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[bookmark: _Toc2100609585]CHAPTER 1: INTRODUCTION
[bookmark: _Toc914761100]1.1 Background of the Study
Corporate Social Responsibility (CSR) has become an essential component of modern business strategy, reflecting the expectation that organisations should operate ethically while contributing positively to society and the environment. CSR extends beyond profit generation and requires organisations to consider the interests of multiple stakeholders, including customers, employees, regulators and the wider community (Carroll, 2016). In recent years, increased public awareness of environmental and ethical issues has placed greater pressure on companies to demonstrate responsible business practices.
Despite this growing emphasis on CSR, several high-profile corporate scandals have revealed a gap between organisational commitments and actual behaviour. One of the most significant examples is the Volkswagen emissions scandal, involving Volkswagen AG. In 2015, it was discovered that Volkswagen had installed “defeat device” software in millions of diesel vehicles to manipulate emissions testing procedures. While the company marketed its vehicles as environmentally friendly, the software enabled them to produce emissions far above legal limits during normal driving conditions (Hotten, 2015).
This case represents a major failure of CSR, as Volkswagen’s actions violated both legal and ethical responsibilities. According to CSR principles, organisations are expected to act transparently and responsibly; however, Volkswagen engaged in deliberate deception, misleading regulators and customers. The scandal therefore highlights the risks associated with weak ethical practices and poor corporate governance.
The consequences of the scandal were substantial. Volkswagen faced financial penalties exceeding €30 billion, significant reputational damage and a global loss of customer trust (Ewing, 2017). Trust is a critical factor in consumer decision-making, particularly in industries such as automotive manufacturing where safety, reliability and environmental impact are key concerns. When trust is broken, it can lead to long-term damage to brand loyalty and customer relationships (Morgan and Hunt, 1994).
Furthermore, the scandal raised important questions about the role of CSR in large multinational corporations. While many companies promote CSR initiatives as part of their corporate strategy, the Volkswagen case demonstrates that such initiatives may lack credibility if they are not supported by genuine ethical practices. As a result, this case provides a valuable opportunity to examine the relationship between CSR, ethical behaviour, customer trust and brand loyalty within the automotive industry.

[bookmark: _Toc1222043444]1.2 Problem Statement
The Volkswagen emissions scandal illustrates how failures in corporate social responsibility can lead to significant negative consequences for organisations and their stakeholders. Despite publicly promoting itself as an environmentally responsible company, Volkswagen engaged in unethical practices that undermined its credibility and damaged customer trust.
This situation highlights a critical issue within modern business management: the gap between corporate CSR commitments and actual organisational behaviour. While companies often present themselves as socially responsible, their actions may not always align with these claims. This inconsistency raises concerns about the effectiveness of CSR strategies and their ability to influence ethical decision-making within organisations.
In addition, the scandal demonstrates how unethical behaviour can impact customer trust and brand loyalty. Trust is a fundamental component of long-term customer relationships, and once it is broken, it can be difficult to rebuild. Understanding how CSR failures influence trust and loyalty is therefore essential for organisations seeking to maintain sustainable competitive advantage.

[bookmark: _Toc1618264221]1.3 Research Aim
The aim of this research is to critically examine how corporate social responsibility (CSR) failure and unethical corporate behaviour influence customer trust and brand loyalty within the automotive industry.
[bookmark: _Toc21113437]1.4 Research Objectives
The objectives of this research are:
1. To examine the concept of corporate social responsibility and its importance in modern business.
2. To critically analyse how ethical failures contribute to corporate misconduct within organisations.
3. To evaluate the impact of CSR failure on customer trust.
4. To assess how unethical behaviour influences brand loyalty in the automotive industry.
5. To propose recommendations for improving CSR practices and restoring customer trust.

[bookmark: _Toc1421569317]1.5 Research Questions
1. This study aims to answer the following research questions:
2. How does corporate social responsibility (CSR) failure contribute to corporate scandals?
3. What role does unethical corporate behaviour play in organisational decision-making?
4. How does unethical behaviour affect customer trust?
5. What impact does the loss of customer trust have on brand loyalty?

[bookmark: _Toc1239082606]1.6 Significance of the Study
This research is significant because it contributes to understanding the role of corporate social responsibility in preventing corporate misconduct. By analysing the Volkswagen emissions scandal, the study provides insights into how ethical failures can affect stakeholder relationships, particularly customer trust and brand loyalty.
The findings of this research may be useful for business managers, policymakers and researchers seeking to improve corporate governance and CSR practices within organisations. In addition, the study highlights the importance of aligning corporate actions with CSR commitments in order to maintain credibility and trust.

[bookmark: _Toc1003760496]1.7 Structure of the Dissertation
This dissertation is structured into five chapters. Chapter One introduces the research topic, including the background, research aim, objectives and research questions. Chapter Two presents a literature review examining corporate social responsibility, business ethics, customer trust and brand loyalty. Chapter Three outlines the research methodology used in the study. Chapter Four presents the results and discussion, analysing the Volkswagen case and its impact on stakeholders. Finally, Chapter Five provides conclusions and recommendations based on the findings of the research.

[bookmark: _Toc1363477953]1.8 Research Rationale and Significance
The importance of this research lies in the increasing expectation for organisations to operate in a socially responsible and ethically accountable manner. In recent years, corporate social responsibility (CSR) has become a central element of business strategy, driven by growing stakeholder awareness and demand for transparency. Customers, regulators and investors are placing greater emphasis on ethical behaviour, environmental sustainability and corporate accountability, making CSR a critical factor in organisational success (Carroll, 2016).
Despite the growing importance of CSR, there remains a gap between theoretical frameworks and practical implementation. Many organisations promote CSR initiatives as part of their branding and communication strategies; however, these initiatives are not always reflected in actual business practices. This disconnect raises important questions about the effectiveness of CSR and its role in shaping organisational behaviour.
This research is significant as it explores the relationship between CSR failure, unethical corporate behaviour, customer trust and brand loyalty. While existing literature has examined these concepts individually, there is a need for a more integrated understanding of how they interact within a real-world context. By examining these relationships, the study contributes to a deeper understanding of how ethical failures can influence stakeholder perceptions and organisational performance.
Furthermore, this research has practical relevance for business managers and decision-makers. Understanding the consequences of unethical behaviour and CSR failure can help organisations develop more effective strategies to maintain trust and build long-term customer relationships. This is particularly important in industries where reputation and credibility play a key role in competitive advantage.
Overall, this study contributes to both academic knowledge and managerial practice by highlighting the importance of aligning CSR strategies with ethical behaviour. It emphasises that organisations must move beyond symbolic CSR and adopt a more integrated and authentic approach to responsible business conduct.


[bookmark: _Toc41536533]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc207097090]2.1 Introduction
This chapter critically reviews the key academic literature related to corporate social responsibility (CSR), business ethics, customer trust and brand loyalty. These concepts form the theoretical foundation for analysing how corporate behaviour influences stakeholder relationships and organisational performance.
The purpose of this chapter is to evaluate existing theories and models that explain how organisations are expected to operate responsibly and how failures in ethical conduct can impact customers and long-term business success. The chapter focuses on CSR frameworks, ethical decision-making, trust development and brand loyalty, highlighting the relationships between these concepts.
By examining these theories, the chapter establishes a conceptual framework that will be applied in the analysis chapter to evaluate how CSR failure and unethical behaviour affect customer trust and brand loyalty.

[bookmark: _Toc1468952243]2.2 Corporate Social Responsibility (CSR)
Corporate Social Responsibility (CSR) refers to the obligation of organisations to operate in a manner that is ethical, sustainable and socially responsible. CSR requires organisations to consider the interests of a wide range of stakeholders, including customers, employees, regulators and the environment (Carroll, 2016).
One of the most widely recognised models of CSR is Carroll’s Pyramid, which identifies four key responsibilities: economic, legal, ethical and philanthropic. According to this framework, organisations must be profitable while also complying with laws, acting ethically and contributing to society (Carroll, 2016).
However, this model has been subject to criticism. Some researchers argue that it oversimplifies the relationship between different responsibilities and does not fully capture the complexity of real-world decision-making (Crane and Matten, 2016). In practice, organisations may prioritise economic objectives over ethical considerations, particularly in highly competitive industries.
CSR is also closely linked to stakeholder theory, which suggests that organisations should consider the needs and expectations of all stakeholders rather than focusing solely on shareholder value. By adopting a stakeholder approach, organisations can build trust and improve long-term sustainability.
In industries with significant environmental impact, such as manufacturing and automotive sectors, CSR plays a critical role. Organisations are expected to comply with environmental regulations and invest in sustainable practices. Failure to meet these expectations can lead to reputational damage and loss of stakeholder trust.

