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Abstract
This thesis was undertaken in part fulfilment of an undergraduate degree in BA Marketing Management. The researcher has used various data which includes primary and secondary which has been analysed. The data collected has included consumer motivation and purchase decisions which impact people making a purchase of a luxury fashion product. 
A literature review on consumer motivation, marketing and purchase decisions was undertaken by the researcher. The author was then able to study how consumer motivation and purchase decisions affect customers buying luxury fashion products. 
The literature review findings were taken into consideration when constructing the primary research for this dissertation. An online questionnaire was distributed to 82 participants, mostly to social media users who have an interest in the area of study. 
The findings were as follows: Quality and Design was the main factor that would affect the consumer motivation with emotions running high when making the decision to go through with the purchases.
The study also revealed that 50% of respondents are not affected by the marketing tools that luxury brands use, with the celebrity endorsements having no effect on 52.4% of the participants. 
Lastly, the researcher found that although the quality and design was the most popular answer for consumer motivation, it implied that there is a correlation between emotion and purchase decisions. 
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[bookmark: _Toc41848250]Chapter 1
[bookmark: _Toc41848251]1.0 Introduction
This thesis aims to analyse the effect of consumer motivation and purchase decisions when buying luxury fashion products. There have been previous studies on this theme, however, mostly with a focus on a generation or a geographical location such as China. There are few studies determine the consumer motivation and purchase decisions of luxury fashion customers which is what this dissertation will seek to address. 
[bookmark: _Toc41848252]1.1 Background
Consumer motivation involves a psychology that drives people to identify and purchase products or services that fulfil conscious and unconscious needs or desires (Brown-Wilson, 2019). Purchasing decisions are the thought processes that lead a consumer from identifying a need, generating options, and choosing a specific product or brand (Wharton University of Pennsylvania, 2011). 
Marketing has been developing since the early twentieth century and can be seen as one of the most broadly researched topics within the field of business (Hermans, 2019). It is defined by The Chartered Institute of Marketing as “The management process responsible for identifying, anticipating and satisfying customer requirements profitably.” (CIM, 2015) Marketing is critical to any organisation in today’s competitive market. This has been supported by Murphy (2018), though he argues that the increased usage of social media has altered organisational communication and is currently one of the most effective approaches for a luxury brand to promote their newest fashion line. Furthermore, social media is clearly becoming one of the most influential platforms effecting consumer motivation and purchase decisions for luxury brands. 
[bookmark: _Toc41848253]1.2 Rational
The researcher has identified a paucity in academic literature that covers an in depth understanding of consumer motivations and purchasing decisions when buying luxury fashion products. Studies have often highlighted how there are many factors that can affect a consumer’s motivation when purchasing products. 
There is limited academic literature on what can affect the motivations of consumers and whether the marketing from the brand as well as the social media endorsements actually have a direct effect on peoples purchase decisions. As a result, this thesis will aim to identify the main consumer motivation trends and purchase decisions when purchasing luxury fashion products. 
[bookmark: _Toc41848254]1.3 Aims and Objectives
The aim of this dissertation is to investigate consumer motivation behind purchasing decisions within the luxury fashion industry. The objectives are as follows:
1 To review a variety of marketing literature with specific focus on how consumer motivation affects purchase decisions of luxury fashion products. 
2 Develop research methods to enable the collection and analysis of data to support the research aim.
3 Synthesise primary and secondary research materials in order to fulfil the aim of the research.
4 Draw conclusions which are based on the discussion and offer recommendations for future research on this theme. 
[bookmark: _Toc41848255]
1.4 Research
The researcher will conduct an online survey using the platform Google Forms. The questionnaire will be distributed mainly to Millennials and Generation Z participants and those who use social media frequently. Using a survey method is seen as the appropriate data collection method for this thesis as the possibility of receiving a higher volume of participants is more likely. A questionnaire will allow the researcher to gain access to a higher number of participants that can demonstrate consumer motivations and explain their purchase decisions on luxury fashion items. 
The following chapter will examine previous academic literature concerning the chosen topic for this thesis and will further be used to support the research and results carried out in this thesis. 





