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Abstract
The accompanying research has been based on the context of Tik-Tok which is one of the famous social media platforms that enables its users to create their content. The following research has helped in analysing the brands and the utilisation of different marketing approaches using social media techniques in the competitive process. It has included data from the wider context that can help in managing the data. Furthermore, the section literature review includes a secondary data analysis that can help in constructing the conceptual framework for the overall research. It has also created an important reference regarding some of the important factors that might help in getting engaged within the competitive process. Thus, the research has also included a section on a methodology that highlights the steps and processes used in the overall research. The survey conducted for the research has also been included in the following section. It has helped in developing an important reference regarding this research topic. Furthermore, in the recommendation’s sections, proper strategies have been explained that allow for demonstrating the range of concepts used in the research. 
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[bookmark: _Toc134256025]Chapter One: Introduction
1.1 [bookmark: _Toc134256026]Introduction 
The accompanying research is associated with the topic of the use of social media marketing and its different aspects on the organisational context of TikTok. It had also been one of the important aspects for which they have been engaged with the current business sphere. Thus, it had been resulting into different issues which are quite significant in managing the organisational situation. It also deems for the management of the organisational activities for which they are required for managing and contributing towards a greater achievement in the business process. Based on this context, the following research will aim at exploring the role of social media marketing in engaging the consumers and its impact on the consumer engagement. Further, the influencing factors associated with social media marketing are also required to be maintained through this approach. 
[bookmark: _Toc134256027]1.2 Aim and Objectives of the Research
[bookmark: _Toc134256028]1.2.1 Aim
This study aims to address the influence of social media marketing on consumer engagement in the case of TikTok. 
[bookmark: _Toc134256029]1.2.2 Objectives
· To examine the role of social media marketing in consumer engagement
· To explore the impact of social media marketing on consumer engagement
· To find the factors that are influenced by social media marketing specifically in consumers of Tik-Tok.
[bookmark: _Toc134256030]1.3 Research Questions
1. What is the influence of social media marketing on consumer engagement?
2. How does social media marketing influence the engagement of consumers of TikTok?
[bookmark: _Toc134256031]1.4 Background of the Organisation
Particularly TikTok, a relatively new social media platform, has gained a lot of traction with teenagers and young people. It will surpass Facebook as the most downloaded social media app in 2020 with more than 1 billion users who log on every month. Particularly, it appears that the network's popularity has helped spread awareness of attention-deficit/hyperactivity disorder (ADHD) since some people have sought a diagnosis after viewing films about the disorder on the platform. TikTok, like any other contemporary social media site, has changed how individuals think, act, and behave (Lim et al., 2022). The content uploaded is typically used to spread optimism and connect individuals from all over the world, even though it has the potential to have a detrimental effect on the users. Marketing using social media platforms has an impact on TikTok users. By delivering a visual image and brand understanding, social media marketers increase consumer engagement (Dinh and Lee, 2022).
[bookmark: _Toc134256032]1.5 Research Gap and Contribution 
Social media marketing offers a variety of advantages, and TikTok is regarded as a powerful tool for ensuring consumer engagement. Because TikTok is regarded as a digital approach for consumer brand interaction, it is important to undertake this research. There is a limitation on time. This study will try to fill the gap in social media marketing by using TikTok.  This study will try to gather lots of information about marketing by using social media and the TikTok platform (Vassey et al., 2022).
Impact of marketing on social media; Tik-Tok users and consumers will be investigated in this study. The cause is that social media marketers use consumer involvement to successfully target audiences. TikTok is regarded as an important medium for promoting businesses and examining the intentions of young people. As a result, marketing in social media has a stronger effect on consumer engagement. This study will examine how social media affects Tik-Tok consumers (Creevey et al., 2022).
[bookmark: _Toc134256033]1.6 Rationale for the study
This study will also look at how research questions are created. Another topic covered in this study is the acquisition of data that may be used to answer the research questions. To lay the foundation for future study, this paper aims to lay the necessary information about social media marketing. I take this research study as my dissertation topic to gather more information on this topic. I also have some interest in the study of marketing involved in social media. Social media marketing is essential for fostering brand awareness since it fosters communication at a high level. Because it offers digital interaction options, marketer-generated content also increases customer involvement. Social media marketing has also given a big impact on customer engagement and expanded brand value-creation possibilities. Social media marketing also improves the levels of communication between brand managers and customers. The other research on the utilisation of marketing on different social media tools is something I have the interest to do.
[bookmark: _Toc134256034]1.7 Significance of the study 
Marketing in different social media platforms offers a variety of advantages, and TikTok is regarded as a powerful tool for ensuring consumer engagement. Because TikTok is regarded as a digital approach for consumer brand interaction, it is important to undertake this research. TikTok affects consumer interest, which affects marketers' efforts to streamline successful employment possibilities. Using the dual viewpoint of customer engagement, by focusing on the entertainment, interaction, trendiness, and customization aspects, this study examines the effect of a brand's activities in different media platforms on the involvement of customers with content associated with different brands (Pittman et al., 2022). 
This study intends to investigate how different levels of involvement with brand content are influenced by marketing strategies on the brand's activities and a person's propensity for online social interaction. Furthermore, research has also been done on the long-term benefits of consumer involvement with brand-related social media material on overall brand equity and purchase intent. With TikTok, this research will assist social media marketers in increasing consumer engagement. It is noted that social media marketing has an impact on consumer involvement because it is important for business circularity. Commercial organisations might launch profitable campaigns using codes that might pique the interest of influencers (Hudders and De Jans, 2022).
[bookmark: _Toc134256035]1.8 Outline of Research
Social media marketing is a method for increasing consumer engagement with brands and their products. The high level of client connection is addressed in large part by social media marketing strategies. The technique of communicating with TikTok users to promote a company, products, or services is known as TikTok marketing. Influencers from TikTok naturally generated content that follows trends, and the use of popular hashtags is frequently employed in marketing campaigns. In this, a flow of research is maintained. To complete the dissertation project on social media marketing a procedure is followed. A dissertation outline is given below-
· Part 1- Introduction to the study of research, goals of research, etc.
· Part 2 - Critical Literature Review 
· Part 3- Creating a Conceptual Framework
· Part 4- Methodology followed in whole research study.
· Part 5- Analysis of the obtained data
· Part 6 – Discussions and prospects
· Part 7- conclusion or summary
· Part 8 - References