[bookmark: _Toc1096010861]2.3 Business Ethics and Corporate Misconduct
Business ethics refers to the principles and standards that guide behaviour within organisations. Ethical behaviour is essential for maintaining fairness, transparency and accountability in business operations (Crane and Matten, 2016).
Corporate misconduct occurs when organisations engage in unethical or illegal practices that harm stakeholders. Examples include fraud, corruption and environmental violations. Such behaviour can result in legal penalties, financial losses and reputational damage (Treviño and Nelson, 2017).
Research suggests that unethical behaviour is often influenced by organisational culture, leadership and performance pressure. In organisations where success is measured primarily by financial outcomes, employees may feel pressure to achieve targets, even if it involves unethical actions (Treviño and Nelson, 2017).
Organisational culture plays a key role in shaping behaviour. According to Schein (2017), culture consists of shared values and assumptions that influence how employees act. In organisations with strong ethical cultures, employees are more likely to behave responsibly. However, in cultures that prioritise performance over ethics, misconduct is more likely to occur.
Leadership is another important factor. Ethical leaders promote integrity, accountability and transparency. When leaders fail to demonstrate ethical behaviour, it can create an environment where unethical practices are tolerated or encouraged.

[bookmark: _Toc1198562693]2.4 Customer Trust
Customer trust is a fundamental component of long-term business success. Trust refers to the willingness of customers to rely on an organisation based on the belief that it will act honestly and fulfil its commitments (Morgan and Hunt, 1994).
Trust is built over time through consistent behaviour, transparency and positive customer experiences. It is particularly important in industries where products involve safety, reliability and long-term use.
However, trust can be easily damaged by unethical behaviour. When organisations fail to meet customer expectations or engage in deceptive practices, trust declines significantly. Rebuilding trust is often difficult and requires sustained effort and consistent ethical behaviour (Coombs, 2015).
Trust also plays a central role in relationship marketing. The Commitment-Trust Theory developed by Morgan and Hunt (1994) suggests that trust is a key factor in developing long-term relationships between organisations and customers. When trust is present, customers are more likely to remain committed to the relationship.

[bookmark: _Toc479463901]2.5 Brand Loyalty
Brand loyalty refers to the extent to which customers remain committed to a particular brand over time. Loyal customers are more likely to repurchase products and recommend the brand to others (Kotler and Keller, 2016).
Brand loyalty is closely linked to trust and customer satisfaction. When customers trust a brand and have positive experiences, they are more likely to develop emotional connections that strengthen loyalty.
However, unethical behaviour can significantly weaken brand loyalty. When customers perceive a brand as dishonest or unreliable, they may lose confidence and switch to competitors. This is particularly important in competitive markets where customers have many alternatives.
Brand loyalty can be divided into two types: emotional loyalty and behavioural loyalty. Emotional loyalty refers to psychological attachment, while behavioural loyalty refers to purchasing behaviour. Ethical failures often affect emotional loyalty first, which may later lead to changes in behaviour.

[bookmark: _Toc206808262]2.6 Relationship Between CSR, Ethics, Trust and Loyalty
The relationship between CSR, ethical behaviour, customer trust and brand loyalty is widely discussed in academic literature. CSR initiatives can enhance corporate reputation and build trust by demonstrating commitment to ethical and responsible practices (Carroll, 2016).
Ethical behaviour reinforces trust by ensuring that organisations act with integrity and transparency. When trust is established, it strengthens customer relationships and increases loyalty (Morgan and Hunt, 1994).
However, when organisations fail to meet CSR expectations or engage in unethical behaviour, the opposite effect occurs. Trust declines, leading to reduced loyalty and potential loss of customers (Coombs, 2015).
This relationship highlights the importance of aligning organisational behaviour with CSR commitments. Companies that fail to do so risk damaging their reputation and losing stakeholder trust.
[bookmark: _Toc2049442892]2.7 Conceptual Framework 
Based on the literature reviewed in this chapter, a conceptual framework has been developed to illustrate the relationship between corporate social responsibility (CSR), unethical corporate behaviour, customer trust and brand loyalty. The framework demonstrates how failures in CSR can lead to unethical corporate behaviour, which subsequently results in a loss of customer trust. This decline in trust ultimately impacts brand loyalty, reducing customer commitment and increasing the likelihood of switching behaviour. This relationship is supported by existing literature, which highlights the importance of ethical behaviour in maintaining trust and long-term customer relationships (Carroll, 2016; Morgan and Hunt, 1994). 
The framework provides a visual representation of the key variables examined in this study and forms the basis for the analysis presented in Chapter 4.
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[bookmark: _Toc2009528205]2.8 Summary of Literature Review
This chapter has critically examined key concepts related to corporate social responsibility, business ethics, customer trust and brand loyalty. The literature highlights that CSR and ethical behaviour are essential for maintaining trust and long-term customer relationships.
The review also demonstrates that failures in CSR and ethics can have significant consequences, including reputational damage and loss of brand loyalty. These theoretical insights provide a foundation for analysing how corporate misconduct impacts customer trust and loyalty in the following chapter.


[bookmark: _Toc393461702]2.9 Critical Perspective on CSR, Ethics and Stakeholder Relationships
While existing literature highlights the importance of corporate social responsibility (CSR) in promoting ethical behaviour and building stakeholder trust, it is important to critically evaluate the limitations of these frameworks. Although CSR is widely presented as a strategic tool for enhancing organisational reputation and performance, its effectiveness largely depends on how it is implemented in practice.
One key limitation is that CSR initiatives are often voluntary, meaning that organisations have significant discretion in how they define and apply CSR principles. This can lead to inconsistencies between stated commitments and actual behaviour, particularly in highly competitive industries where economic pressures may outweigh ethical considerations (Crane and Matten, 2016). As a result, CSR may sometimes function as a symbolic activity rather than a genuine effort to improve social and environmental outcomes.
Furthermore, stakeholder theory suggests that organisations should balance the interests of multiple stakeholders; however, in practice, conflicts often arise between stakeholder groups. For example, efforts to maximise shareholder value may conflict with environmental or ethical responsibilities. This tension highlights the complexity of applying CSR in real-world business contexts and suggests that achieving a true balance between competing interests is challenging (Freeman, 2010).
In addition, trust-based models, such as the commitment-trust theory proposed by Morgan and Hunt (1994), assume that organisations act rationally to maintain long-term relationships. However, this assumption may not always hold true, particularly in situations where short-term gains are prioritised over long-term sustainability. This suggests that trust can be fragile and easily undermined by opportunistic behaviour.
Overall, these limitations indicate that while CSR, ethics and trust are essential components of responsible business practice, their effectiveness depends on organisational culture, leadership and governance. Therefore, a critical understanding of these concepts is necessary in order to evaluate how they function in practice and to identify potential gaps between theory and reality.



[bookmark: _Toc43023530]CHAPTER 3: METHODOLOGY
[bookmark: _Toc1063691508]3.1 Introduction
This chapter outlines the research methodology used to investigate the relationship between corporate social responsibility (CSR), ethical failure, customer trust and brand loyalty in the context of the Volkswagen emissions scandal involving Volkswagen AG.
Research methodology refers to the systematic process used to collect, analyse and interpret data in order to answer research questions. A well-structured methodology is essential for ensuring the reliability and validity of research findings. This study adopts a qualitative research design based on secondary data and follows the Research Onion framework, which provides a structured approach to research design (Saunders, Lewis and Thornhill, 2019).
This chapter discusses the key methodological choices made in this study, including research philosophy, research approach, research strategy, data collection methods and data analysis techniques. It also addresses ethical considerations and limitations of the research.