[bookmark: _Toc41848256]Chapter 2
[bookmark: _Toc41848257]Literature Review
[bookmark: _Toc41848258]2.0 Chapter Overview
Chapter 2 will hold discussions of the key extant literature in relation to consumer motivation and purchase decisions of luxury fashion products. This will be carried out using a critical review of academic journals and other relevant articles to reinforce the discussion and develop a deeper knowledge of what motivates consumers to purchase high end fashion products. 
Luxury fashion has always been a major want for many people across the globe resulting in different buying motivations and there are now increased high end fashion purchases resulting in a number of sub categories (Dias, 2003). All of these aspects of motivation will be covered in depth and then applied to the research of purchase decisions of luxury fashion products. 
This chapter will address the following objective:
· To review a variety of marketing literature with specific focus on how consumer motivation affects purchase decisions of luxury fashion products. 


[bookmark: _Toc41848259]2.1 What is marketing?
Marketing is one of the most crucial sectors of a successful business when trying to sell a product or service. With this there are many different forms of marketing along with many definitions. Due to this, the following definition from Kotler will be used as the working definition for the basis of this thesis, Kotler (2010) stated from his marketing model that marketing is, 
“A social and managerial process whereby individuals and groups obtain what they need and want through creating and exchanging products and value with others” (Kotler, 2010)
Kotler clearly states within his definition that he sees marketing as a social process offering value through products or services in exchange of the consumers purchase. To this day, the ability to identify the value of products and services for an organisation’s consumer base has never been more important. (Narus, 1998)
With many definitions of marketing, the various ways in which marketing is portrayed can be seen through the different definitions. The American Marketing Association (AMA) have the following definition, 
“Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” (American Marketing Association, 2017)
The AMA’s definition holds the same factors as Kotler’s definition by creating value for the consumers as well as showing the communication side of things where this needs to be up to standard, so the consumers know exactly what type of value they are receiving. 
With these two definitions being similar, this shows that marketers have the same initial plan. 
Although marketing now has many sub categories to market to specific consumers the basics remain the same. These sub categories include, digital marketing and social media marketing as well as using segmentation, targeting, differentiation and positioning. These sub categories will be looked upon throughout this literature review. 
[bookmark: _Toc41848260]2.2 What Are Luxury Fashion Products?
From CNBC (2018), the luxury fashion sector is currently the highest performing within the top 100 global brands which also includes the automotive, financial, consumer-goods and technology industries. Coming from Vogue (2011), 
“Luxury is not easy to define. The high-quality and creative ready-to-wear is identified as a luxury symbol. And it is, of course, from a business and brand placement point of view, addressed to a high consumer range.” (Sozzani, 2011)
This piece from vogue shows that it is not just the products that are classed as luxury, the brand is the symbol of luxury. Examples of these growing luxury fashion brands include Gucci and Louis Vuitton, with the overall luxury fashion sectors growth increasing by a significant 42 percent from 2017 to 2018. The brand value of Gucci had the highest increase of any luxury fashion label on the entire list with a growth of 30 percent up to $12.9 billion. Nine luxury fashion brands were able to feature on the top 100 global brands list with a combined brand value of $105.8 billion with Louis Vuitton’s growth being the second highest in the industry, growing by 23 percent to $28.2 billion. (Handley, 2018)
One thing than cannot alter in terms of the luxury fashion industry is the definition of a luxury fashion product. Luxury can be identified in many ways and often varies from person to person, but from a product perspective luxury brands are often defined in terms of their, 
“exclusivity, premium prices, image and status which combine to make them more desirable for reasons other than function” (Moore, 2009)
In 2019 a major pivot took place in the luxury marketplace, Forbes (2018) described this as, 
“mega brands and start-ups start to rethink what luxury means to this highly coveted consumer.” (Falk, 2018)
This pivot was generated due to the luxury fashion industry growing at increased rates resulting in big brands competing for the top spot within the industry. Brands such as Prada, Gucci and Louis Vuitton have been locked in a growth battle for a number of years now. This is changing the luxury market due to the brands creating a new market environment. A great example of this is the Louis Vuitton and Supreme collaboration in 2017, which created a global frenzy. Since this collaboration luxury fashion has altered and has taken a step into the streetwear world with Off-White, Balenciaga and Fendi utilizing this change. (Lebeau, 2017) 
Gucci have been one of the leading luxury brands for many years now and have spoken out regarding the changes in their product lines for the 21st century by saying, 
“Under the new vision of creative director Alessandro Michele, the House has redefined luxury for the 21st century, further reinforcing its position as one of the world’s most desirable fashion houses. Eclectic, contemporary, romantic—Gucci products represent the pinnacle of Italian craftsmanship and are unsurpassed for their quality and attention to detail.” (Gucci, 2020)
By Gucci labelling their products as contemporary, they have shown that luxury items don’t all just fall under one category, it shows that it is more about the small details, the quality and the brand that the product has been crafted by. Gucci has also shown that they are ever changing with the trends and changes of luxury fashion by releasing new selections every few months which are up to date with the constant changing industry. 
[bookmark: _Toc41848261]2.3 Consumer Motivation 
Consumer motivation is a well-established topic area within the marketing world meaning it is a highly researched area. Therefore, there are a high number of definitions of this research concept. Due to this, the following working definition of consumer motivation will be used for the basis of this thesis. 
“motivations are the primary drivers of purchase decisions. Marketers need to understand the decision-making and purchasing process in order to champion relevant products, feature innovation and create effective marketing communications.” (Duggal, 2018)
This definition gives an insight to how marketeers need to be constantly evolving with their work, always prepared to change their strategies to comply with consumers everchanging motivations. 
[bookmark: _Toc41848262]2.4 The Marketing Mix