[bookmark: _Hlk96521166][bookmark: _Toc134256036]Chapter Two: Literature Review 
[bookmark: _Toc134256037]2.1 Introduction 
This section includes insights about the value of social media marketing in raising consumer engagement, especially concerning premium companies like TikTok. The assessment emphasizes the value of communication in fostering consumer engagement and the function of marketer-generated content in fostering online interaction. It also looks at how TikTok affects consumer engagement and purchase patterns and how machine learning and suggested content can help increase brand identification. 
[bookmark: _Toc134256038]2.2 Different types of social media marketing used in the present times. 
Social media is now a crucial component of contemporary marketing strategy. There are different approaches which can be quite effective in enhancing the marketing aspects and these are demonstrated below:
· Influencer marketing: Individuals with a huge fan following on different media platforms following the process for promotion of products and services can make a huge influence on consumers. These influences may be well-known people, blogs, or figures from social media. To advertise their goods or services, brands work with these influencers to produce sponsored content. As influencers are perceived as authorities in their respective fields, influencer marketing is useful in establishing trust and credibility with consumers (Donaldson et al., 2022).
· Content marketing: It is a tactic that entails producing worthwhile and pertinent material to draw in and keep target audiences on social media platforms. This kind of social media marketing can also use podcasts, infographics, videos, blog entries, and more. Building brand exposure, establishing authority, and increasing website traffic are all achieved through content marketing (Boniel-Nissim et al., 2022).
· Social media advertising: This is the term used for describing the paid system of advertisements on websites like Facebook, Twitter, and LinkedIn. Social media marketing works well for generating leads, increasing traffic, and boosting sales. Brands can target audiences with this kind of advertising based on their demographics, interests, and habits.
· User-Generated Content (UGC) Marketing: This strategy uses content produced by customers to advertise goods or services. Customer feedback, posts on social media, and user-made movies can all be examples. Companies can highlight this material on their websites and social media pages to boost their reputation and authenticity. This kind of social media marketing can achieve engagement and brand exposure (Pachucki et al., 2022).
[bookmark: _Toc134256039]2.3 Uses of social media marketing in customer engagement 
The data collected indicates that this kind of marketing significantly contributes to customer engagement. Businesses now have new opportunities to interact and connect with their clients thanks to media platforms like Facebook, Instagram, Twitter, and TikTok. Using these channels, companies may forge connections and increase brand recognition.
Making useful content is one of the major ways social media marketing is used to engage customers. Businesses may attract and keep their target audience by producing content that is pertinent, educational, and engaging. This information can reach a larger audience and boost customer interaction when it is shared on social media sites. Customer service is a further method of using social media marketing to engage customers. Social media networks allow businesses to respond swiftly and successfully to client questions, grievances, and comments. Customer loyalty and satisfaction may increase as a result (Lim and Rasul, 2022).
Customer interaction can be encouraged with the use of media marketing. Businesses can entice clients to interact with their brands and post about their experiences on social media by offering promotions, competitions, and freebies. Both brand visibility and client loyalty may benefit from this. TikTok social media marketing can be an effective method for interacting with customers. Because TikTok's algorithm favours fascinating material, businesses that can produce entertaining and distinctive videos are likely to reach a wide audience (Santos et al., 2022). By engaging in TikTok challenges, using popular hashtags, and collaborating with influencers, marketers can interact with their target audience and boost brand awareness. Duets and live streaming are other options that TikTok offers that can increase interaction and promote a sense of community. In general, integrating TikTok into a social media marketing strategy can help businesses enhance brand loyalty and forge closer connections with their clients.
[bookmark: _Toc134256040]2.4 Factors influencing social media marketing. 
In the current digital era, media marketing is crucial to any company's marketing plan. But some variables can affect how well social media marketing strategies perform.
Target audience: The target audience is the most important component that affects social media marketing. For social media campaigns to be successful, it is essential to understand the target audience's demographics, interests, and activity patterns. It's crucial to choose social media sites that fit the target audience's tastes because different types of social media platforms appeal to different demographics (Doyle et al., 2022).
Content quality: Because social media platforms are overflowing with content, brands must provide high-quality content that engages the audience to stand out. In social media, aesthetically pleasing, educational, and entertaining content typically does well.
Consistency: When it comes to social media marketing, consistency is essential. To retain their presence on social media and keep their audience interested, brands must publish frequently. Yet, it is vital to establish a balance between posting too frequently and not enough, as over-posting might lead to the audience losing interest.
Influencer marketing: By working with influencers, brands may reach a wider group of audience and better connect with their target demographic. But it's crucial to pick influencers who are compatible with the brand's values and target market. Authenticity is also key in influencer marketing since audiences are increasingly more cautious of inauthentic endorsements (Lin and Rasoolimanesh, 2022).
Metrics: Analysing social media campaign performance is essential for enhancing subsequent initiatives. Insights into what is working and what is not working can be gained from metrics like engagement rate, reach, and conversion rate.
Understanding social media algorithms is essential for increasing reach and engagement on social media platforms, which employ them to decide which material is shown to viewers. Awareness of algorithmic developments is crucial for remaining one step ahead of the competition. Generally, social media marketing success is driven by various elements, including the target demographic, content quality, consistency, influencer marketing, metrics, and social media algorithms. By comprehending and using these variables, brands may develop effective social media campaigns that engage their target audience and promote company growth.
[bookmark: _Toc134256041]2.5 Drawbacks of social media marketing 
Metrics: Analysing social media campaign performance is essential for enhancing subsequent initiatives. Insights into what is working and what is not working can be gained from metrics like engagement rate, reach, and conversion rate. Understanding social media algorithms is essential for increasing reach and engagement on social media platforms, which employ them to decide which material is shown to viewers. Awareness of algorithmic developments is crucial for remaining one step ahead of the competition. Generally, social media marketing success is driven by various elements, including the target demographic, content quality, consistency, influencer marketing, metrics, and social media algorithms. By comprehending and using these variables, brands may develop effective social media campaigns that engage their target audience and promote company growth (Biemans et al., 2022). 
Negative feedback: Social media platforms allow users to air their grievances and thoughts publicly. Negative feedback can be a chance for businesses to fix problems and enhance their brand reputation, but if handled improperly, it can also harm a company's reputation.
Restricted ability to influence platform algorithms: Social media platforms utilize algorithms to choose which material is displayed to users, making it difficult for businesses to manage their audience reach and engagement. The success of social media marketing initiatives can be significantly impacted by changes to these algorithms.
Uncertainty in return on investment (ROI): It can be difficult to track direct sales or conversions that come from social media efforts, making it tough to determine the ROI of social media marketing. The effectiveness of a company's social media operations must be evaluated using measures like engagement, reach, and brand awareness (Karray et al., 2022). Social media networks have been under fire recently for security and privacy issues involving user data. Businesses that gather and maintain client data on these platforms may find this a worry. Customers may grow weary of seeing the same advertisements on social media sites over time, which might reduce interaction and the effectiveness of ads.
[bookmark: _Toc134256042]2.6 Summary 
The literature review emphasizes social media marketing's importance in boosting consumer involvement. According to the data gathered, social media marketing greatly impacts customer engagement, and sites like TikTok may help companies build stronger customer relationships and increase brand loyalty. Influencer marketing, content marketing, social media advertising, and user-generated content marketing are all examples of social media marketing. The target demographic, content quality, consistency, influencer marketing, and KPIs are just a few of the variables that might determine how well social media marketing campaigns operate.
[bookmark: _Toc134256043]2.7 Literature Gap 
The case study highlighted a gap in the literature about TikTok's social media marketing and customer engagement. While research on the impact of social media marketing on consumer involvement already exists, nothing is known about Tik- Tok's contribution to this process. The goal of the current study is to close this gap by looking at how social media marketing, namely TikTok, affects engaging individuals. 