[bookmark: _Toc2105617098]3.2 Research Onion Framework
The Research Onion model provides a clear and systematic framework for designing research methodology. It consists of several layers, including research philosophy, research approach, research strategy, data collection methods and data analysis (Saunders, Lewis and Thornhill, 2019).
         [image: ][image: ]
The purpose of the model is to guide researchers through the decision-making process by ensuring that each methodological choice is aligned with the overall research aim. By following the Research Onion, researchers can develop a coherent and logically structured research design.
In this study, each layer of the Research Onion has been carefully considered in order to ensure that the methodology is appropriate for analysing CSR failure and its impact on customer trust and brand loyalty. The use of this model strengthens the academic rigour of the research and ensures that methodological decisions are justified.

[bookmark: _Toc1521752075]3.3 Research Philosophy
Research philosophy refers to the underlying beliefs about how knowledge is developed and interpreted (Saunders, Lewis and Thornhill, 2019). The choice of research philosophy influences how data is collected and analysed.
This study adopts an interpretivist research philosophy. Interpretivism focuses on understanding social phenomena, organisational behaviour and human interactions. It is particularly suitable for research that examines ethical issues, corporate misconduct and stakeholder perceptions.
The Volkswagen emissions scandal is not only a technical issue but also a social and organisational problem involving ethical decision-making and corporate behaviour. An interpretivist approach allows the researcher to explore these complex issues in depth, rather than focusing solely on measurable data.
In contrast, a positivist approach, which emphasises quantitative data and hypothesis testing, would not be suitable for this study. Positivism is more appropriate for research involving measurable variables and statistical analysis. However, this study aims to understand the underlying causes and implications of CSR failure, which requires a qualitative and interpretive approach.

[bookmark: _Toc1731470944]3.4 Research Approach
The research approach describes how theory is used within the study. There are two main approaches: deductive and inductive (Bryman and Bell, 2015).
This research adopts an inductive approach, which involves developing insights and conclusions based on the analysis of data. Rather than testing a specific hypothesis, the study explores patterns and themes emerging from the data.
The inductive approach is appropriate for this research because the aim is to understand how CSR failure impacts customer trust and brand loyalty. By analysing existing literature and case study data, the research identifies key themes such as unethical behaviour, loss of trust and reputational damage.
In contrast, a deductive approach would involve testing predefined hypotheses, which may limit the ability to explore complex social and organisational issues. The inductive approach provides greater flexibility and allows for a deeper understanding of the research topic.

[bookmark: _Toc2058862145]3.5 Research Strategy
The research strategy refers to the overall plan used to conduct the study. This research adopts a case study strategy, focusing on the Volkswagen emissions scandal.
Case study research is widely used in business and management studies because it allows for in-depth analysis of real-world situations (Yin, 2018). It is particularly useful for examining complex issues such as corporate misconduct and CSR failure.
The Volkswagen AG case provides a strong example of how ethical failure can impact customer trust and brand loyalty. By focusing on a single case, the research is able to explore the issue in detail and provide a comprehensive analysis.
However, one limitation of the case study approach is that findings may not be easily generalisable to other organisations. Despite this, the insights gained from the Volkswagen case are highly relevant to understanding CSR failure in the automotive industry.

[bookmark: _Toc974210470]3.6 Data Collection Methods
This study uses secondary data collection methods. Secondary data refers to information that has already been collected and published by other researchers, organisations or institutions (Saunders, Lewis and Thornhill, 2019).
The use of secondary data is appropriate for this research because the Volkswagen emissions scandal has been extensively documented and analysed. A wide range of reliable sources is available, including academic journal articles, books, industry reports and news articles.
The main sources of data used in this study include:
· Academic journals on CSR, business ethics and marketing
· Books on corporate governance and organisational behaviour
· Government and regulatory reports
· News articles and case study analyses
· Company reports and public statements
Using multiple sources allows for triangulation, which improves the reliability and validity of the research findings. However, it is important to critically evaluate the credibility of sources, particularly when using media reports.

[bookmark: _Toc2102126042]3.7 Data Analysis
The research uses qualitative data analysis, which focuses on interpreting textual data and identifying patterns and themes (Bryman and Bell, 2015).
The analysis involves reviewing and synthesising information from different sources in order to identify key themes related to:
· CSR failure
· unethical corporate behaviour
· loss of customer trust
· decline in brand loyalty
Thematic analysis is used to organise the data into meaningful categories. This approach allows the researcher to develop a deeper understanding of the relationships between CSR, ethics, trust and loyalty.
Qualitative analysis is particularly suitable for this study because it allows for detailed exploration of complex organisational and social issues.

[bookmark: _Toc2133426133]3.8 Ethical Considerations
Ethical considerations are an important aspect of research methodology. Researchers must ensure that their work is conducted responsibly and that sources are properly acknowledged.
Since this study relies on secondary data, no personal or confidential information is collected. However, it is essential to ensure that all sources are accurately cited in order to avoid plagiarism and maintain academic integrity (Saunders, Lewis and Thornhill, 2019).
In addition, the researcher must critically evaluate sources to ensure that the information used is accurate and reliable.

[bookmark: _Toc1056283383]3.9 Limitations of the Research
This study has several limitations. Firstly, the use of secondary data means that the research is limited to existing information, which may not fully capture internal organisational processes.
Secondly, publicly available data may be influenced by media bias or incomplete information. This can affect the accuracy of the findings.
Thirdly, the case study approach focuses on a single organisation, which may limit the generalisability of the results. However, the Volkswagen case provides valuable insights into CSR failure and its impact on stakeholders.
Despite these limitations, the use of multiple credible sources and a structured methodology helps to ensure that the research findings are reliable and valid.



[bookmark: _Toc913362944]CHAPTER 4 
[bookmark: _Toc2096292645]4.1 Introduction
This chapter presents a detailed analysis and discussion of the findings in relation to the Volkswagen emissions scandal involving Volkswagen AG. The primary aim of this chapter is to critically examine how failures in corporate social responsibility (CSR) contributed to unethical organisational behaviour and how these failures influenced customer trust and brand loyalty within the automotive industry.
Building on the theoretical framework established in Chapter 2, this chapter applies key concepts including CSR theory, business ethics, customer trust and brand loyalty to a real-world context. This enables a deeper understanding of how theoretical models operate in practice and highlights the gap between corporate commitments and actual organisational behaviour (Carroll, 2016; Crane and Matten, 2016).
The analysis is based on qualitative secondary data and is structured around key themes identified in the literature review. These include CSR failure, unethical corporate behaviour, loss of customer trust and the decline of brand loyalty. Each section critically evaluates the Volkswagen case by linking empirical observations to established theoretical perspectives (Coombs, 2015).
This chapter is divided into several sections. First, it examines the failure of CSR within Volkswagen, followed by an analysis of the impact on customer trust. It then explores the implications for brand loyalty and concludes with recommendations for improving CSR practices and rebuilding stakeholder relationships.

[bookmark: _Toc184805783]4.2 CSR Failure in Volkswagen
[bookmark: _Toc1688637307]4.2.1 Failure to Meet CSR Responsibilities
Corporate Social Responsibility (CSR) requires organisations to operate in a way that balances economic performance with legal compliance, ethical behaviour and social responsibility (Carroll, 2016). In theory, companies are expected to integrate these responsibilities into their core strategies in order to ensure sustainable long-term success.
However, the actions of Volkswagen AG in the emissions scandal clearly demonstrate a failure to meet these responsibilities. The installation of defeat device software, designed to manipulate emissions testing procedures, represents a deliberate violation of both legal and ethical standards. This behaviour directly contradicts the fundamental principles of CSR, which emphasise transparency, accountability and responsibility towards stakeholders (Crane and Matten, 2016).
From a legal perspective, Volkswagen breached environmental regulations by producing vehicles that emitted pollutants above permitted limits during normal driving conditions. From an ethical perspective, the company engaged in intentional deception by misleading regulators and customers about the environmental performance of its vehicles (Rhodes, 2016).
Critically, this case highlights the tension between economic objectives and ethical responsibilities. Volkswagen’s strategic goal of becoming the world’s leading automotive manufacturer created significant pressure to achieve performance targets. In this context, it appears that economic priorities were placed above ethical considerations, leading to decisions that ultimately resulted in corporate misconduct.
This supports the argument presented in Chapter 2 that CSR frameworks can fail when organisations prioritise short-term performance over long-term ethical sustainability (Carroll, 2016). While CSR models provide a theoretical structure for responsible behaviour, their effectiveness depends on how they are implemented in practice.
Furthermore, the Volkswagen case illustrates that CSR failure is not always due to a lack of policies, but rather a failure in execution. Many large organisations, including Volkswagen, have formal CSR policies and sustainability commitments. However, these policies are ineffective if they are not supported by genuine ethical behaviour within the organisation.
This suggests that CSR must be embedded into organisational culture and decision-making processes rather than treated as a separate or symbolic function. Without this integration, companies risk creating a gap between their public image and actual behaviour, which can lead to significant reputational damage.