The marketing mix dates far back to 1964 and was created by Neil Borden. He identified 12 controllable marketing elements that would result in a profitable business operation when properly managed (Borden, 1964). Then also in the same year of 1964, Jerome McCarthy reduced the 12 elements down to just 4: Product, Price, Promotion and Place. (McCarthy, 1964) Coming on from the 1960’s, 3 more elements were added in by McCarthy which included, People, Process and Physical evidence (Ahmed, 1995). Within this literature review, there will be discussions into 3 of the elements which will be Product, Price and People.
The first element that will be discussed is Product, this refers to the item that is being sold. Luxury fashion brands have many products which are up for sale all exceeding the minimum level of performance required to be classed as a luxury product. If the brands such as Gucci and Dior were not to uphold their minimum level of performance the rest of the marketing mix wouldn’t be able to help (The Economic Times, N.D.). 
Luxury fashion brands don’t always contain the quality that many people desire when buying fashion items. Within the price of the products comes the fabrics and construction of the products that is generally higher than fast fashion. Although the quality is much better than cheaper clothes, consumers still pay a premium for the product due to prestige, expensive retail locations, wholesale margins and big marketing budgets (Cicic, 2009).
Gucci are well known for the high quality of their products due to the Italian heritage they possess. Starting out in 1921, Gucci was a brand of only luggage and small leather goods due to the Italian leather. Since then the brand has only grown due to its prestigious nature and the quality that the products are known for. With Gucci introducing fashion accessories, t-shirts, coats and shoes they have been able to show the quality and flawless designs throughout the world. Although a premium is still paid for the products, Italian leather is labelled of the highest quality, durable and very expensive which shows the production costs of the products are not cheap. (Flynn, 2019)
Price will be the next element of the marketing mix covered within this literature review. Price is probably the most important part of the marketing mix for many brands as they are all competing for the best value. This is different with luxury brands, their pricing strategy is created to make people think they are paying for more than just the products, they are paying for the experience and they join a community by purchasing the highly priced products (Ailawadi, 2001). 
Louis Vuitton are an example of a luxury brand using a pricing strategy with very high prices for their products. People want to spend the extremely high prices due to the name of the brand and the prestigious nature of the products and the name. This pricing strategy is known as value-based pricing due to the consumers perceiving the products as high value items, they are willing to pay the high amounts. Louis Vuitton pays very close attention to the details on the products and the materials used causing the cost price to increase. Since Louis Vuitton target elite and upper middle-class consumers, they apply the premium pricing policy to their products. They are able to charge these prices due to the brand being a major fashion statement in today’s fashion world. (Nagasawa, 2009)
The final element of the marketing mix that will be discussed within this literature review is people. All companies are reliant on people, the internal and external all play a massive role in how successful a company will perform. Having the right people is essential as they will have the same interests as you for the company (Judd, 1987).
An example of this within luxury fashion in the brand, Dior. The people are the ones who run the business, the employees are so valuable to Dior as they wouldn’t be the brand they are today without them. All the simple but time-consuming tasks that need to be completed will be completed by the employees meaning the other teams are able to focus on building the brand throughout the world. As well as the people within the business needing to perform they need to push the products to the correct consumer base. Dior venture out into a lot of markets within the fashion industry such as fragrances as well as eyewear, this shows they are wanting to make Dior accessible to many people who have an interest in the business (Riley, 2004). 
[bookmark: _Toc41848263]2.5 How consumers make purchase decisions
There are many different reasons for people to make their purchase decisions. These days buying a Louis Vuitton handbag, or a Balenciaga pair of trainers seems to be no more uncommon than buying a pair of shoes from Tesco. The physical appeal to luxury products is undeniable with softer leather, premium branding and comfier products all together. 
It is well known that there are many irrational people across the world when it comes to buying behaviour. Considering the enormous consumer debt American’s have, they clearly do not act upon their best financial interests (Davis, 2013). Luxury goods are a perfect example of how irrational people can be as a high-quality pair of trainers can be bought for £100 whereas people will still spend upwards of £500 for a branded pair. This is how much of the consumer economy is nowadays and will likely never change.
One reason for this is the ways we tend to observe the positive elements of branded products whilst ignoring all of the disadvantages. This is hugely beneficial to luxury brands as they are able to retain their consumer base by hiding the flaws of a product. Since some perceive non-luxury goods as inferior, they are quick to point out the negatives of those products, but they believe they pay the price for a much higher standard product which ultimately isn’t true most of the time (Hennigs, 2013). 
Low self-esteem is another major reason as to why consumers will purchase products from luxury brands that they are unable to afford (Weinberg, 1982). For the consumers who are living within institutionalised poverty or those living from pay check to pay check, a luxury product can go a long way for them by increasing self-esteem or by providing a sense of belonging.
Impulse buying also comes into the debate when discussing consumer purchasing decisions. With marketing departments within the current economy creating a need for luxury products with the increasing number of online shoppers, a $500 scarf is just a click away on sites such as Flannels. Luxury products are the ultimate retail therapy, and fortunately for luxury brands, the internet has made them easily accessible for impulse shopping (Weinberg, 1982).
The final purchase decision example that will be discussed is celebrities, these days they have all the power in the fashion industry and this example proves it. Burberry chose an unconventional route whilst promoting their clothing line when they hired Brooklyn Beckham to photograph stills of the models in Burberry clothing across London. What many people thought was a poor move by Burberry due to the inexperience, turned out to be a genius idea. The photos were far from perfect showing the inexperience in the industry but the social media following that the Beckham’s hold got the brand much needed publicity and strong sales within the millennial sector, which has been the sector where Burberry struggled the most (Jones, 2016). Dhaoui (2014) argues that brands using public figures as their main form of marketing will have the best results as celebrity endorsements offer the most effective method for brands to impacts consumer motivation and purchasing decisions (Dhaoui, 2014). 