[bookmark: _Toc134256044]Chapter Three: Conceptual Framework 
The interpretivism ideology, descriptive research paradigm, inductive research strategy, qualitative research design, convenience sampling method, primary data collection through interviews, and data analysis through SPSS are all used in the conceptual framework for this study. By collecting information from social media marketers in the retail industry, the study aims for investigating the effects of media marketing on consumer engagement, particularly on TikTok. 

[bookmark: _Toc130158966]Figure 1: Conceptual Framework
Source: Created by author
[bookmark: _Toc134256045]Chapter Four: Research Methodology
[bookmark: _Toc134256046]4.1. Introduction 
TikTok is evolving into one of the most well-known social media marketing tools that raise client interaction. It increases user engagement implications and customer awareness. Tik-Tok boosts user engagement since it offers social interactive possibilities based on machine learning. Also, it enhances the customer's possibilities for automatic purchases. More than 56% of consumers have been observed to utilise TikTok, which raises their degree of involvement. Moreover, TikTok offers choices for piquing customers' interest in making purchases. The influence of TikTok improves consumer engagement and increases their desire to buy products from a certain brand. As a result, the importance of TikTok in enhancing customer engagement and raising brand awareness cannot be overstated. While looking at data relevant to a particular element, research philosophy plays a vital impact. The researcher will employ the interpretivism philosophy and the Tik-Tok data to assess social media marketing's effects on consumers’ involvement in this research, which does not incorporate any scientific observation. Also, interpretivism offers comprehensive details on the research problem and links the study's components to previously known facts.
[bookmark: _Toc134256047]4.2. Research Design 
Many different research methodologies may be used in research and aid in producing results based on the type and subject of the investigation. The best options for research design are quantitative, qualitative, and mixed techniques. With a quantitative design, the researcher collects numerical data, but in a qualitative design, the researcher collects secondary data to explain the conclusions of the data. Since it provides specifics related to the research conducted regarding different marketing activities on social media platforms, this research will use a qualitative design. Research for the dissertation has been done by gathering information on social media marketing (Rumsey et al., 2022).
[bookmark: _Toc134256048]4.3. Research Approach and Strategy 
The research approach involves the approaches to portray the arguments based on the researcher's opinions. Both quantitative and qualitative research designs can be deductive or inductive (Goldstein, 2022). The inductive technique explains current facts based on theories and observation, whereas the deductive strategy provides quantitative information based on the numerical findings of the research. The inductive approach is employed in this study since it provides the specifics of broad studies. This will make it easier for the researcher to look at how social media marketing affects consumer involvement.
Research methodologies come in two flavours: inductive and deductive. The research objective will be developed initially to assist the researcher in designing the survey method for obtaining findings based on the experience and knowledge of respondents. This will be done to implement the approach effectively. After creating the study objective, several instruments will be used for data gathering and analysis.
[bookmark: _Toc134256049]4.3.1. Quantitative Research 
In a qualitative design, the researcher gathers secondary data to illuminate the findings of the primary data rather than collecting numerical data as in a quantitative design. Quantitative process of data is designed by collecting information resources and understanding their patterns through wider populations. 
[bookmark: _Toc134256050]4.3.2. Qualitative Research 
Since it provides information on recent findings addressing the influence made by the marketing activities of social media wiTikTokat of Tik-Tok, this research will use a qualitative design. Because qualitative designs provide logical and in-depth information regarding the research investigation, this choice was picked (Sosa-Díaz and Valverde-Berrocoso, 2022).
[bookmark: _Toc134256051]4.3.3. Mixed-Method Research 
Throughout the research, a mixed research methodology is employed to collect data using both qualitative and quantitative techniques. Whereas only a quantitative research methodology will be used in the study, because it helps to gain accurate response of the consumers through survey without any 3rd party intervention.
[bookmark: _Toc134256052]4.4. Data Analysis 
	Research Questions
	Objectives
	Justifications

	What is the influence of social media marketing on consumer engagement?
	· To examine the role of social media marketing in consumer engagement
· To explore the impact of social media marketing on consumer engagement
	Understand the importance of social media marketing that helps to reach massive population and attract them for long term. 

