modify existing theories. This approach is suitable as it has been previously shown that an extensive study on social media marketing, customer engagement, brand image and brand loyalty in various industries, which shows that digital marketing has a significant impact on consumer perception and the performance of the organisation (Appel et al., 2020; Mishra et al., 2025).
There is a lack of specific research on these relationships; however, investigating them within Waitrose's context and the context of the premium grocery retail sector in the UK. This work therefore compares existing theory to recent evidence of theory in industry as well as to customer experiences published, to find any salient parallels with Waitrose. This flexibility is likely to allow a better understanding of digital marketing practices, yet embedded in well-founded marketing theories and the ongoing developments of retail. (Rahman et al., 2022)

[bookmark: _Toc236167777][bookmark: _Toc237883655]3.4 Research Strategy
This research is studied using a case study approach as it aims to understand the influence of social media marketing on the brand image of Waitrose in their organisational settings. By discussing a single organisation with a case study, more detailed insights can be gained into the complexity of a business and can be investigated. The premium position of the Waitrose brand, ethics in sourcing and excellent customer service have convinced them to choose Waitrose as their catchment (Alonso 2023). In addition, its digital transformation initiatives as well as its personalised customer approach make it suitable for assessment on how well social media can help brands maintain a great reputation and customer interactions (Renascence, 2024; The Marketing Source, n.d).

[bookmark: _Toc236167778][bookmark: _Toc237883656]3.5 Research Design
The study uses a mixed-approach secondary data analysis to get a holistic understanding of the problem under study, as it was solely based on secondary data and multiple pieces of evidence from both qualitative and quantitative sources. To support the empirical results of the present study, quantitative empirically-based data were derived from past research on the subject of customer engagement, brand awareness, brand trust and brand loyalty that reveal the impact of social media marketing on the customer's behaviour (Bilgin, 2018; Mukherjee et al, 2023).
For context, the qualitative component provides academic journal articles, industry reports, published case studies and documented customer experiences, which provide context to the Waitrose digital marketing strategy and brand management. The analysis of these two types of evidence through methodological triangulation enhances the overall study by validating the statistical results with the organisation's experience and practices and the discussion of customers' views and experiences, enhancing the overall credibility and richness of the analysis (Dwivedi et al., 2021).

[bookmark: _Toc236167779][bookmark: _Toc237883657]3.6 Data Collection Methods
A secondary data analysis approach is adopted in this study, with data being extracted from academic and industry sources, to look at the effect of social media marketing on Waitrose's brand reputation. Theories and empirical study data on social media marketing, engagement and brand loyalty of the customers are presented in peer-reviewed articles, which increase the credibility of the research (Appel et al., 2020). Reporting from industry and case studies gives insight into how Waitrose is transforming into the digital supermarket and a “premium brand” in the omnichannel segment (The Marketing Source, n.d). Words of published customer experiences also complement market dynamics for the understanding of consumer perceptions; this is known as the ‘evidence-triangulation method’.

[bookmark: _Toc236167780][bookmark: _Toc237883658]3.7 Data Analysis Methods
The secondary data was then analysed through the application of two types of analysis, namely quantitative synthesis and qualitative thematic analysis, which were used to investigate the effects of social media marketing on the brand reputation of Waitrose. To see the common trends across the retail sector, quantitative analysis encompassed looking at statistical results of previous studies regarding customer engagement, brand awareness, trust, purchase intention and brand loyalty (Bilgin, 2018). These were reinforced by industry evidence of work done by Waitrose around their digital activities. Academic articles, industry reports, and case studies were analysed using qualitative thematic analysis, which enriched the overall findings by filtering out common themes amongst the different documents and reports in order to boost the credibility of the results (Appel et al., 2020).

[bookmark: _Toc236167781][bookmark: _Toc237883659]3.8 Reliability and Validity
The reliability and validity of this study was improved by the use of credible second hand source that is credible secondary sources. Several peer-reviewed journals and industry reports from reputable sources were used to ensure reliability (Dwivedi et al., 2021). Evidence triangulation was used to enhance validity, as this was achieved by comparing academic literature, industry reports and Waitrose case studies. Furthermore, the findings were incredibly relevant and credible because of recent sources relating to the UK retail sector and Waitrose's digital transformation (Renascence, 2024).

[bookmark: _Toc236167782][bookmark: _Toc237883660]3.9 Ethical Considerations
Ethical issues of informed consent and recruitment of participants and the collection of their personal information were not relevant to this study, as it only uses secondary data. However, high regard for academic honesty was an underlying issue in all aspects of the research. A wide range of sources, from both academic journals and industry reports/ organisational publications, have been utilised, and all of the information found has been cited appropriately to avoid plagiarism, and a reference list inclusive of accurate in-text citations has been provided. There was a lack of personal interpretation of evidence that might misrepresent evidence or make an unsupported conclusion (Rahman et al., 2022). Additionally, only publicly available information on Waitrose is used, and thus ethical research standards and respecting intellectual property rights are fulfilled.