[bookmark: _Toc749928988]4.2.2 CSR as a Marketing Tool vs Reality 
A key issue identified in CSR literature is the use of CSR as a marketing tool rather than a genuine commitment to ethical behaviour. This phenomenon is often referred to as “greenwashing,” where organisations promote an environmentally responsible image while engaging in practices that contradict these claims.
The Volkswagen AG case provides a clear example of this issue. Prior to the emissions scandal, Volkswagen invested heavily in marketing its diesel vehicles as environmentally friendly, using terms such as “clean diesel” to attract environmentally conscious consumers. These marketing strategies were designed to position the company as a leader in sustainability within the automotive industry.
However, the discovery of emissions manipulation revealed a significant gap between Volkswagen’s public image and its actual practices. This contradiction created a perception of hypocrisy, which is particularly damaging to corporate reputation. Customers who trusted the company’s environmental claims felt deceived, leading to a loss of credibility and trust.
From a theoretical perspective, this supports the argument that CSR must be authentic in order to be effective (Carroll, 2016). When organisations use CSR primarily for branding purposes without aligning it with actual behaviour, it can lead to negative outcomes. Rather than enhancing reputation, such practices can increase reputational risk.
Additionally, this case highlights the importance of transparency in CSR. Stakeholders expect organisations to provide accurate and honest information about their operations. When companies fail to meet these expectations, it can lead to a breakdown of trust and damage to stakeholder relationships (Coombs, 2015).
The Volkswagen case therefore demonstrates that CSR cannot be treated as a superficial strategy. Instead, it must be integrated into all aspects of organisational behaviour. Companies that fail to align their actions with their CSR commitments risk undermining their credibility and losing stakeholder trust.

[bookmark: _Toc205505269]4.2.3 Organisational Drivers of CSR Failure 
To fully understand the CSR failure in the Volkswagen case, it is necessary to examine the organisational factors that contributed to unethical behaviour. As discussed in Chapter 2, corporate misconduct is often influenced by organisational culture, leadership behaviour and performance pressure.
One of the key factors in the Volkswagen case was the company’s strategic ambition to become the world’s leading automotive manufacturer. This objective created significant internal pressure to achieve high performance targets, particularly in relation to engine efficiency and emissions standards.
Research suggests that such pressure can lead to unethical decision-making, as employees may feel compelled to meet targets regardless of the methods used (Treviño and Nelson, 2017). In this context, the use of emissions manipulation software can be seen as a response to conflicting demands between performance expectations and regulatory requirements.
Organisational structure also played an important role. Volkswagen has been described as having a highly hierarchical structure, with decision-making authority concentrated among senior management. In such environments, employees may feel unable to challenge decisions or report unethical practices.
According to organisational culture theory, cultures that emphasise authority, control and performance can discourage open communication and ethical decision-making (Schein, 2017). This may create conditions in which unethical practices can develop and persist over time.
Furthermore, leadership behaviour is critical in shaping organisational culture. If leaders prioritise performance outcomes over ethical considerations, employees may interpret this as a signal that unethical behaviour is acceptable. This aligns with ethical leadership theory, which emphasises the role of leaders in setting ethical standards within organisations (Treviño and Nelson, 2017).
The Volkswagen case therefore highlights that CSR failure is not simply the result of individual actions, but rather a reflection of broader organisational issues. This reinforces the importance of strong leadership, ethical culture and effective governance in preventing corporate misconduct.
[bookmark: _Toc1550753541]4.3.2 customer trust
Customer trust is a fundamental element of successful business relationships and plays a particularly critical role in the automotive industry. As discussed in Chapter 2, trust is defined as the willingness of customers to rely on an organisation based on the belief that it will act honestly and fulfil its promises (Morgan and Hunt, 1994). In industries where products involve safety, environmental impact and high financial investment, such as automotive manufacturing, trust becomes even more significant.
Customers purchasing vehicles rely heavily on manufacturers to provide accurate information regarding performance, safety standards and environmental impact. Unlike low-cost consumer goods, vehicles represent long-term investments, meaning that trust is essential in influencing purchasing decisions and maintaining customer relationships over time (Kotler and Keller, 2016).
Prior to the Volkswagen emissions scandal, Volkswagen AG had established a strong reputation for reliability and environmental responsibility. This reputation contributed to high levels of customer trust, which in turn supported brand loyalty and long-term customer engagement.
However, the exposure of emissions manipulation significantly undermined this trust. Customers who believed they were purchasing environmentally friendly vehicles were confronted with evidence that the company had deliberately misled them. This represents a serious breach of trust, as the organisation failed to meet customer expectations of honesty and transparency.

[bookmark: _Toc1583912012]4.3.3 Trust Breakdown as a Result of Ethical Misconduct
The breakdown of customer trust in the Volkswagen case can be directly linked to the ethical failures discussed in Section 4.2. As identified in the literature, trust is built on three key factors: integrity, reliability and transparency (Morgan and Hunt, 1994). When any of these elements are compromised, trust is likely to decline.
In this case, Volkswagen’s actions involved deliberate deception rather than an unintentional error. This distinction is critical, as intentional misconduct has a far greater impact on trust than accidental failures. Customers are more likely to forgive mistakes that result from technical issues, but deliberate dishonesty significantly damages perceptions of integrity.
The use of defeat device software allowed Volkswagen to manipulate emissions results during testing, creating a false impression of compliance with environmental standards. This behaviour not only violated regulatory requirements but also misled customers, who made purchasing decisions based on inaccurate information (Hotten, 2015).
From a theoretical perspective, this aligns with trust theory, which suggests that trust is highly dependent on perceived integrity (Morgan and Hunt, 1994). Once customers perceive that an organisation lacks integrity, their willingness to rely on that organisation decreases significantly.
Furthermore, the scale of the scandal amplified its impact on trust. Millions of vehicles were affected, indicating that the issue was not isolated but systemic. This reinforced the perception that unethical behaviour was embedded within the organisation rather than being the result of individual actions.
The Volkswagen case therefore demonstrates how ethical misconduct can lead to a rapid and widespread breakdown of customer trust.

[bookmark: _Toc1187304967]4.3.4 Impact of Trust Loss on Customer Behaviour
The loss of customer trust has significant implications for consumer behaviour and organisational performance. As discussed in Chapter 2, trust is closely linked to purchasing decisions, customer satisfaction and long-term relationships (Kotler and Keller, 2016).
In the case of Volkswagen AG, the breakdown of trust likely influenced customer behaviour in several ways. Firstly, customers may have become less willing to purchase Volkswagen vehicles in the future. When trust is compromised, customers are more likely to seek alternatives that they perceive as more reliable and ethical.
Secondly, the loss of trust can lead to negative word-of-mouth, which can further damage the company’s reputation. In the digital age, customer opinions are easily shared through social media and online platforms, amplifying the impact of negative experiences. This can influence potential customers and reduce demand for the company’s products (Coombs, 2015).
Thirdly, trust loss can reduce customer satisfaction, even among existing customers who continue to use Volkswagen vehicles. Customers who feel deceived may experience dissatisfaction, which can weaken their relationship with the brand and reduce the likelihood of repeat purchases.
In addition, the scandal may have influenced customer perceptions of the wider automotive industry. When a major manufacturer is involved in unethical practices, it can create uncertainty and scepticism among consumers, leading them to question the credibility of other companies.
This demonstrates that the impact of trust loss extends beyond immediate financial consequences and can have long-term implications for both the organisation and the industry as a whole.