[bookmark: _Toc41848264]Chapter 3
[bookmark: _Toc41848265]Methodology
[bookmark: _Toc41848266]3.0 Chapter Overview
This chapter of the thesis will include the most conductive methods to investigate and evaluate how consumer motivation and purchase decisions differ when buying luxury fashion products. 
The objective covered within this chapter is as follows: 
· Develop research methods to enable the collection and analysis of data to support the research aim. 
[bookmark: _Toc41848267]3.1 Research Definition 
Kothari (2004) argues that the purpose of research is to uncover answers to questions through the application of scientific procedures with the number one aim being to find the truth which is hidden and has not been discovered as of yet. Research specific to a business context can be defined as: 
	“any systematic attempt at collecting and interpreting data and evidence in order to inform thinking, decisions and/or actions in relation to an issue of interest to an organisation and/or its stakeholders” (Price, 2009)
[bookmark: _Toc41848268]3.2 Research Onion 
Within this thesis there will be primary research conducted, this will be carefully detailed using the Research Onion which was developed by Saunders (2009) in order to create the most suitable research strategy, method of data collection along with data analysis techniques. See figure 1-1 below for a Research Onion diagram. 
[image: ]
Figure 1-1: Research Onion Diagram (Saunders, 2009)
The Research Onion will be used as a framework to allow a structured chapter, this is so the research for this thesis can be methodically and systematically explained. Please look below for Table 1-1 for an overview of the approaches that will be used in this research from each layer of the research onion which will be explained in the remainder of chapter 3. 