[bookmark: _Toc236167783][bookmark: _Toc237883661]3.10 Chapter Summary
In this chapter, the methodology used in this research to consider the impact of social media marketing on the WR of Waitrose has been illustrated. A pragmatic view of philosophy, abductive research, and a case study strategy with a mixed-method secondary research design were chosen as they offer a flexible and comprehensive framework for the research objectives. Only academic and industry-based sources of information were gathered and analysed by a quantitative synthesis and a qualitative thematic analysis of the data. Other measures include reliability, validity and ethics in research, which were also discussed to show the credibility of the process. The results and discussion are presented in the next chapter, which analyses the gathered evidence as compared to the research objectives as well as existing literature.

[bookmark: _Toc236168191]

[bookmark: _Toc237883662]Chapter 4: Results and Discussion
[bookmark: _Toc236168192][bookmark: _Toc237883663]4.1 Introduction
To present and discuss the findings, this chapter adopts a scientific method, presenting the results in the form of statements and providing scientific references to back these statements. As explained in Chapter 3, the findings are built using the analysis of the second data sources, which are peer-reviewed articles and industry reports, case studies and evidence about Waitrose's digital marketing strategy. The chapter investigates the impact of social media marketing on the brand as well as customer perceptions and brand fidelity of the premium grocery retailer, Waitrose, in the UK. Through multiple sources, evidence can be gathered that gives a critical perspective on social media marketing and brand reputation (Dwivedi et al., 2021).
The three research objectives are followed by a comparison of academic literature with the practices at Waitrose, highlighting key common patterns and how British retail stores can leverage digital communication to foster trust and competitive advantage to build successful businesses (Appel et al., 2020).

[bookmark: _Toc236168193][bookmark: _Toc237883664]4.2 Analysis of Waitrose's Social Media Marketing Strategy
A secondary analysis of the evidence shows that although Waitrose has used secondary digital marketing strategies, the motivation for this is to be part of their customer relationship management and brand strategy and not to promote products. Current studies emphasise that social media has turned into a strategic business tool, through which two-way communication and customer engagement are possible (Dwivedi et al., 2021). The reason why Waitrose is considered a high-end supermarket is valid in its digital activities. Waitrose's digital activities show that it has a high-end positioning and focus on the customer.
A key difference in Waitrose's value proposition for communications is his focus is not price promotion like most other supermarket competitors, but rather its value proposition is defined by quality, sustainability, ethical sourcing and customer wellbeing. It goes beyond just marketing campaigns and responsible sourcing, with Social Media materials it launches too, in addition to its excellent products, seasonal menus and healthy living campaigns which add to its uniqueness as a company which goes beyond advertising its products. Its uniqueness as a company goes beyond just the products; it is the initiatives towards responsible sourcing, the healthy living ones, the seasonal menus, etc, and it also contributes to "beyond advertising" through the campaigns it develops on social media (Alonso, 2023). The value of this approach lies in the trust and authenticity it is based on, not in some fleeting promotional offers.
However, there is industry evidence that Waitrose has increased its digital competency through investment in services which deliver omnichannel and personalised shopping experiences to its customers. Users can effortlessly navigate between the online and offline experience and enjoy the same level of service thanks to online grocery services and digital support and personal interactions (Renascence, 2024). Therefore, social media is a part of the ‘digital ecosystem’ that serves as a platform for customer service. 
It is evident in Waitrose's communications strategy that this is the key to digital marketing. The company regularly posts regarding the quality of the food they sell, their quest to better sustainability, local suppliers and community efforts, which will connect with the company's moral qualities. As consumers demand to learn more about brands' values, honesty and transparency in online brand-consumer interaction, culture becomes a more important intangible asset in the processes of creating them (Appel et al., 2020). This will help them to develop emotional connections.
Notably, a part of Waitrose's social media strategy is the element of Interactivity in Communications. Digital platforms enable people to provide their input and offer them the opportunity to share their experiences and interact with the organisation directly. Since customers are becoming more and more accepting of buying a brand that connects with online conversation, as opposed to just transmitting information (Aiezza, 2023), this sort of conversation assists areas of interaction in building connectivity. But there is the problem of reputational risk if customers have negative experiences, because they can be communicated and affect customer opinion. For the ‘premium' retailers, it will be even harder for them to provide good service and reputation management as needed. (Appel et al., 2020)
Consumers' expectations are constantly changing, and that is why it is crucial to continually tweak a social media strategy to ensure a successful campaign. When offering their customer base communication and interaction, they want it to be on an individual level. Following this, the use of social media marketing in organisations needs to involve digital communication that falls within the organisation's objective (Dwivedi et al., 2021). Overall, Waitrose is making good use of social media as a way of emphasising their premium brand presence and boosting engagement and their values. But to keep this edge waiting in the line of sight online, it is crucial to pay attention to online interactions and consistency of digital messaging and how customers interact in the world offline (The Marketing Source, n.d).