[bookmark: _Toc1556911397]4.3.5 Challenges in Rebuilding Customer Trust
Rebuilding customer trust after a major ethical failure is a complex and long-term process. As highlighted in Chapter 2, trust is difficult to restore once it has been damaged, particularly when the breach involves deliberate deception (Coombs, 2015).
In response to the scandal, Volkswagen AG implemented several measures aimed at restoring trust, including public apologies, compensation for affected customers and efforts to improve transparency. While these actions are important, they may not be sufficient to fully rebuild trust.
One of the main challenges in restoring trust is overcoming negative perceptions. Once customers associate a brand with dishonesty, it can take significant time and effort to change that perception. This is particularly true in cases where the misconduct has received extensive media coverage.
Furthermore, rebuilding trust requires consistent ethical behaviour over time. Companies must demonstrate that they have learned from their mistakes and implemented meaningful changes. This involves not only improving compliance systems but also addressing underlying organisational issues such as culture and leadership.
Another challenge is that some customers may never regain trust in the company. In such cases, the damage to customer relationships may be permanent. This highlights the importance of preventing ethical failures rather than attempting to repair trust after the fact.

[bookmark: _Toc1472589086]4.3.5 Critical Link to Literature
The findings from the Volkswagen case strongly support the theoretical arguments presented in Chapter 2 regarding customer trust. Trust theory suggests that trust is built on honesty, reliability and integrity, and that unethical behaviour can lead to a rapid decline in trust (Morgan and Hunt, 1994).
The Volkswagen scandal provides clear evidence of this relationship. The company’s deliberate deception undermined its credibility and resulted in a breakdown of trust among customers and stakeholders (Hotten, 2015).
Additionally, the case supports the argument that CSR plays a critical role in building trust. As discussed in the literature, CSR initiatives can enhance trust when they are genuine, but can damage trust when they are perceived as misleading (Carroll, 2016).
This suggests that organisations must prioritise ethical behaviour and transparency in order to maintain trust. CSR should not be treated as a superficial strategy, but as a core component of organisational operations.
Overall, the analysis demonstrates that customer trust is a critical asset for organisations, and its loss can have significant consequences for long-term success.
[bookmark: _Toc692481678]4.4 Impact on Brand Loyalty
[bookmark: _Toc1484351416]4.4.1 The Relationship Between Trust and Brand Loyalty
Brand loyalty is a critical factor in long-term business success and is closely linked to customer trust and satisfaction. As discussed in Chapter 2, brand loyalty refers to the extent to which customers remain committed to a particular brand over time, often demonstrated through repeat purchases and positive word-of-mouth (Kotler and Keller, 2016).
Trust is a key driver of loyalty, as customers are more likely to remain loyal to brands they perceive as reliable and ethical (Morgan and Hunt, 1994). When trust is established, it creates a strong emotional connection between customers and the brand, which enhances long-term relationships.
In the case of Volkswagen AG, brand loyalty had been historically strong due to its reputation for quality, engineering and reliability. However, the Volkswagen emissions scandal significantly disrupted this relationship by undermining customer trust.

[bookmark: _Toc188078503]4.4.2 Decline in Brand Loyalty Following the Scandal
The emissions scandal had a direct impact on Volkswagen’s brand loyalty, primarily due to the loss of trust discussed in Section 4.3. When customers feel deceived, their emotional connection to the brand is weakened, making them more likely to consider alternative options.
The scandal changed customer perceptions of Volkswagen, shifting its image from a reliable and environmentally responsible company to one associated with unethical behaviour. This shift in perception is critical, as brand image plays a significant role in influencing customer loyalty (Kotler and Keller, 2016).
Furthermore, negative media coverage amplified the reputational damage, reinforcing the perception of misconduct. As a result, customers may have questioned the credibility of the brand and reconsidered their purchasing decisions.
This aligns with existing literature, which suggests that unethical behaviour can lead to a decline in brand loyalty and increased customer switching (Morgan and Hunt, 1994). In competitive industries such as automotive manufacturing, this can have significant long-term consequences for market share and profitability.

[bookmark: _Toc90867776]4.4.3 Emotional and Behavioural Loyalty
Brand loyalty can be divided into two key dimensions: emotional loyalty and behavioural loyalty. Emotional loyalty refers to the psychological attachment customers have to a brand, while behavioural loyalty refers to actual purchasing behaviour.
The Volkswagen case illustrates how both dimensions of loyalty can be affected by ethical failure. The scandal had an immediate impact on emotional loyalty, as customers experienced feelings of disappointment, frustration and betrayal. These emotional responses are particularly important, as they influence long-term attitudes towards the brand.
Behavioural loyalty, however, may not change immediately. Some customers may continue purchasing Volkswagen vehicles due to factors such as price, product availability or lack of alternatives. However, over time, a decline in emotional loyalty is likely to lead to changes in purchasing behaviour.
This distinction highlights the complexity of brand loyalty and suggests that the impact of ethical failure may evolve over time. While immediate effects may be visible in customer attitudes, long-term effects are more likely to be reflected in purchasing patterns.

[bookmark: _Toc862653423]4.4.4 Long-Term Impact on Brand Equity and Competitiveness
Brand loyalty is a key component of brand equity, which refers to the overall value of a brand in the marketplace. Strong brand equity is associated with positive customer perceptions, high levels of trust and long-term profitability.
The Volkswagen scandal had a significant impact on the company’s brand equity by weakening trust and loyalty. This made the brand more vulnerable to competition, as customers may have been more willing to consider alternative manufacturers.
Competitors can benefit from such situations by positioning themselves as more ethical and environmentally responsible. This can lead to shifts in market share and increased competition within the industry.
However, it is important to critically evaluate the extent of this impact. While the scandal caused immediate damage, Volkswagen has taken steps to recover its brand image, including investing in electric vehicles and sustainability initiatives. These efforts may help to rebuild brand equity over time.
This suggests that while ethical failure can damage brand loyalty, recovery is possible if organisations demonstrate a genuine commitment to change.

[bookmark: _Toc928417000]4.4.5 Critical Link to Literature
The analysis of Volkswagen’s brand loyalty strongly supports the theoretical framework presented in Chapter 2. The literature suggests that brand loyalty is closely linked to trust and ethical behaviour, and the Volkswagen case provides clear evidence of this relationship.
The decline in loyalty following the scandal demonstrates how ethical failure can disrupt customer relationships and weaken brand equity (Morgan and Hunt, 1994). This supports the argument that CSR and ethical practices are essential for maintaining long-term customer loyalty (Carroll, 2016).
Furthermore, the distinction between emotional and behavioural loyalty provides a deeper understanding of how customers respond to corporate misconduct. Emotional responses may occur immediately, while behavioural changes may develop over time.
Overall, the case highlights the importance of aligning organisational behaviour with ethical values in order to maintain strong customer relationships.

[bookmark: _Toc220340821]4.5 Solutions and Recommendations
[bookmark: _Toc1762242156]4.5.1 Strengthening CSR Integration
One of the key lessons from the Volkswagen case is the need to integrate CSR into core business operations. Organisations must ensure that CSR is not treated as a marketing tool but as a fundamental part of decision-making processes (Carroll, 2016).
This requires the development of clear CSR strategies, measurable sustainability goals and transparent reporting mechanisms. By aligning business practices with CSR commitments, organisations can build credibility and reduce the risk of ethical failure.

[bookmark: _Toc1350540812]4.5.2 Promoting Ethical Leadership and Culture
Ethical leadership plays a critical role in shaping organisational behaviour. Leaders must promote values such as integrity, transparency and accountability (Treviño and Nelson, 2017).
Organisations should also create a culture that encourages ethical decision-making and open communication. Employees should feel comfortable reporting unethical practices without fear of retaliation. This can help to prevent misconduct and improve organisational performance.

[bookmark: _Toc1230796416]4.5.3 Enhancing Transparency and Accountability
Transparency and accountability are essential for rebuilding trust. Organisations must provide accurate and honest information to stakeholders and take responsibility for their actions (Coombs, 2015).
In the case of Volkswagen, improving transparency in emissions reporting and compliance processes is critical for restoring credibility. Accountability measures, such as compensation and organisational reforms, also play an important role in rebuilding trust.