	How does social media marketing influence the engagement of consumers of TikTok?
	· To find the factors that are influenced by social media marketing specifically in consumers of Tik-Tok.
	It has been observed that TikTok is a video application, where people are free to create their own short videos and express their feelings to meet personal or professional needs 


Table 1: Data Analysis
It is an important phase of the research process when the researcher interprets the data gathered. Approaches to content and theme data analysis are utilised for information interpretation. SPSS is used to analyse the interview data for this study, providing regression and correlation. The choice of SPSS was made because it provides information on the relationships between study variables, such as social media marketing and customer involvement (Daniel, 2022). 
[bookmark: _Toc134256053]4.5. Data Collection and Source
The research uses both primary and secondary data collection sources. By using the interview survey and questionnaire methods, primary data is gathered. Literature reviews, Google Scholar, and research journals are utilised to obtain secondary data. In this study, interviews will be done as the major method of data collecting, and the results of marketing on increasing customer involvement will be explored. The rationale for choosing this is that primary data guarantee the researcher's description of contemporary events and viewpoints. Moreover, social media marketing has grown, and digitalization has increased consumer interest in online product purchases. To determine the impact of this form of marketing on customer involvement, this study will use primary data collection techniques and an interviewing methodology (Lee, 2022).
[bookmark: _Toc134256054]4.6. Sample and Sampling techniques 
The retail social media marketers who use TikTok to engage customers will serve as the study's sample. 150 respondents from the retail industry will voluntarily engage in the study for this reason. Because convenience sampling provides specifics of perceptual and logical information under non-probability sampling, the researcher will employ it.
[bookmark: _Toc134256055]4.7 Gantt Chart 
	Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7

	Identification of the research problem
	
	
	
	
	
	
	

	Deciding on the aims and objectives of the research 
	
	
	
	
	
	
	

	Discussion about the research implication 
	
	
	
	
	
	
	

	Understanding important concepts and knowledge about this aspect
	
	
	
	
	
	
	

	Deciding on the methods for the research 
	
	
	
	
	
	
	

	Gaining Data 
	
	
	
	
	
	
	

	Interpreting the data 
	
	
	
	
	
	
	

	Discussion of findings
	
	
	
	
	
	
	

	Conclusion and recommendations
	
	
	
	
	
	
	


Table 2: Gantt Chart
[bookmark: _Toc134256056]4.8 Summary 
It is thought that Tik-Tok plays an effective role in media marketing's impact on engaging individuals. Interviewing will be the primary qualitative methodology for this investigation. The customer interviews will be conducted by the researcher with those who are eager to utilise TikTok. Using the statistical programme SPSS, the thematic analysis will be carried out after data collection. In this approach, the effects of Tik-Tok features used in social media marketing and how they affect consumer engagement are examined.


[bookmark: _Toc134256057]Chapter Five: Findings and Analysis 
[bookmark: _Toc134256058]5.1 Primary Data Analysis 
[bookmark: _Toc134256059]5.1.1 Justification for the survey questionnaire
	Questions 
	Rationale 
	Satisfies 

	1. Which age group do you fall in?
	To investigate about the age range in which the users are mainly aligned to. 
	Demographic 

	2. Which social media platform are you most engaged in?
	To analyse the popularity of Tik-Tok among the customers. 
	Objective 1

	3. Are you aware about the social media site named Tik-Tok?
	To analyse the awareness about Tik-Tok in this generation 
	Objective 1

	4. Have you ever been engaged to Tik-Tok?
	To investigate about the engagement of the users in the social media platform. 
	Objective 2

	5. Do you like Tik-Tok?
	To determine the likeness of the users towards Tik-Tok
	Objective 2 

	6. Are you aware about the ads of different products being displayed on Tik-Tok?
	To analyse the advertisements and its awareness among the Tik-Tok users
	Objective 2 

	7. Do you purchase anything after you see an ad on TikTok?
	To determine the sale and purchase process while using the application 
	Objective 2 

	8. What according to you attracts people towards TikTok?
	To know about the different attracting features of TikTok 
	Objective 3 

	9. What do you think is the most important impact of social media on customer
engagement?
	To understand and analyse the important effects which the social media has on engaging the consumers towards the business process. 
	Objective 3 

	10. Do you think that social media marketing helps people in purchasing the right set of
products?
	To analyse some of the significant aspects which are associated with the online purchase process 
	Objective 3 


Table 3: Justification for the survey questionnaire
[bookmark: _Toc134256060]5.1.2 Results of primary data analysis 
1. Which age group do you fall in?
[image: ]
[bookmark: _Toc130158967]Figure 2: Age of the Responses
Source: (Google Forms, 2022)
Analysis: The above graph shows that 56% of the respondents belong to the age group of 20-30. Further, 36% of the respondents belong to the age group of 30-40 and the remaining 8% belong to the age group of 40-50. 
2. Which social media platform are you most engaged in?
[image: ]
[bookmark: _Toc130158968]Figure 3: Social media platforms of the respondents
Source: (Google Forms, 2022)
Analysis: Among the respondents, 49.3% of the individuals are from Instagram. 36% of them mostly utilise Twitter as their social media platform and the remaining 12.7% of them belong to Facebook. Thus, in here Instagram is believed to be quite famous among individuals. 
3. Are you aware of the social media site named TikTok?
[image: ]
[bookmark: _Toc130158969]Figure 4: Awareness of social media platforms
Source: (Google Forms , 2022)
Analysis: Among the 150 respondents, 54.7% of the individuals are aware of Tik-Tok. On the other hand, 38% of them are not aware of TikTok. Further, the remaining 7.3% are not sure about the question. 
4. Have you ever been engaged to Tik-Tok?
[image: ]
[bookmark: _Toc130158970]Figure 5: Tik-Tok users among the respondents
Source: (Google Forms , 2022)
Analysis: From the above diagram it can be stated that 42% of the respondents are engaged in Tik-Tok. Further, 46% of the individuals are not users of TikTok. Lastly, the remaining 12% of the respondents are not sure about this question. 
5. Do you like Tik-Tok?
[image: ]
[bookmark: _Toc130158971]Figure 6: Likeness towards Tik-Tok
Source: (Google Forms , 2022)
Analysis: Among 150 respondents, 44% of the respondents do like TikTok. Further, 40.7% of the respondents do not like TikTok. Lastly, 15.3% of the individuals are not sure about this platform and do not trust this platform. 
6. Are you aware of the ads of different products being displayed on TikTok?
[image: ]
[bookmark: _Toc130158972]Figure 7: Ads Displays on Tik-Tok
Source: (Google Forms , 2022)
Analysis: 42% of the individuals are aware of the ads displayed in TikTok. On the other hand, 42.7% of the individuals are not aware of these ads. Lastly, 15.3% of the respondents are unsure about this fact. 
7. Do you purchase anything after you see an ad on TikTok?
[image: ]
[bookmark: _Toc130158973]Figure 8: Product Purchase through social media marketing
Source: (Google Forms , 2022)
Analysis: 150 of the respondents have submitted their views on these questions out of which 38% of individuals do purchase products after viewing ads on TikTok. Further, 49.3% of the individuals do not purchase anything. Lastly, 12.7% of the respondents are not sure about this fact. 