[bookmark: _Toc236168194][bookmark: _Toc237883665]4.3 Findings for Research Objective 1: Contribution of Social Media Marketing to Brand Image
The initial research goal, which examined the effect that social media marketing has on Waitrose's image, was investigated. This analysis has made it evident that social media is playing a crucial role in shaping their customer engagement, organisational values and quality and trust perception through its usage as a vital communication tool. Traditionally, social media has been a marketing tactic, but today it provides an opportunity to create a continuing relationship with consumers that goes beyond communication to interaction (Appel et al., 2020).
The results revealed that social media is a tool which Waitrose can leverage to assert its premium market position, draw attention to product quality, their focus on ethical sourcing and sustainability. Waitrose is not as driven as rivals by providing price promotions but lists values that are important to customers who are looking for home-grown, ethical businesses. Brands that have consistency across digital communications and their organisational identity are able to build on their brand image as it is more trustworthy to purchase a product from a brand whose online presence shows them to adhere to their values (Alonso, 2023). By also connecting with omnichannel services, Waitrose can help to achieve seamless service across all channels (including social media) (Renascence, 2024).
The uptake of digital content can have a positive impact on consumer perception of Waitrose. The use of digital content is a good thing for consumer perception of Waitrose. Posts on social media with a focus on recipes or sustainability work and seasonal products add value for users, beyond that of traditional advertising. This type of content is more interactive and nurtures emotional engagement by making the brand sound and look genuine and customer-centric. Previous studies have cautiously indicated that interactive social media communication is successful in engaging customers, especially through improvements in customer-brand relationships, which boosts brand image (Dwivedi et al., 2021).
The findings also indicate that establishing a positive brand image requires having trust between the brand and the consumer. Consumers respect Waitrose, which has become more credible when communicating about it, being more responsive and ethical. As more marketing is continually done on social platforms, consumers today are more likely to evaluate a brand on authenticity and social responsibility, and trust is a key outcome of effective marketing. This area of evidence helps to reinforce consumers' positive attitudes, leading to the correlation of digital marketing with activities of digital marketing (Mishra et al., 2025).
This study confirms other research that has found a positive impact of social media marketing on brand awareness, brand image and brand loyalty. The more one is familiar with the values of the organisation, the more positive attitudes are formed and/or granted. When digital engagement is consistent, regular communication gives rise to familiarity with the values of the organisation and promotes favourable attitudes (Bilgin, 2018). Although several studies look at the bigger picture of retail, the results apply to Waitrose as it is promoting a high standard of quality, ethical and customer-focused practices through social media.
However, there becomes a problem with social media as well. Explosive Anonymous complaints are capable of affecting the public perception about the company's product/service through digital platforms. Waitrose is a high-quality chain, and it therefore has greater expectations of how well it is served, and the ethical standards of those served. So, to keep a positive brand image, it is necessary to reflect on the interactions that occur online and make sure it is in line with the experiences that customers have. (Appel et al., 2020) In terms of the overall stats, social media marketing can help build Waitrose's brand image; it acts as a reinforcement to trust, convey values and boost customer engagement (The Marketing Source, n.d).