[bookmark: _Toc1600145720]4.5.4 Rebuilding Trust and Loyalty
Rebuilding trust and loyalty requires consistent effort over time. Organisations must demonstrate that they have learned from past mistakes and implemented meaningful changes.
This includes improving product quality, enhancing customer communication and investing in sustainable technologies. For Volkswagen AG, the shift towards electric vehicles represents an attempt to reposition the brand and rebuild its reputation.
However, rebuilding trust is a long-term process, and some customers may never fully regain confidence in the brand. This highlights the importance of preventing ethical failures in the first place.

[bookmark: _Toc841251070]4.5.5 Critical Evaluation of Recommendations
While these recommendations provide a framework for improvement, their implementation may be challenging. Organisational change requires time, resources and commitment from leadership.
Additionally, external factors such as market competition and regulatory changes may influence the effectiveness of these strategies. Organisations must therefore adopt a flexible approach and continuously adapt to changing conditions.

[bookmark: _Toc1856551700]4.6 Chapter Summary
This chapter has provided a comprehensive analysis of the Volkswagen emissions scandal, focusing on corporate social responsibility, ethical failure, customer trust and brand loyalty. The findings demonstrate that the actions of Volkswagen AG represent a significant failure of CSR, driven by organisational pressures, leadership issues and weak governance structures (Crane and Matten, 2016).
The analysis shows that this failure resulted in a substantial loss of customer trust, which in turn had a negative impact on brand loyalty (Morgan and Hunt, 1994). These findings support the theoretical framework presented in Chapter 2, highlighting the importance of ethical behaviour and transparency in maintaining stakeholder relationships (Carroll, 2016).
Overall, the chapter emphasises that CSR is a critical component of sustainable business success. Organisations that fail to align their actions with ethical and social responsibilities risk significant long-term consequences for their reputation, customer relationships and competitive position.
[bookmark: _Toc273571739]4.7 Conclusion
This chapter has critically analysed the Volkswagen emissions scandal and its implications for corporate social responsibility (CSR), customer trust and brand loyalty within the automotive industry. The findings indicate that the actions of Volkswagen AG represent a significant failure of CSR, driven by ethical misconduct, organisational pressures and weaknesses in governance and leadership structures (Crane and Matten, 2016; Rhodes, 2016).
The analysis demonstrates that Volkswagen’s deliberate manipulation of emissions testing procedures constituted a clear violation of both legal and ethical responsibilities, supporting the argument that CSR frameworks can fail when organisations prioritise performance and competitive advantage over ethical considerations (Carroll, 2016). Furthermore, the case highlights the gap between corporate image and actual practices, reinforcing concerns that CSR may be used as a symbolic or marketing tool rather than a genuine commitment to responsible behaviour.
A key outcome of this failure was the significant loss of customer trust. As discussed throughout the chapter, trust is built on integrity, transparency and reliability, and can be rapidly damaged by unethical conduct (Morgan and Hunt, 1994). The Volkswagen scandal illustrates how deliberate deception can lead to a breakdown of trust at both individual and organisational levels, with long-term implications for customer relationships and stakeholder confidence (Coombs, 2015).
In addition, the loss of trust had a direct impact on brand loyalty. Customers who perceived the brand as dishonest were more likely to reconsider their purchasing decisions, supporting the theoretical relationship between trust and loyalty identified in Chapter 2 (Kotler and Keller, 2016). This demonstrates that ethical behaviour is a critical determinant of long-term customer commitment and brand strength.
Overall, this chapter highlights that CSR, trust and brand loyalty are closely interconnected. The Volkswagen case provides clear evidence that failures in CSR can have serious consequences for organisational reputation and customer relationships. It also emphasises the importance of integrating ethical practices into organisational culture and decision-making processes. These findings provide a foundation for the final chapter, which will present overall conclusions and recommendations.

[bookmark: _Toc186502077]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc997738396]5.1 Introduction
This chapter presents the overall conclusions of the study and provides recommendations based on the findings. The research aimed to critically examine how corporate social responsibility (CSR) failure and unethical corporate behaviour influence customer trust and brand loyalty within the automotive industry.
The chapter summarises the key findings from the analysis, evaluates how the research objectives have been achieved, and outlines practical recommendations for organisations. It also identifies limitations of the study and suggests areas for future research.

[bookmark: _Toc175097296]5.2 Summary of Key Findings
This study has demonstrated that corporate social responsibility plays a critical role in shaping organisational behaviour and stakeholder relationships. The findings indicate that CSR failure is closely linked to unethical corporate behaviour, particularly in situations where organisations prioritise performance targets and competitive advantage over ethical considerations (Carroll, 2016; Crane and Matten, 2016).
The research highlights that unethical behaviour is often influenced by internal organisational factors such as leadership, culture and performance pressure. In environments where ethical standards are not strongly embedded, employees may be more likely to engage in misconduct in order to meet organisational objectives (Treviño and Nelson, 2017).
A key finding of this study is the significant impact of unethical behaviour on customer trust. Trust is built on perceptions of integrity, transparency and reliability, and can be rapidly damaged when organisations engage in deceptive practices (Morgan and Hunt, 1994). The analysis shows that once trust is broken, it becomes difficult to restore, requiring long-term commitment and consistent ethical behaviour (Coombs, 2015).
Furthermore, the research demonstrates that customer trust is directly linked to brand loyalty. When trust declines, customers are more likely to reconsider their relationship with the brand and explore alternative options. This supports existing literature, which identifies trust as a key determinant of customer loyalty and long-term engagement (Kotler and Keller, 2016).
Overall, the findings confirm that CSR, ethical behaviour, trust and brand loyalty are closely interconnected, and that failures in CSR can have significant long-term consequences for organisational performance. 

[bookmark: _Toc1633331272]5.3 Achievement of Research Objectives
The research successfully achieved its objectives. Firstly, it examined the concept of corporate social responsibility and its importance in modern business. The study demonstrated that CSR is essential for ensuring ethical behaviour and maintaining stakeholder relationships.
Secondly, the research critically analysed the role of ethical failures in corporate misconduct, highlighting the influence of organisational culture and leadership.
Thirdly, the study evaluated the impact of unethical behaviour on customer trust, showing that trust is highly sensitive to ethical issues and can be quickly damaged.
Fourthly, the research assessed the relationship between trust and brand loyalty, confirming that trust is a key factor in maintaining long-term customer commitment.
Finally, the study proposed practical recommendations for improving CSR practices and rebuilding trust, contributing to both academic knowledge and managerial practice.

[bookmark: _Toc1954620724]5.4 Recommendations
Based on the findings of this study, several recommendations can be made for organisations seeking to improve CSR and maintain strong customer relationships.
[bookmark: _Toc599400402]5.4.1 Integrating CSR into Core Strategy
Organisations should ensure that CSR is embedded into their core business strategies rather than treated as a separate or marketing-driven activity. CSR must be aligned with organisational values and operations to maintain credibility (Carroll, 2016).
[bookmark: _Toc1365778320]5.4.2 Strengthening Ethical Leadership
Leaders play a crucial role in shaping organisational culture. Companies should promote ethical leadership that emphasises integrity, accountability and transparency (Treviño and Nelson, 2017).
[bookmark: _Toc1342105503]5.4.3 Enhancing Transparency and Communication
Organisations should provide clear, accurate and honest information to stakeholders. Transparency is essential for building and maintaining trust (Coombs, 2015).
[bookmark: _Toc1146301031]5.4.4 Improving Governance and Compliance
Strong governance structures and compliance systems are necessary to prevent unethical behaviour. Organisations should implement effective monitoring and reporting mechanisms (Crane and Matten, 2016).
[bookmark: _Toc887004043]5.4.5 Rebuilding Customer Trust and Loyalty
Rebuilding trust requires consistent ethical behaviour over time. Organisations should focus on improving customer engagement, addressing concerns and demonstrating accountability (Morgan and Hunt, 1994).