8. What according to you attracts people towards TikTok?
 [image: ]
[bookmark: _Toc130158974]Figure 9: Attraction of people towards Tik-Tok
Source: (Google Forms , 2022)
Analysis: The graph states that 42.7% of the respondents feel that the user-friendly approach of Tik-Tok attracts individuals. Further, 46% of them are attracted towards Tik-Tok for its entertainment feature. Lastly, 11.3% of them believe to get engaged in it for being a global platform. 
9. What do you think is the most important impact of social media on customer engagement?
[image: ]
[bookmark: _Toc130158975]Figure 10: Impact of Social-Media Platforms
Source: (Google Forms , 2022)

Analysis: From the 150 respondents, 49.3% of the individuals feel that TikTok makes people aware of different products. On the other hand, 41.3% of them believe that it attracts them to products using influencer marketing. Lastly, 9.3% of them believe that it drives sales margins. 
10. Do you think that social media marketing helps people in purchasing the right set of products?
[image: ]
[bookmark: _Toc130158976]Figure 11: Driving Sales margins of Tik-Tok
Source: (Google Forms , 2022)
Analysis: Amongst 48% of the individuals believe that social media marketing does help in purchasing the right set of products. On the other hand, 38.7% of the individuals do not feel the same and 13.3% of them have voted for maybe which means that they are not sure.   
[bookmark: _Toc134256061]5.2 Secondary Data Analysis
[bookmark: _Toc134256062]5.2.1 Chaffey’s Theory of Social Media Marketing
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[bookmark: _Toc130158977]Figure 12: Overview of Chaffey's Theory
Source: (Sokolska., 2022)
This theory supports the fact that monitoring along with that facilitating customer interaction, participation as well as sharing within different digital media platforms encourages positive engagement among customers along with enhanced commercial value. In the present times, social media marketing is believed to be an important section of online marketing that implicates different ways for getting involved in a conversation within different websites (ginee, 2022). The online networking showcase is believed to be an important class of computerised advertising that involves the empowerment of clients to their own organisation’s websites and that leads to proactive interaction with the individuals. It can be connected as well as communicated medium through which one can easily undertake the activities and that would help in the accomplishment of the organisational objectives. One can also become quite effective in carrying out their operational activities quite efficiently in the complete business environment (Sokolska., 2022). 
In the case of Tik-Tok as well, where numerous individuals are engaged in that platform which allows them to contribute towards an enhanced system. It is one of the social media platforms that initiate different advancements and through which one can aim at the management of their websites. It enables them to post their content and views others' content. Furthermore, some of them also gain huge popularity within a few months-time (projectreserve, 2022). This helps them to become important influencers on the social media network. Thus, brands often tend to collaborate with such influencers having massive followers. It enables them to generate different prospects thus allowing individuals to gain significant business positions. It makes social media marketing secure its important position within the competitive (Chaffey, 2022). This often drives the sales margins thus ensuring that the smaller brands as well could enable them to enhance their business position. Thus, it facilitates the sales margins within a very smaller period thus creating an important position for them to conduct business activities. Furthermore, one can easily relate to the outer world enhancing and managing the effectiveness of the complete business process (Crossman, 2020). 
[bookmark: _Toc134256063]5.2.2 Social Exchange Theory 
It can be stated that social media is always dependent on the users for the content that they provide depending on different motives of individuals, however, it is fundamental why individuals tend to spend more time on these platforms. The social exchange theory tends to explain this proclaiming it to be a sociological concept. The theory mainly utilises the framework of cost-benefit that also tends to compare different alternatives to answer questions regarding how a particular bond is formed and how one can get engaged in a certain type of communication exchange. It has often been observed that people or humans get involved in a particular communicative process since they get equal reciprocation in exchange. Similarly, in the case of social media, both the users along with the platform are dependent on each other (tulane.edu, 2018). As stated in the above theory that Tik-Tok manages to engage all of its users to design their content, and it also initiates different organisations to make investments as the platform progresses. This becomes one of the important factors as to why TikTok facilitates influencer marketing through their websites. They encourage different brand collaborations that could help individuals to stay connected with the individuals and that could also help in managing different business prospects. 
Speaking of the normal users in case, it can be stated that it has become one of the trending platforms that engage communities to register themselves in such platforms. They are often engaged in different entertainment factors which thus allows them to conduct activities. They have been able to create important advancements which thus has been one of the important factors in driving the sales margins (online MSW programs, 2021). Thus, the name of the theory, "social exchange" becomes a successful one. It can generate different important advancing situations through which one can enhance and help smaller brands to make new customers aware of their products. It can generate some opportunities for the brands to effectively collaborate within which they can enhance their business operations. 
The social exchange theory thus can be implemented in the case of material goods along with non-material goods as well. It also denotes that the exchange can either be a symbol of approval or prestige. People who tend to give much often tend to expect to get the same in return. This process makes influence among individuals and tends to get work out at the state of equilibrium to the balance or that of the exchange. 
[bookmark: _Toc134256064]5.2.3 Social Network Analysis
This theory views a community are the associated actors and utilises mathematical models to review different structures. Further, the social network analysis also treats individuals to be the actors who are engaged in a community in different modes. The communication among them is believed to be the ties, edges or links and connections (Goldenberg, 2021). The social network can be on different levels and that also forms a network as well as different connections among people belonging from a different region. 
Tik-Tok similarly, is an application that is completely utilised for showcasing individual content to a wider range of audiences. These audiences can belong from different regions and that could help in connecting brands with their consumers. The famous personality involved in these platforms often tends to conduct brand collaboration with small businesses that enhances the overall contribution of the social media influencers among these platforms. Furthermore, they can enhance and conduct activities efficiently (latentview, 2021). In this way, it can aim at managing some of them within the overall attributes thus ensuring that one can conduct the activities quite proactively. It results in engaging them towards a network thus enhancing the brand visibility. It should also act as an important advancement that could enhance their construction methods. 
Through this theory, one can easily analyse the uses of different social media platforms that could result in engaging individuals towards the competitive business process. Thus, it can result in engaging the users of these platforms towards a constructive method within which one can find out different measures for showcasing their brand advancement and that could relate to organising the individuals towards an effective feature. One shall also become quite constructive in getting engaged towards trending facilities and that could relate to managing the brands (ibm, 2021). 
[bookmark: _Toc134256065]Chapter Six: Discussion 
From the above analysis, it can be stated that one can conduct the activities effectively and that can also help in building a stronger network for the customers. Firstly, TikTok being a social media platform enables individuals to connect and create independent content. It enables them to get engaged in the networking system where the famous personalities present on these platforms could generate different opportunities for smaller as well as large brands to conduct their activities effectively. It shall create different contents through which one can enhance as well as contribute towards an enhanced system of collaboration. One could also create and get engaged in a secured system (NEWLANDS, 2018).
Tik-Tok also enables its users to get in touch with smaller brands thus getting involved in a social exchange process. The brand collaboration becomes helpful for the individuals as well to conduct the activities effectively and ensures that they would become quite effective in managing the overall system (jcsocialmedia, 2022). Thus, one can easily relate to enhancing their system thus ensuring that it becomes quite effective to get involved in a social exchange process. It would thus manage to help these brands sustain in the competitive process thus ensuring that they can enhance their operational activities. One can point out the differences easily between the other forms of marketing as well as media marketing (Kenan, 2022).
Social media marketing thus can be stated as one of the important mediums through which one can easily enhance their growth rate and get engaged in an active networking system. These networks could also help in ensuring that individuals could conduct their activities proactively and thus it would help in monitoring their growth. The more the users would get attracted towards a particular platform. More, it would help them to conduct their operational activities and shall also enable them to conduct marketing activities and manage to sustain in the competitive environment (Molony, 2021). Thus, one would also become quite engaged in an enhanced networking system which can easily help them to construct the activities and manage to sustain in the competitive process. Hence, one can easily mark the growth in their business transformation with the help of the right form of marketing channel. It enables consumers to get attracted towards a particular brand and helps them in sustaining in the competitive process. They could also generate different opportunities for smaller brands to conduct the activities and get proper help from making any further mistakes in the competitive process (LaFleur, 2022). 