[bookmark: _Toc236168195][bookmark: _Toc237883666]4.4 Findings for Research Objective 2: Customer Perceptions of Waitrose
The second research objective had the objective to analyse customers' perceptions of Waitrose brand reputation. The findings show that Social Media communication and product quality impact the perceptions. In digital platforms, customers can determine various brands, such as transparency, responsiveness, ethical practices and the organisation's values, and the importance of social media in terms of brand perceptions has been highlighted in this field (Appel et al., 2020).
Analysis indicated that Waitrose has a good reputation as a high-quality supermarket retailer, which is linked to quality, trust and responsible business processes. This reputation is further strengthened by the presence of social media posts in terms of the quality of the products produced, ethical sourcing, and values relating to the customers. Ensuring consistency between the digital communication of the brand and the brand itself boosts the confidence of customers in that organisation, especially when they feel they can trust an organisation and it resonates with them, or for them to be shown as people they want to be (Alonso, 2023).
Understandably, one of the most important aspects to customers' perceptions is the focus placed by Waitrose on the ethical and sustainable approach to their business. The retailer shares its principles of goods and their responsible sourcing, its environmental efforts and its commitment to British producers through digital means. The communication plays a role in positive consumer attitudes since now more and more consumers want to take their social and environmental attitudes into account when assessing a brand. Social media can therefore be a useful channel to demonstrate Waitrose's ability to be accountable, promote its moral credentials and help clear its reputation. The former gives credibility to a view that digital communication has an impact on perceptions of stakeholders and that is one way to communicate an organisation's values (Dwivedi et al., 2021).
The rest of the staff, who can communicate with the customer, also have an impact on the waiters' perception of Waitrose. Social media can be utilised to produce comments, reviews and enquiries, and more; it can offer users an insight into the firm's accountability and engagement with their clients. When consumers engage with the brand, they are more likely to trust and feel transparent between themselves and the brand, which leads to a better relationship between consumers and brands (Aiezza, 2023). Consequently, Waitrose's social media presence has a positive impact on its business reputation.
The results also reflect the impact of WOM through electronics on customers' perceptions. Social media enables consumers to provide positive and negative feedback about the brand and, therefore, brand reputation can be influenced by communication of the brand more than just on its own, but also on social media. Therefore, the positive experiences also help keep Waitrose's premium image intact, which can help minimise negative criticisms in the public domain, which is a continuous process (Appel et al. 2020).
As a result of opting for a digitised experience, it has also improved customers' convenience and ensured the appropriate level of service to meet their high expectations, helping to further strengthen Waitrose's reputation and perception for consumers (Renascence, 2024). Nevertheless, when positioned at the premium end, there are expectations to maintain the higher positions and inconsistencies between what is communicated and what people receive will hurt their reputation. It is therefore important to monitor the feedback on the internet on an ongoing basis (Appel et al., 2020).
Overall, it is evident that communicating quality, trust and ethical responsibility is essential to strengthen and sustain Waitrose's positive perception of the customers (Price 2024). All of these perceptions and lines are promoted on social media, in which transparency plays a determining factor & interaction, as well as providing support for positioning the product as premium. There is a need to align with digital communication, organisational values and also with customer experiences for this reputation to be maintained (Renascence, 2024).
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The third research objective was research on the relationship between the use of social media and brand loyalty. The results show that social media marketing has a positive relationship with loyalty through three mediating variables, which include customer engagement, trust and establishing long-term customer relationships. Social media also becomes a crucial relationship management tool (RM) for retailers because of the use of digital platforms to keep communicating with customers continuously, as well as enhancing the customer experience; rather than only relying on promotions is necessary for the retailer to do so (Dwivedi et al., 2021).
One of the top customer influences found on loyalty was customer engagement. Through social media communication, organisations can communicate in a personalised way, which can cause emotional connections with the consumers as they can be involved in personal discussions with the organisation and consumers can respond. Customers' perception of value in customer-brand relationships leads more to other brand loyalty than just in their purchases (Cheung et al., 2022).
Waitrose reinforces its own loyalty through its communication on its quality, ethics of sourcing, and high-value service to customers. Unlike its competitors who base their business on price, Waitrose invests in its relationship, makes sustainability a key driver of its business, promotes responsible practices and ensures the quality of its products (Zhao et al., 2023). When someone accesses these social media, they will be exposed to these values; thus, they will be able to feel and identify with these values, leading to an increase in repeat purchasing behaviour (Alonso, 2023).
Trust is also a crucial element to connect social media marketing and loyalty. The brand communication that is transparent, reliable, and not misleading brand communication is likely to gain consumers' interest in the brand (Ebrahim 2020). Waitrose helps further improve trust by offering details of the quality of their foodstuffs, with regards to where the food is from, and the ethical sourcing they follow and through customer listening, too. Such practices boost the chances not only of trust building but are also conducive to long-term customer relationships (Mishra et al, 2025).
The results aligned with some of the previously conducted studies, indicating that by raising the understanding, engagement, and positive attitudes of the people towards a brand, social media marketing is known to enhance brand loyalty. Interactive activities are helpful for brands to communicate their values to customers, and customers' loyalty to repurchase and recommend the organisation is raised (Bilgin, 2018). Likewise, consumer research on viral marketing shows that communication through the medium of the internet can increase purchase intention, provided it deepens their brand loyalty (Mukherjee et al., 2023).
Nevertheless, it is easily said that if services are not shipped regularly, then no social media is going to do the job. Any difference between interactions online and in person could be a slip in trust. Like a high-end retail chain, Waitrose should have consistency in its communication, values or attitude in its actions and its customer experience (Appel et al, 2020). On a wider level, social media marketing can help to boost Waitrose's brand loyalty as users engage with the brand, build trust and feel a sense of connection to it, and by providing personalised experiences, the potential for further strengthening brand loyalty exists (Renascence, 2024).

[bookmark: _Toc236168197][bookmark: _Toc237883668]4.6 Chapter Summary
The results suggest that social media marketing has a significant role in helping to build the reputation of Waitrose, which comprises: strengthening Waitrose brand image, enhancing customer perceptions about Waitrose and building customer loyalty. This demonstrates that the focus of Waitrose in communication their premium quality, ethical sourcing and customer engagement efforts is evident in all its digital communication, leading consumers to trust and engage with a longer-term focus on the company. (Appel et al., 2020). This discovery is consistent with other research that has shown the potential of social media platforms in the current retail marketing campaigns and branding strategies (Dwivedi et al., 2021). However, a positive reputation can only be maintained if it is monitored online along with a consistent promotion of the brand promise through any customer contact.