[bookmark: _Toc566063625]5.5 Limitations of the Study
This research has several limitations. Firstly, it is based on secondary data, which may not provide a complete understanding of internal organisational processes. Secondly, the study focuses on a single industry context, which may limit the generalisability of the findings.
Despite these limitations, the research provides valuable insights into the relationship between CSR, ethics, trust and loyalty.

[bookmark: _Toc1011069154]5.6 Suggestions for Future Research
Future research could explore similar issues across different industries in order to identify broader patterns of CSR failure and its impact. Additionally, primary research methods such as surveys or interviews could provide deeper insights into customer perceptions and organisational behaviour.
[bookmark: _Toc2132299426]5.7 Additional information
In addition to the key findings, this research highlights the broader implications of corporate social responsibility within highly competitive and regulated industries. Organisations are increasingly operating in environments where stakeholders, including customers, regulators and investors, demand higher levels of transparency and accountability. As a result, CSR is no longer optional but a strategic necessity for maintaining legitimacy and long-term sustainability (Carroll, 2016).
The findings of this study also suggest that CSR failure can have a ripple effect beyond immediate organisational consequences. Unethical behaviour not only damages internal operations but can also influence wider industry perceptions, leading to increased scrutiny and stricter regulatory requirements. This reinforces the importance of proactive CSR strategies that prioritise ethical conduct and stakeholder engagement (Crane and Matten, 2016).
Furthermore, the relationship between trust and loyalty identified in this research highlights the importance of maintaining consistent ethical standards over time. Trust is not built through isolated actions but through continuous demonstration of integrity and transparency (Morgan and Hunt, 1994). Once trust is compromised, organisations face significant challenges in restoring stakeholder confidence, often requiring substantial investment in communication, governance and operational changes (Coombs, 2015).
From a managerial perspective, this research emphasises the need for organisations to adopt a long-term approach to CSR. Rather than focusing on short-term performance gains, companies should prioritise sustainable practices that align with stakeholder expectations. This includes integrating ethical considerations into strategic decision-making processes and ensuring that all levels of the organisation are committed to responsible behaviour (Treviño and Nelson, 2017).
Overall, these insights reinforce the argument that CSR, ethical behaviour and trust are fundamental components of organisational success. Companies that fail to recognise this interconnected relationship risk not only reputational damage but also long-term decline in competitiveness and customer loyalty.


[bookmark: _Toc365673240]5.8 Final Conclusion
In conclusion, this study highlights the critical importance of corporate social responsibility and ethical behaviour in maintaining customer trust and brand loyalty. Organisations that fail to align their actions with their CSR commitments risk significant reputational damage and long-term loss of customer relationships.
The findings emphasise that CSR should be viewed as a fundamental component of business strategy rather than a marketing tool. By embedding ethical practices into organisational culture and decision-making, companies can build trust, strengthen customer relationships and achieve sustainable long-term success.


[bookmark: _Toc1834741852]REFLECTIVE STATEMENT (GIBBS’ REFLECTIVE CYCLE)
Introduction
This reflective statement applies Gibbs' Reflective Cycle to evaluate the process of completing this dissertation. The model consists of six stages: description, feelings, evaluation, analysis, conclusion and action plan. It provides a structured approach to reflecting on learning and personal development.

Description
This dissertation focused on examining corporate social responsibility (CSR), unethical corporate behaviour, customer trust and brand loyalty within the automotive industry. The research involved conducting secondary data analysis, reviewing academic literature and applying theoretical concepts to a real-world case.
The process included developing research questions, conducting a literature review, designing a methodology using the research onion framework, and analysing findings in relation to key theories. The project required independent learning, time management and critical thinking skills.

Feelings
At the beginning of the dissertation, I felt uncertain about structuring a large academic project and applying theoretical concepts effectively. The scale of the work and the requirement for academic referencing were initially challenging.
However, as the research progressed, my confidence improved. I became more comfortable with academic writing and developed a clearer understanding of CSR and its impact on business practices. Completing each chapter provided a sense of achievement and motivation to continue.

Evaluation
One of the strengths of this project was the ability to link theory to real-world situations. The use of established models, such as CSR frameworks and trust theory, helped to provide a strong academic foundation.
Additionally, the use of secondary data allowed access to a wide range of sources, improving the depth of analysis. However, one limitation was the reliance on existing data, which may not fully reflect internal organisational perspectives.
Time management was both a strength and a challenge. While deadlines were generally met, some sections required more time than initially planned, particularly the literature review and analysis chapters.

Analysis
This project demonstrated the importance of critical thinking and the ability to evaluate different perspectives. Applying theory to practice required more than simply describing concepts; it involved analysing how and why organisational behaviour occurs.
The use of models such as CSR theory and trust frameworks helped to structure the analysis and support arguments. However, the process also highlighted the complexity of real-world business issues, where multiple factors influence outcomes.
The experience also emphasised the importance of academic skills such as referencing, structuring arguments and maintaining a formal writing style. These skills are essential for producing high-quality academic work.

Conclusion
Overall, this dissertation has been a valuable learning experience that has improved both academic and personal skills. It has enhanced my understanding of corporate responsibility, ethical decision-making and their impact on business performance.
The project also developed my ability to conduct independent research, manage time effectively and critically evaluate information. While there were challenges, these contributed to my overall learning and development.

Action Plan
For future academic work, I would aim to improve time management by starting earlier and allocating more time to complex sections such as analysis. I would also seek to further develop my critical writing skills by engaging with a wider range of academic sources.
Additionally, I would consider using primary research methods, such as surveys or interviews, to gain deeper insights into organisational behaviour and customer perceptions.
Overall, this experience has provided a strong foundation for future academic and professional development.
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(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	  ☒ 
	NO
	  ☐ 

	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	  ☐ 
	

	
	
	Institute Research Committee
	  ☐ 
	

	
	
	Other (write in)

	  ☒ 
	19.03.2026



SECTION C:  Internal and External Ethical Guidance Materials
	
	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 add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	  ☒ 

	2
	UWTSD Research Data Management Policy
	  ☒ 

	3
	[List any other relevant documents here]
	  ☐ 



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
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	  ☐ 
	NO
	  ☒ 

	5
	Are you in receipt of a KESS scholarship?
	YES
	  ☐ 
	NO
	  ☒ 

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	  ☐ 
	NO
	  ☒ 

	7
	
	Employed
	YES
	  ☐ 
	NO
	  ☒ 

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	  ☐ 
	NO
	  ☒ 

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	  ☐ 
	NO
	  ☒ 




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	  ☐ 
	NO
	  ☒ 

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Corporate Social Responsibility and Ethical Failure in the Automotive Industry: The Impact of the Volkswagen Emissions Scandal on Customer Trust and Brand Loyalty


	2
	Proposed start date:
	26.02.2026
	Proposed end date:
	01.05.2026

	
	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. 

	3
	Purpose of Research Activity
The purpose of this research is to examine the role of corporate social responsibility (CSR) and ethical behaviour in shaping customer trust and brand loyalty within the automotive industry. In today’s business environment, organisations are increasingly expected to operate transparently and responsibly, as stakeholders place greater importance on ethical conduct and sustainability.
This study aims to explore how failures in CSR can lead to unethical corporate behaviour and negatively influence customer perceptions. In particular, it investigates the relationship between ethical misconduct, loss of trust and the subsequent decline in brand loyalty. By analysing these connections, the research seeks to provide a deeper understanding of how organisational actions impact long-term customer relationships and business performance.
Additionally, the research offers practical insights for organisations by highlighting the importance of integrating CSR into core business strategies. It emphasises that maintaining ethical standards is essential not only for regulatory compliance but also for building trust, enhancing reputation and achieving sustainable competitive advantage


(this box should expand as you type)

	4
	Research Question 

1. This study aims to answer the following research questions:
2. How does corporate social responsibility (CSR) failure contribute to corporate scandals?
3. What role does unethical corporate behaviour play in organisational decision-making?
4. How does unethical behaviour affect customer trust?
5. What impact does the loss of customer trust have on brand loyalty?




	5
	Aims of Research Activity
The aim of this research is to critically examine how corporate social responsibility (CSR) failure and unethical corporate behaviour influence customer trust and brand loyalty within the automotive industry.