[bookmark: _Toc134256066]Chapter Seven: Conclusion and Recommendations 
[bookmark: _Toc134256067]7.1 Conclusion
The above research has been based on the analysis of media marketing within the context of TikTok. It is believed to be one of the most famous platforms that allow individuals to create their content and share it publicly. From the above analysis, it can be stated that one can easily showcase their brands and products to the global environment. In this situation, one tends to create a network of systems that can help individuals to sustain themselves in the competitive business aspects thus ensuring that one can easily manage to help individuals create their vision as well as a mission for the business. The outreach and exposure that businesses gain from their social media platforms help individuals to conduct their activities. Hence, one can easily claim to sustain in the global business environment. One would easily become actively involved within these platforms thus ensuring that one could sustain in the competitive business environment. It can easily help in generating different opportunities for these brands to collaborate as well as to work in the business environment. These facts have been supported with primary as well as secondary data and that makes it an effective opportunity for the other researcher to conduct the activities. 
[bookmark: _Toc134256068]7.2 Recommendations 
From the above analysis, different information about the challenges that organisations face while utilising social media marketing has been gained. To overcome these challenges, different strategies could be implemented that can help in overcoming these challenges. These strategies are demonstrated below:
· Creating a marketing strategy: Before using any social-media marketing strategy one should have enough information about the type of individuals engaged in that platform. It should also have enough information about their likes and dislikes. Based on this information, businesses should create a marketing strategy that would enable them to enhance their effectiveness within which one can easily enhance their systems and that can conduct their activities quite effectively (Dadhich, 2022). 
· Being consistent: Consistency should be maintained when a particular platform has been targeted for conducting marketing operations. It is recommended that businesses should actively analyse the brands and that can enable them to enhance their features and construct the marketing strategy. Marketing requires immense patience and consistency which can thus enable the individuals to enhance as well as manage to actively conduct the activities effectively. 
· Interesting Contents: One should be able to post the contents which attract individuals towards the business. It can help in enhancing the overall features and also make the business environment quite productive in the complete business process. Thus, it can assure them about the facts and figures through which one can easily enhance their brand image and get engaged in a networking system thus balancing the social exchange process. Hence, it would allow smaller brands to easily collaborate with the brands and get organised in a proper system (Imoto, 2022).
[bookmark: _Toc134256069]7.3 Conceptual Model and Explanation 
Managers in the present times have been facing different problems while using the social media in their marketing strategies. Drawing from the social media literature has been introducing one of the new frameworks which are related to the four different dimensions of the actions managers perform while implementing as well as engaging with the social media platforms. This framework also provides the opportunity to the firms like Tik-Tok for exploring on the range of strategic direction or focus. It has also examined the entire scope of social media marketing from the broad strategic perspective as well as more of the tactical perspective. Propositions which are formulated by the authors have also been suggesting on how the organisation with different strategic characteristics might help in managing the social media platforms differently. 
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1. Which age group do you fall in?
20-30
30-40
40-50
2. Which social media platform are you most engaged in?
Instagram
Twitter
Facebook
3. Are you aware about the social media site named Tik-Tok?
Yes
No
Maybe
4. Have you ever been engaged to Tik-Tok?
Yes
No
Maybe
5. Do you like Tik-Tok?
Yes
No
Maybe
6. Are you aware about the ads of different products being displayed on Tik-Tok?
Yes
No
Maybe
7. Do you yourself purchase anything after you see an ad on Tik-Tok?
Yes
No
Maybe
8. What according to you attracts people towards Tik-Tok?
User-friendly approach
Entertainment zone
Global platforms
9. What do you think is the most important impact of social media on customer engagement?
Attracts people towards products.
Makes people aware about products.
Drives the sales margins.
10. Do you think that social-media marketing helps people in purchasing the right set of products?
Yes
No
Maybe
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|| categori ndividual)
[ - | Date
2 If Yes, please indicate source of R
‘ approval (and date where known): esearch Degrees Committee a
| | Approval "in principle must be | nstitute Research Committee a
obtained from the relevant source
J prior to seeking ethical approval Other (write in) (=]

SECTION C: Internal and External Ethical Guidance Materials

add rows to this table if needed.

Please list the core ethical guidance documents that have been referred to during the completion of

this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specific ethical guidance relating to the proposed methodology).
Please tick to confirm that your research proposal adheres to these codes and guidelines. You may

1 UWTSD Research Ethics & Integrity Code of Practice | =
2 UWTSD Research Data Management Policy &7
[List any other relevant documents here] E/

SECTION D: External Collaborative Research Activity :
If there are external collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no external collaborators then leave this section blank and

continue to section E.