[bookmark: _Toc237883669]Chapter 5: Conclusion
This study aimed to investigate the role that social media marketing can play in boosting the brand reputation of Waitrose, more specifically brand image, customer perception and brand loyalty. The study was conducted as social media is seen as a conduit for interaction between organisations and their customers, a means for communicating organisational values, and it is used to sway customer buying decisions. The study also aimed to address a gap in the existing literature since previous research has tended to concentrate on the general retail or hospitality sector, rather than concentrate on premium grocery retailers like Waitrose. The secondary mixed methods were based on the literature review and documentary studies, which provided an exhaustive knowledge of the roles played by social media marketing in the maintenance and reinforcement of the reputation of the premium retail brand considered. 
The results show that their own social media promotion is actually more than just a promotional tool today. Instead, it is a communications vehicle and strategy that helps Waitrose stake its head on the block as a premium brand; build and foster customer connections and articulate its ethics. Unlike a lot of its rivals that emphasise promotions just on Price, Waitrose goes the extra mile in any case, underlining product quality and sustainability, responsible sourcing and customers' wellbeing in its digital networks. The uniformity of online communications and brand values helps to strengthen the brand's positive and trustworthy profile. The results also show that while promotional content is valued, consumers want to see more than just promoting a product and service when they come across a post on social media, preferring a more authentic approach, that is, transparency and meaningful engagement. 
Finally, the research shows that the values of the customer, regarding Waitrose, are greatly affected by the values being communicated by the organisation via social media. Through these values, the brand is seen as reflecting good customer service, business conduct, and quality products, which are both valued and expected by customers. The study revealed that transparency, responsiveness, and regular communication build customer trust and improve brand trustworthiness. Moreover, Digital platforms have enabled reviews, comments and even direct interaction with the corporation, so the Enterprise's reputation is affected by communication and even engendered by content generated by the customers themselves. So a consistent digital message and customer experience is vital for ensuring Waitrose's reputation is preserved and strengthened in a highly competitive grocery retail market. 
An additional important conclusion is that social media marketing plays a significant role in nurturing customer loyalty by consistently engaging customers and developing relationships. This is not about making the customer make an immediate purchase but about building emotional engagement – with the customer and the brand. The study provides evidence that customer engagement, trust and relationship management are important mechanisms by which social media can fortify customers' loyalty. Waitrose has succeeded in promoting the values of the organisation, the ethical way in which they buy their products and their customer satisfaction, which then encourages customers to embrace the brand and stay loyal over time. However, it is also found that social media marketing is not enough to ensure customer loyalty. Communicating digitally requires a consistently high-quality product, a reliable product or service and a store which provides a positive in-store experience to build trust and a long-term customer relationship. 
The finding also uncovers the opportunities and challenges social networks offer to organisations under premium retail subsectors. Digital platforms provide organisations with the potential to capitalise on customer engagement, visibility and emotional connection, but what they may not realise is that they are at risk due to complaints from customers and negative digital word-of-mouth. With the internet so accessible, a poor customer experience can go viral and impact a well-built brand reputation. Thus, Companies like Waitrose need to stay aware of online discussions in real-time, respond to consumer worries and make sure that all online communications are reflective of a company's values and service. A solid reputation management strategy involves an integrated approach that sees online communication seamlessly connected to customer service/operational performance.
Overall, this research establishes the significant influence of social media marketing on influencing and maintaining Waitrose's brand reputation. The study shows that proper communication of quality, trust, ethical responsibility, and value oriented towards the customer has a positive impact on customer perceptions and increases brand loyalty. The results corroborate the previous research and enhance the understanding of the basis of social media use as a strategic tool for reputation management rather than only promotional. 
The study has some caveats. All information in the research came from secondary sources and therefore was not based on primary customer information. Research, therefore, does not directly reflect the present views and experiences of people in Waitrose. To further address this limitation later, the authors suggested that future studies use primary methods that better involve the customers, such as surveys, interviews, or focus groups, to be able to study and see their attitudes more directly. Other supermarket retailers, such as Marks & Spencer Food or Ocado, could be involved in an analysis tool to enlarge the understanding of how effective other methods of social media marketing are. Moreover, future research should explore new trends like AI, custom-made digital marketing and influence marketing to understand how they have an impact on brand reputation in the retail sector. 
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Reflective Essay Using Gibbs’ Reflective Cycle

Description

           The research project focused on the impact of social media marketing on brand reputation, using Waitrose as the case study. The main areas I looked at were brand image, customer perceptions and brand loyalty. I used secondary research, including academic articles, industry reports and information about Waitrose’s digital marketing activities. The project followed a pragmatic philosophy and used an abductive approach, with a case study and mixed-method secondary research design. 

Feelings

           When I started the project, I thought I already had a fairly good understanding of social media marketing. I mainly saw it as a way for businesses to advertise products and communicate with customers. However, as I went through the research, I started to see that it was much broader than this. I became more interested in how social media can affect the way customers see a company and how quickly positive or negative experiences can spread online.

           I also found some parts of the research difficult. There was a large amount of information available, and not all of it was directly relevant to Waitrose. I had to spend time deciding which sources were useful and how they could be connected to my research objectives.

Evaluation

           One of the strongest parts of the project was being able to apply general marketing ideas to a real company. Waitrose was particularly useful because it has a clear premium position and focuses on areas such as quality, ethical sourcing, sustainability and customer service. Its social media communication therefore provided a good example of how a company can communicate its values rather than simply advertise products. 

           I also found the research into customer engagement useful. It showed me that social media allows customers to respond to organisations, share experiences and influence other people’s opinions. At the same time, one weakness of my research was that it relied completely on secondary information. I did not speak directly to Waitrose customers, so I could not personally establish whether the views found in the sources represented the current experiences of customers.

Analysis

          The biggest thing I took from the project was that social media cannot create a good reputation on its own. A company can present itself positively online, but customers will eventually compare this with their experience. If the service or product does not match what the company communicates online, this can damage trust. This is especially important for a premium retailer because customers have higher expectations. Negative experiences can also spread quickly through social media and electronic word-of-mouth.

          I also understood the relationship between engagement, trust and loyalty more clearly. The research suggests that social media can encourage loyalty by helping organisations maintain relationships with customers rather than simply trying to make an immediate sale. This changed the way I think about social media marketing because I now see it more as part of customer relationship management.

Conclusion

           Overall, I found the project useful because it improved both my understanding of social media marketing and my research skills. I became more aware of the importance of choosing appropriate sources and connecting evidence back to the research objectives. More importantly, I realised that a company’s online reputation is closely connected to what happens outside social media. Communication, customer service and the experience all need to support the same brand message.