(this box should expand as you type)

	6
	Objectives of Research Activity

1. To examine the concept of corporate social responsibility and its importance in modern business.
2. To critically analyse how ethical failures contribute to corporate misconduct within organisations.
3. To evaluate the impact of CSR failure on customer trust.
4. To assess how unethical behaviour influences brand loyalty in the automotive industry.
5. To propose recommendations for improving CSR practices and restoring customer trust.



(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.

	7
	This study explores the relationship between corporate social responsibility (CSR), unethical corporate behaviour, customer trust and brand loyalty within the automotive industry. The main aim is to understand how failures in CSR can lead to unethical practices and how these actions affect customer perceptions and long-term business performance.
The research adopts a qualitative approach based on secondary data, including academic literature, industry reports and real-world case analysis. Key concepts such as CSR, business ethics, trust and brand loyalty are examined to build a clear understanding of how they are interconnected.
The findings reveal that CSR failure is often associated with unethical corporate behaviour, particularly in organisations facing strong performance pressure and competitive environments. When companies act unethically or fail to meet their social responsibilities, customer trust is significantly reduced. This loss of trust directly impacts brand loyalty, as customers become less committed and more likely to switch to alternative brands.
The study also highlights that trust is a crucial factor in maintaining long-term customer relationships. Once trust is broken, it is difficult to rebuild and requires consistent ethical behaviour, transparency and accountability. In addition, the research emphasises that CSR should be integrated into core business strategies rather than treated as a marketing tool.
Overall, the study demonstrates that CSR, ethical behaviour, customer trust and brand loyalty are closely linked. Organisations that fail to align their actions with ethical standards risk damaging their reputation and losing customer confidence. The findings provide valuable insights for businesses, highlighting the importance of responsible practices in achieving sustainable success

(this box should expand as you type)

	
	Location of research activity
Identify all locations where research activity will take place.

	8
	London uk

(this box 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
	no


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	  ☒ 

	
	
	YES
	  ☐ 

	11
	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.



(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 2015?
	
YES
	
NO

	12
	A prosperous Wales
	  ☐ 
	  ☒ 

	13
	A resilient Wales
	  ☐ 
	  ☒ 

	14
	A healthier Wales
	  ☐ 
	  ☒ 

	15
	A more equal Wales
	  ☐ 
	  ☒ 

	16
	A Wales of cohesive communities
	  ☐ 
	  ☒ 

	17
	A Wales of vibrant culture and thriving Welsh language
	  ☐ 
	  ☒ 

	18
	A globally responsible Wales
	  ☐ 
	  ☒ 

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	  ☐ 
	  ☒ 

	2
	Use of interviews?
	  ☐ 
	  ☒ 

	3
	Use of focus groups?
	  ☐ 
	  ☒ 

	4
	Use of participant diaries? 
	  ☐ 
	  ☒ 

	5
	Use of video or audio recording?
	  ☐ 
	  ☒ 

	6
	Use of computer-generated log files?
	  ☐ 
	  ☒ 

	7
	Participant observation with their knowledge?
	  ☐ 
	  ☒ 

	8
	Participant observation without their knowledge?
	  ☐ 
	  ☒ 

	9
	Access to personal or confidential information without the participants’ specific consent?
	  ☐ 
	  ☒ 

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	  ☐ 
	  ☒ 

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	  ☐ 
	  ☒ 

	12
	Investigation of participants involved in illegal activities?
	  ☐ 
	  ☒ 

	13
	Use of procedures that involve deception?
	  ☐ 
	  ☒ 

	14
	Administration of any substance, agent or placebo?
	  ☐ 
	  ☒ 

	15
	Working with live vertebrate animals?
	  ☐ 
	  ☒ 

	16
	Procedures that may have a negative impact on the environment?
	  ☐ 
	  ☒ 

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	  ☐ 
	  ☒ 

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO 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?
	  ☐ 
	  ☒ 

	2
	Adults (over the age of 18 and competent to give consent)?
	  ☐ 
	  ☒ 

	3
	Vulnerable adults?
	  ☐ 
	  ☒ 

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	  ☐ 
	  ☒ 

	5
	Prisoners?
	  ☐ 
	  ☒ 

	6
	Young offenders?
	  ☐ 
	  ☒ 

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	  ☐ 
	  ☒ 

	8
	People engaged in illegal activities?
	  ☐ 
	  ☒ 

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	  ☐ 
	  ☒ 

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	
N/A
 Secondary research 

(this box should expand as you type)

	11
	Who will the participants be?

	

N/A

(this box should expand as you type)

	12
	How will you identify the participants?
	

N/A

(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 advance, so that they are informed about what to expect?
	  ☐ 
	  ☐ 
	  ☒ 

	14
	Will you tell participants that their participation is voluntary?
	  ☐ 
	  ☐ 
	  ☒ 

	15
	Will you obtain written consent for participation?
	  ☐ 
	  ☐ 
	  ☒ 

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	  ☐ 
	  ☐ 
	  ☒ 

	17
	If the research is observational, will you ask participants for their consent to being observed?
	  ☐ 
	  ☐ 
	  ☒ 

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	  ☐ 
	  ☐ 
	  ☒ 

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	  ☐ 
	  ☐ 
	  ☒ 

	20
	Will you tell participants that their data will be treated with full 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 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?
	  ☐ 
	  ☒ 
	  ☐ 

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	  ☐ 
	  ☒ 
	  ☐ 

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	  ☐ 
	  ☒ 
	  ☐ 

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	[bookmark: _Toc59481800]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.  

	[bookmark: _Toc1828609528]1
	[bookmark: _Toc41740173]Full risk assessment completed and appended? 
	[bookmark: _Toc1328592385]Yes 
	  ☒ 

	
	
	[bookmark: _Toc1618411939]No
	  ☐ 

	2
	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:

N/A
(this box should expand as you type)
	How you will mitigate the risk to participants:


N/A
(this box should expand as you type)

	3
	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 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

	
	
N/A

(this box should expand as you type)

	4
	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:
N/A


(this box should expand as you type)
	How you will mitigate the risk to the investigator:
N/A


(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
1. Reputational Damage
2. Financial Loss



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

N/A

(this box should expand as you type)
	How you will mitigate the risk to environment:

N/A

(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	  ☐ 
	  ☒ 
	  ☐ 

	8
	If YES, please give the certificate number. If the certificate number is not 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


(this box should expand as you type)

	2
	Informed 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.

	
	N/A


(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. 

	
	
N/A

(this box should expand as you type)



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 “DPA”)?
	YES
	NO

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

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

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	X☐

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

	4
	


(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	  ☐ 
	  ☒ 

	6
	University computers?
	  ☒ 
	  ☐ 

	7
	Private company computers?
	  ☐ 
	  ☒ 

	8
	Home or other personal computers?
	  ☒ 
	  ☐ 

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	  ☒ 
	  ☐ 

	10
	“Cloud” storage or websites?
	  ☒ 
	  ☐ 

	11
	Other – specify:

	  ☐ 
	  ☒ 

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

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	  ☐ 
	  ☒ 

	14
	Sharing of data with others at the University outside of the immediate research team?
	  ☐ 
	  ☒ 

	15
	Sharing of data with other organisations?
	  ☐ 
	  ☒ 

	16
	Export of data outside the UK or importing of data from outside the UK?
	  ☐ 
	  ☒ 

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	  ☐ 
	  ☒ 

	18
	Publication of data that might allow identification of individuals?
	  ☐ 
	  ☒ 

	19
	Use of data management system?
	  ☐ 
	  ☒ 

	20
	Data archiving?
	  ☐ 
	  ☒ 

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

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

	
	


(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	  ☒ 

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




SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I 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 I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Armands Putersevics
	Date:26.02.2026




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Jean Wang
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	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:
	  ☒ 
	I have read the guidance notes supplied before completing the form.

	  ☒ 
	I have completed ALL RELEVANT sections of the form in full.

	  ☒ 
	I confirm that the research activity has received approval in principle

	  ☒ 
	I have attached a copy of final/interim approval from external organisation (where appropriate)

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

	  ☒ 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	  ☒ 
	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 ONLY
Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).


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


	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.
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