1 Institution N
% N/A
2 Contact person name
3 Contact person e-mail address
4 Is your research externally funded? YES a NO =]
5 Are you in receipt of a KESS scholarship? YES m] NO =]
6 | Are you specifically employed to Voluntary YES NO =]
undertake this research in either a
7 | paid or voluntary capacity? Employed YES = NO
8 Is the research being undertaken If YES then the
within an existing UWTSD Athrofa permission question YES o NO
Professional Learning Partnership below does not need
(APLP)? to be answered.
9 Has permission to undertake the (If YES attach copy)
research has been provided by the If NO the application YES NO 0
partner organisation? cannot continue
Where research activity is carried out in collaboration with an external organisation
10 | Does this organisation have its own ethics approval system? YES NO ) l

|

July 2021
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- Ft Yes, please attach a copy of any final approval (or Interim approval) from the organisation (this
L

may be a copy of an email if appropriate).
|

SECTION E: Details of Research Activity PLIEASE  SEE  THE  PROPOSAL
1 |indicative title: INTLUENCE 07 SoUNL MEBIA MAREETING OH
CUSTOMER. &M GAGEHENT  CASE QTUly ON Tk ATOK
2 Proposed start date: S e 2 s Proposed end date: 2/05/ 204
Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the
points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
What the research activity will add to the body of knowledge “
How it addresses an area of importance. |
Purpose of Research Activity
3
(this box should expand as you type)
Research Question
4
(this box should expand as you type)
Aims of Research Activity
5
(this box should expand as you type)
Objectives of Research Activity
6
(this box should expand as you type)
Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear
what specific techniques may be used. If methods other than those listed in this section are deemed
appropriate later, additional ethical approval for those methods will be needed. You do not need to
justify the methods here, but should instead describe how you intend to collect the data necessary
for you to complete your project. |
4
(this box should expand as you type)
=i
Location of research activity i J
L Identify all locations where research activity will take place.
3 PG2 Ethical Approval Form
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PG2/E1 FORM

8
x should expand as you type)
Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activity is taking place, for example, particular cultural
and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do
the research then please state this.
9
(this box should expand as you type)
Use of documentation not in the public domain: Are any documents NOT NO o
10 | publicly available?
YES a
If Yes, please provide details here of how you will gain access to specific documentation that is not
in the public domain and that this is in accordance with the current data protection law of the
country in question and that of England and Wales.
11
(this box should expand as you type)
Does your research relate to one or more of the seven aims of the Well-being
of Future Generations (Wales) Act 20157 YES | NO
12 | A prosperous Wales (5]
13 | A resilient Wales O o
14 | A healthier Wales o 9
15 | A more equal Wales o (]
16 | A Wales of cohesive communities a a
17 | A Wales of vibrant culture and thriving Welsh language a ]
18 | A globally responsible Wales a a
19 | If YES to any of the above, please give details:
(this box should expand as you type)
SECTION F: Scope of Research Activity &€& THE PROPoSAL
-
Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? a O
4 PG2 Ethical Approval Form
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2 Use of interviews? - m} @]
3 Use of focus groups? (m] o
4 Use of participant diaries? (=] (m]
5 Use of video or audio recording? (1 (m)
6 Use of computer-generated log files? = ()]
174 Participant observation with their knowledge? (m] a
8 Participant observation without their knowledge? o a
Access to personal or confidential information without the participants’ specific
J consent? a a
10 Administration of any questions, test stimuli, presentation that may be o o
experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? (m] (m}
12 | Investigation of participants involved in illegal activities? (m] (m]
13 | Use of procedures that involve deception? m} @l
14 | Administration of any substance, agent or placebo? a a
15 | Working with live vertebrate animals? = ()
16 | Procedures that may have a negative impact on the environment? (=) a
Other primary data collection methods. Please indicate the type of data collection
17
method(s) below.
Details of any other primary data collection method: o o
(this box should expand as you type) =)

IFNO to every question, then the research activity is (ethically) low risk and may be exempt from some of the

following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been

obtained.
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:
YES NO
1 | Students or staff at the University? (m} =0
2 | Adults (over the age of 18 and competent to give consent)? ~ (]
3 | Vulnerable adults? m}
Children and Young People under the age of 18? (Consent from Parent, Carer or
4 kel s m| g
Guardian will be required)
5 | Prisoners? =
6 | Young offenders? a w
7 Those who could be considered to have a particularly dependent relationship with o @
| the investigator or a gatekeeper?

uly 2021 5 PG2 Ethical Approval Form
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PG2/E1 FORM

8 | People engaged in illegal activities? m] (@£
Others. Please indicate the participants below, and specifically any group who
9 | may be unable to give consent.
Details of any other participant groups: o o
box should expand as you type)
Participant numbers and source B
Provide an estimate of the expected number of participants. How will you identify participants and |
how will they be recruited?
How many participants are
10 | expected? A0
(this box should expand as you type)
1 Who will the participants be? A0 N, M ous
(this box should expand as you type)
12 How will you identify the |
participants?
L = (this box should expand as you type) .
Information for participants:
YES NO N/A
13 Will you describe the main research procedures to participants in o ) o
advance, so that they are informed about what to expect?
14 | Will you tell participants that their participation is voluntary? a | =] a
15 | Will you obtain written consent for participation? a a
16 Will you explain to participants that refusal to participate in the o ) o
research will not affect their treatment or education (if relevant)?
17 If the research is observational, will you ask participants for their o o o
consent to being observed?
18 Will you tell participants that they may withdraw from the research at O o =
any time and for any reason?
With questionnaires, will you give participants the option of omitting
19 % a
questions they do not want to answer? IS
20 Will you tell participants that their data will be treated with full o o
confidentiality and that, if published, it will not be identifiable as theirs?
21 Will you debrief participants at the end of their participation, in a way o
appropriate to the type of research undertaken?
22 | If NO to any of above questions, please give an explanation

(this box should expand as you type)

Information for participants:

YES NO N/A

24

Will participants be paid?