Action Plan

           If I were doing the project again, I would organise my research sources earlier and be more selective about the information I include. I would also try to use primary research, such as questionnaires or interviews, if the project allowed it. This would give me direct information from customers rather than relying entirely on existing sources, which is also identified as a limitation of the study. 

          In future projects, I will also try to spend more time critically comparing sources rather than simply collecting information that supports my argument. I think this would make my research more balanced and improve the quality of my conclusions.
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heorcs and & ls0 apen to new patles. L s Sutable o 1 analyss o he luence of socil meda.
marketng on brand reputaton nd parception amongst consumers.

The data collection and analyss re caried oul n & mixed methocs approach thouigh th sole use of
econciary socos. To Gblaih UaNUalNG RIS he exislng Sucies hal masurs the varabies o brand
percopton, us, and engagoment il bo used. The qualtativ data il bo colctod based on the analysis o
fieratixe, case studis, and witn customer experionces, such as ineractions and roviows on socal madia
A informaton wil be Gathere rom both acaderic and sl eferences that apply Lo Walose and the UK
el mcusiry. Analyss wil b performed based on he e of anacal 1ol n e o detect paierns based
o quanttatve data, nd thematic analyss of qualative Gaa t ceterming fecuring hemes and essons. This
<ataqy makes the analyss pawerul & nolisic according o he deph o socal media markeing and 15
fcts o brand reputaton.

Location of research activity

London, UK

Research actiity outside of the UK
Ifresearch actity wil take place overseas, you are responsible for ensuring tha local ethical
 considerations are comlied with and tha the relevan permissions are souaht. Specify any local
qidolines (2.9 rom local professional associations/learmed societies/universiics) that exist and
whether these involve any ethical stipulations beyond those usual i the UK (provide detals of any
ficenses or permissions fequied). Also specify whether thero are any specifc ethical issues raised
by the local context in which the rescarch activty is taking place, for example, partcular culural
andlor legal sensitiies or vinerabiltes of participants. If you ie n the country where you wil do.
the research then please state this.

A
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10 | publcly aviabie?
Yes o

7 Ves, ploase provide detals here of How you vl Gain access [0 Speciic documentation (hat 1 ol
in the public domain and that this i in accordance with the cuent data protection law of the
country in question and that of England and Wales,

"

1 b s xpare a5 you pe)

Doos your rosearch relate (o one of more of the soven aims of the Wellbeing
of Future Generations (Wales) Act 20157 ves | wo

12 | A prosperous Wales.

13 | A esiient Wales.

14 | A healtier Wales

15 | A more qual Wales.

16 | A Wales of cohesive communites.

17 | A Wales of vibrant cuture and thriving Welsh language

olo|o|o|o|o|o
CIENEIETEN T

18 | A globaly responsible Wales

19 | I YES to any of the above, please give deais:

SECTION F: Scope of Research Activity

Wil the research actvity include: ves | no

1| Use of a questionnaire or simiar research insirument?

2 | Use ofinterviews?

Use of focus groups?

Use of participant diaies?

Use o video or audio recording?.

Partcipant observation with thei knowledge?

Partcipant observation withou thefr knowledge?
“Access 1o personal or confidental information wihout he pariipans' speciic
consent?

“Adminisirallon of any GUeSHonS, o5t SUUT, prascriation Tt may be.
experienced as physically, menially o emotionall harmiu / ffensive?

3
4
5
6| Use of computer-generated log les?
7
s
o

o|olojo|e|ofofe|o|o
CIENEIE E R B EA X E
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11 [ Performance of any acts which may cause embarrassment or affect seli-esteem? | @ | &
12 | Investgation of pariicipants invaived in legal actites? o=
13 | Use of procedures that involve deception” CHIE]
14_| Administrtion of any substance, agen or placebo? o=
15| Working wih ve vertebrate animals? o=
16 | Procedures that may have a negative impac on the environment? CHIE]
7| Other primary data collection methods Please indicate the tvbe o data collecion

method(s) below.

Detals of any other primery data collecion method ala

ris b s expand s vt

ITNG 0 overy question, then the research aciviy s (ethicaly) ow isk and may b oxompt from some of the.
following sections (please reer to Guidance Notes).