25

Is specialist electrical or other equipment to be used with participants?

uly 2021
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26 Are there any financial or other interests to the investigator or
University arising from this study? g g o
Will the research activity involve deliberately misleading participants in o a o

27 S
any way, or the partial or full concealment of the specific study aims? =
28 | If YES to any question, please provide full details

N/A-

hox should expand as you lype)

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external

research collaborator) you may append that to this form.
, Yes 0]
1 | Full risk t I N |
assessment completed and appended? No -—@7v

Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,

transfer of personal data, sensitive organisational information
Risk to participants: How you will mitigate the risk to participants:

you type)

(this box should expand as you type)
(this box should expand as

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
3 details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should
make it clear that if something potentially or actually illegal is discovered in the course of a project,

it may need to be disclosed to the proper authorities

expand as you type)

(this box should
Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest

Risk to the investigator: How you will mitigate the nisk to the investigator:

(this box should expand as you type)

(this box should expand as you type)
University/institutional risks

2 For example: adverse publicity, financial loss, data protection
Risk to the University: How you will mitigate the risk to the University:

(this box should expand as you type)

(this box should expand as you type)

6 Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: How you will mitigate the risk to environment:

uly 2021 PG2 Ethical Approval Form
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Disclosure and Barring Service

“[ifthe research activity involves children or vulnerable adults, a Disclosure
and Barring Service (DBS) certificate must be obtained before any YES NO N/A

_| contact with such participants. ]
7 | Does your research require you to hold a current DBS Certificate? [9/
If YES, please give the certificate number. If the certificate number is not
8 | available please write “Pending”; in this case any ethical approval will be
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality

1 Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

N/ A

should expand as you type)

2 lnfbrmed consent
Describe the arrangements to inform potential participants, before providing consent, of what is

involved in participating. Describe the arrangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

(this box should expand as you type)

3 Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If

anonymity is not being offered, explain why this is the case.

Ny A

as you type)

(this box should exp:

SECTION J: Data Protection and Storage

Does the research activity involve personal data (as defined by the General

Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
“DPA")?

“Personal data” means any information relating to an identified or identifiable
natural person (‘data subject’). An identifiable natural person is one who can
be identified, directly or indirectly, in particular by reference to an identifier D/

1| such as a name, an identification number, location data, an online identifier or @l
to one or more factors specific to the physical, Pphysiological, genetic, mental,
economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.

If YES, provide a description of the data and explain why this data needs to be collected:

1O @iPiEe e Mo onsee=ey

(this box should expand as you lype)
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[ Does it involve special category data (as defined by the GDPR)? YES NO

“Special category data” means sensitive personal data consisting of information as
lo the data subjects’ —

(a) racial or ethnic ongin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

3 | (d) membership of a trade union (within the meaning of the Trade Union and Labour a B/
Relations (Consolidation) Act 1992),

(8) physical or mental health or condition,

() sexual life,

(9) genetics,

(h) biometric data (as used for ID purposes),

If YES, provide a description of the special category data and explain why this data needs to be
collected:
4
this box sh 2Uld expand as you type) ]
Will data from the research activity (collected data, drafts of the thesis, or | YES NO
materials for publication) be stored in any of the following ways?
5 [ Manual files (i.e. in paper form)? gf o
6 | University computers? o =
7 | Private company computers? o =
8 | Home or other personal computers? 4 o
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? a 4
10 | “Cloud” storage or websites? o 4
11 | Other — specify: o =&

For all stored data, explain the measures in place to ensure the security of the data collected, data
12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:

N/ A

(this box should expand as you type)

Data Protection

Will the research activity involve any of the following activities: YES I NO
13 | Electronic transfer of data in any form? X a
14 Sharing of data with others at the University outside of the immediate research | _ o/

team?
15 | Sharing of data with other organisations? a I o/
16 | Export of data outside the UK or importing of data from outside the UK? =] g
17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers? (=] =4
18 | Publication of data that might allow identification of individuals? 0o _1 54
19 | Use of data management system? =] | I°4
20 | Data archiving? o/

July 2021 9 PG2 Ethical Approval Form
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If YES to any question, please provide full detalls, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any international equivalents,

where appropriate):

N/ A

s box should expand as you type)

22 | List all who will have access to the data generated by the research activity:

MyzeLs

(this box should expand as you type)

List who will have control of, and act as custodian(s) for, data generated by the research activity:

23

MY <TLF

(this box should expand as you type)
Give details of data storage arrangements, including security measures in place to protect the data,
24 | where data will be stored, how long for, and in what form. Will data be archived — if so how and if

not why not.

6 HoNTIR

(this box should expand as you type)

Please indicate if your data will be stored in the UNTSD Research Data Repository (see

= https://researchdata.uwtsd.ac.uk/ ). _If so please explain. (Most relevant to academic staff)
WES
(this box should expand as you. type)

Confirm that you have read the UWTSD guidance on data management (see YES
26 hng:/lwww.uwtsd.ac,uk/librangresearch-data-managemeng)

Confirm that you are aware that you need to keep all data until after your YES
27 | research has completed or the end of your funding

NI A

10 PG2 Ethical Approval Form
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SECTION K: Declaration

The information which | have provided is correct and complete to the best of my knowled@;s | have |
attempted to identify any risks and issues related to the research activity and acknowledge my

obligations and the rights of the participants.
In submitting this application | hereby confirm that | undertake to ensure that the above named

research activity will meet the University's Research Ethics and Integrity Code of Practice which is
uwtsd.ac.uk/research/research-ethics/.

published on the website: https:/www
Date:
1 q
Signature of applicant: f‘lo(\(\u A}txd I\C‘f& 4/0r/ %&S
For STUDENT Submissions:
Director of Date:
(’ 2 Studies/Supervisor: N /A y
’ 3 Signature:
For STAFF Submissions:
4 | Academic Director/ Assistant Date:
Dean:
’ 5 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the

guidelines and attached any required documentation:

= | | have read the guidance notes supplied before completing the form.

| have completed ALL RELEVANT sections of the form in full.
I confirm that the research activity has received approval in principle

| have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

| understand that it is my responsibility to ensure that the above named research activity will meet

4

& | | have attached a copy of final/interim approval from external organisation (where appropriate)
>4

4 ctice.

the University's Research Ethics and Integrity Code of Pra

i

| understand that before commencing data collection all documents aimed at respondents
&/ (including information sheets, consent forms, questionnaires, interview schedules etc.) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to
paresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your
University and personal email accounts regularly.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages:
https://www.uwtsd.ac,uk/academic-ofﬁce/agg_endices»and—forms/

11 PG2 Ethical Approval Form
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