6 YES to any question, then o research activiy should be undertaken untl full etical approval has been
obianed.

SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:
ves | wo
1| Students or saff atthe University? oo
2 | Adults (over the age of 18 and competent o give consent)? oo
3| Vuinerable aduts? oo
"+ [ Chiren and Youna People undor e age of 167 (Consent fom Paremt. Careror | o |
Guardian wil be required)
5 [ Prisoners? oo
& | Young offenders? oo
| Those who could be considered 1o nave a partculary dependent relationso Wi | o | o
the invesiigator or  gatekeeper?
& | People engaged inlgal actvities? oo
Others. Please idcate the particpants below, and speciically any group Who
9 | may be unable to give consent
"Detal of any olher paricipant groups: o | o
Faricipant numbers and source
Provido an estimae of the expected number of paticipants. How wil you identiy paricipants and
how wil they be recruted?
Hou many partcipants are
10 | expocted?
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11 | Who it he pariciparis be?
How wil you identy the
12| pariicipants?
nformation for pariipants
= = YES NO NA
i you Gescribs The mai Fesaarch procadures o pariaipants
13 | advance, so that they are informed about what to expect? g g g
14 | Wal you e paricipanis tht ther pariipatin s volurtary? o [0 o
15 | Wil you obtin witen consent for paticipation? o [0 @
Wil you 6xplain o pariipants Thal ralsal o paricipate i T
16 | research vl not affect their reatment or education (i relevant)? o a a
ithe rescarch i observatonal, il you ask parlcipants for har
17 | consentto being observed? o o o
| 0 vou el poricpants ety mey wraaw omereseasa | o | o | o
Weh questonnatcs, wil vou GG parlcipants 1 opton of oming
19 | questions they do not want to ansvier? g g g
i you el participanis that thor data Wil be raatad Wi Tl
20 | confidentialty and that.if published, it will not be identifiable s theirs? o o o
Wil you debrief patcipants a the 6nd o hef parcipaton, n 3 way
4 appropriate to the type of research undertaken? o o o
22 [11NO 1 any ofabove questons,please gve an explanation
Information for paricipants: o
24 | Wl paricipant be paid? o [o] o
25 | 15 specials lecrical or othe equipment o be used it paricpans? | 8| @ | ©
e here any Tnancal o oner ot 1o The nveSURATor
26 | University arising from this study? o|o| o
Wil the rescarch actvty involve Gelberataly MlGading BariEipants
27 | any way. or the partial o full concealment of the specifc study aims? o o o
28 I YES o any quesiion, please provide ful detas
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Outline any anticipated risks that may adversely affect any of the participants, the
researchers andior the University, and the steps that will be taken to address them.

1f you have completed a fll sk assessment (for example as required by a laboratory, or external
research collaborator) you may append tha to ths form.

Fullisk assessment completed and appended?

Risks 1o participants
For exampl: sector-specifc health & safety, emotional distress, financialdisclosure, physical harn,
transfer of personal data, sensilve organisational information

Risk to participans: Fowyou T TGS 5 75 0 parcparts

No pateipans voived
partcia NA

Tresearch aciviy may Include Sensilve, GmBaTassing or Upsetling opics (6.0, SEXUaT SEIVAY.
drug use) or issues lkely 1 disclose information requiring further action (e.q. criminal aciviy), give:
detais ofthe procedures o deal with these issues, including any supportadvice (e.q. hepine
numbers) to be offered to partiipants. Note that wher appiicable, consent procedures should
make i clear that i something potentally o actual ileqal i iscovered in the course of a project.
it may noed to be disclosed to the proper authoriles.

NA

Risks (o the investigator
For exampl: porsonal health & safety, physical harm, emotional distress, fisk of accusation of
harmiimpropriety. confictof interest

Risk to the Investgator T you i g 5 5 0 T g

1 will manage this by maintaining a balanced

Personal health and safety in doing research | 5chedule and seeking supervision f nceded.

University/institutional risks.
For exampl: adverse publicty, financial o, data protection

ik to the University Fowyou i G 5 K o Uerehy
1. Reputational Damage
2. Face legal mpications o migaterisks o the Universiy, | wil ensure

thatal research folows ethical guidelines and
universily protocols o prevent any reputatonl
damage. | wil obtain etfical approval before.
data colletion and handie all data with strict
confidentialty o safeguard the Uiversiy's
credibiy.

EnvironmentalTisks.
For example: accidental spilage of poliants, damage to local ecosystems

Risk [0 the environment Fiow o0l gD 5 1ok 8 SRR
Na Nia
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Disclosure and Barring Service

T7ihe resoarch actviy Involves children or vulnerable aduls, a Disciosuro.
and Barring Service (DBS) certicate must be obtained before any. ves | no | A
contact with such partipans

Does your research require you 1o hold a current DBS Cerlfcate? om0

TTVES, please give the cortiicate numbor_ 1 the Gortiicate numbor 15 not
avaiable piease wito "Pending’. in this case any ethical approval willbe
Subjectto providing the appropriate certfcate number.

SECTION

‘eedback, Consent and Confidentiality

g

Fosdback
What de-biefing and feedback will be provided to participants, how wil this be done and when'?

NA

informed consent
Describe the arrangements to inform poteniial participants, before proviing consent, of what is
involved in participating, Descibe the arrangements for partcipants o provide full consent before:
data collction begins. If aining consent in this way is nappropriate, explain how consent wil be:
oblained and recorded in accordance with prevalig data protection egisation.

NA

Confidentiality / Anonymity
Set out how anonymiy of participants and confidenialty wil be ensured in any outputs. I
anonymity is not being offered, explain why ths s the case.

NA

SECTION J: Data Protection and Storage

Does tho research actvily involve porsonal data (a> Geiined by tho Genoral
Data Protection Regulation 2016 “GDPR” and the Data Profection Act 2018 | YES | NO
“DPAT?

“Personal daia” mears any inormalion raaiig fo an idenied or entiabie
natural porson ((data subjoct). An idontifable natural person is one who can
be identiied, directy or incirectly,in paricula by reference to an identier

1| such a5 a name, an identifation number, ocation data, an online identier or | 01 =
o one or more factors specific o the physical physiological, genetic, mental,
‘economic, cultural or socil identty o that natural persan. Any video or audio
recordings of participants s considered to be personal data.
1 YES, provide a descrption of the data and explain why this data needs (0 be collcted:
2

Does tinvolve specal calegory data (as defined by the GDPR)?. ves | no

“Special category dafa” mears sarsive porsonal ata COmSIsng of HGrmaon a5
to'he data subjects'
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T acial or cthic o,
) polcal cpinions,

) relious boifsor other bl o a simia natre,

{9) membership of a rade union Gwihi the meaning of the Trado Union and Labour
Rolations (Consolidation) Act 1992),

(o) physica o monta heathor concition,

i soxal .

{g) genotics,

1) bimetrc dota as used for 10 purposes)

11 YES, provide a descrption of the special catoqory data and explain why i data noeds (o be

collcted:

"Wl Gata from the research activity (collocted data, drafts of the thess, or
materials for publication) be stored in any of the following ways?

VEs | W0

Manual ies (Le. in paper form)?

University computers?

Privale company computers?

Home or ther personal computers?

Laptop computers! CDs/ Portable disk-drives/ memory sicks?.

“Cloud” storage or websites?

o|o|a|o|o|o
8 80| &l a8

Other — specly.

o =

12

For all storod data, explain the measures n place (o ensuro (he socuriy of e G
confidentialty,including details of backup procedures, password protecton, encr
anonymisation and pseudonymisation:

ata collecied, data
rypion,

Personal computer wil be used. Laptop is password protected.

Data Protection

Willthe research activty involve any of the folowing actvties:

1

Electronic transfer of data in any form?.

"

Sharina of data wilh thers at e University outside of the immediate rosearch
team?

is

Sharing of data with other organisations?

16

Export of data outside the UK or importing of data from outside the UK?.

7

Use of porsonal addresses, postcodes, faxes, emails o telephono numbers?

18

Publication of data that might allow identiication of indviduals?

18

Use of data management system?

20

Data archiving?

CIEIEI T R

2

1 YES to any question, lease provide fulldetails, explaiing how this willbe conducted n

accordance wih the GDPR and Daa Protection Act (2018) (and any internation:
where appropriate):

al equivalents,
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2

List al who wil have access o the data generated by the research actiiy:

Researcher and supervisor

2

List who wil have cotrol o, and act a5 custodian(s) for, data goneraled by the research actviy

Researcher

2

Give detal' of data storaqe afrangements, ICIuding Securty measures i pIace (0 protect o data,
where data will e stored, how long for, and in what form. Wil data be archived ~ i 50 how and if
notwhy not

Al sccondary data Wil be Colecicd rom e et Sources for s research and wil oy e
retained uni the dissertationis submitted. Following submission all fles wil be permanertly
deleted.

2

Please indicate i your Gata wi e siored i The UV TSD Research Data Reposiory (568
hitosresearchiala uwtsd ac ki) I so please explain. (Most relevant to acadeic staf])

twillnot be stored anywhere else.

2

Confim that vou have read the UWTSD quidance on data manadement (sco

sy wisd ac uklibrary research-data management) ves RN

2

Confm ot you e aware halyou nied 1o oop all data ol aer you
rosearch has completed orthe end ofyour uncing ves | @
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SECTION K: Declaration

T nformalion WHich | ave provided IS correct and complete to he best of my knowledge. | have.
attempted to identiy any risks and issues related 1o the research actvty and acknowledge my
obiaations and the riahts o the partcipants.

In submiting this appication | hereby confirm that | undertake to ensure that the above named
research activity wil meet the University's Ressarch Ethics and Intearity Codo of Practice which is
published on the website: hlps /wwk uwisd ac klresearchiresearch-ethics/

Date:
1 | signature of applicant: | Andrew Orisamagbeyi
2710612026
For STUDENT Submissions:
2 | Directorof Rameses Manaiang Date:
Studies/Supervisor 18.07.2026
3 | signaure Rameses Manalang

or STAFF Submissions:
'+ | Academic Director Assistant Date:
Dean

5 | signaure:

Checklist: Please complete the checkist below to ensure that you have completed the form according fo the
quidelines and atiached any required documentation:

1 have read the guidance noles supplied before completng the form.

1 have completed ALL RELEVANT sectons of the form in full

| confirm that the research activiy has received approval n principle

olele|e

1 have attached a copy of inalinterim approval from exteral orgarisation (where appropriate)

& | 1have attached a ull sk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

5 |1 understand that it s my responsibilty to ensure tha the above named research activty wil meet
the University’s Research Ethics and Intsgry Code of Pracice.

1 understand that before commencing data collecton all documens aimed at fespondents:
5 | including informaton shoets, consent forms, questonnaires, nerview schedules otc) must be.
confirmed by the DoS/Supervisor, module wior or Academic Director.

RESEARCH STUDENTS ONLY
‘Once complete, submit i form via the MYTSD Doctoral College Porta at (1tos:/imytsd untsd ac ui

RESEARCH STAFF ONLY
Allcommunications relaing 1 this application during ts processing must be in wrting and emaiied 1o
Daresearch@utsd.ac.uk  with the e Ethical Approval followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this orm
{and receive the outcome) via systems explained 1o you by the supervisor/modue leadr.
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