	Layer
	Approach Taken

	Philosophy
	Positivism

	Approach
	Deductive

	Method
	Mono-Method

	Strategy
	Survey

	Time Horizon
	Cross-sectional

	Technique and Procedure
	Questionnaire


Table 1-1: Research Onion Approaches Being Taken
[bookmark: _Toc41848269]3.2.1 Research Philosophy
Research philosophy deals with the source, nature and development of knowledge researched. A research philosophy is about the ways in which data about a certain topic should be collected, analysed and used (Bajpai, 2011). Research philosophy is a vast topic area of study, this could take up the entirety of this chapter. Due to the restrictions of this thesis a brief overview of the ontological and epistemological positions will be provided to allow a better justification of the positivist approach to this research. 
Ontology in business research can be defined as “the science or study of being” (Blaikie, 2010) and it deals with the nature of reality. Ontology is associated with a central question of whether social entities should be perceived as objective or subjective. This research will be completed through an ‘objectivist’ lens, this is showing that there is a real objective. 
On the other hand, epistemology is used to describe how we know the truth of reality and is mainly concerned with the nature of human knowledge (Kivunja, 2017). 
The ontological and epistemological position of the thesis have now been established which allows the more practical areas of research philosophy to be addressed. These two areas are the dominant research paradigms – the positivism and interpretivism paradigms. Positivism depends on quantifiable observations that lead to statistical analyses. It has been noted that,
“as a philosophy, positivism is in accordance with the empiricist view that knowledge stems from human experience. It has an atomistic, ontological view of the world as comprising discrete, observable elements and events that interact in an observable, determined and regular manner”. (Collins, 2010)
Interpretivism however, contradicts Collins that reality can be solely understood through individual interpretations (Revise Sociology, 2019).
Positivism which is also referred to as quantitative research suggests that true knowledge can be understood through observation and experiment. It also shows the suggestion that the researcher is independent meaning minimal interaction with the participants taking part in the research. (Lucas-Alfieri, 2015)
The author of this thesis will adopt the positivism paradigm for this study as it is considered to be the most appropriate method for the topic which has been chosen. A survey, collecting quantitative data in large amounts which will be the only data collection method for this study. 


[bookmark: _Toc41848270]3.2.2 Research Approach
The author of this thesis has decided to take a deductive approach. 
A deductive research approach is usually used within quantitative research and is designed to confirm or nullify a hypothesis or research question. According to Wilson (2010) it is a method that is used when developing a hypothesis based on theory that already exists, followed by constructing a research strategy that will test the hypothesis, most common with a large sample from the population of interest (Wilson, 2010). 
[image: The Amazing Galileo Abstraction | Logic, critical thinking ...]
Figure 2-1: Deductive & Inductive Research Approach
As illustrated in figure 2-1, a deductive research approach is generally used with specific studies where the theory is tested against observations, whereas induction begins with observations and seeks to find a pattern within them (Babbie, 2010).


[bookmark: _Toc41848271]3.2.3 Method Choice
Within this research the researcher has decided to gather primary data using one method which is mono-method with the help of questionnaires. The reasoning for this decision is that mixed method studies often become very complex and time-consuming as careful preparation is required to describe all aspects of the study. 
[bookmark: _Toc41848272]3.2.4 Research Strategy 
A definition for a research strategy is as follows,
	“the process of collecting and interpreting data with clear objectives” (Rahi, 2017)
Finding the correct research methodology is one of the most significant areas in order to find problems that need to be investigated. Once a problem has been identified, choosing the correct research approach is important to understand and develop the research. (Hemingway, 2013)
A survey research strategy is linked with deductive research and is usually collected with interviews or questionnaires (Rahi, 2017). 
Due to the positivism approach normally including a survey methodology (Collins, 2010), this thesis will use a survey as the form of primary research and will be further analysed and generalised for a larger population. 
[bookmark: _Toc41848273]3.2.5 Time Horizon
The time horizon layer to the research onion is the penultimate layer of the research and refers to the time required to conduct the research. This layer of the onion offers two research approaches, cross-sectional which is short-term, or longitudinal which is long term. Cross-sectional studies are usually limited and represents data in a short period of time. As this study is limited in time, the author of this thesis has chosen to conduct a cross sectional study, this is due to the method having the highest capability to achieve all of the aims of the study in the given time frame. 
[bookmark: _Toc41848274]3.2.6 Collection Techniques and Procedures
3.2.6.1 Data Collection
The methods which are used during the collection of data varies, depending on the research question. As qualitative data is a numerical data source and usually collected in positivism research, the most common data collection method for these studies tend to be surveys (Lucas-Alfieri, 2015). 
There are multiple ways in which one can collect survey data when doing a positivism study, including questionnaires and interviews. For the purpose of this thesis, all of the data collected will be quantitative using a survey only where all participants are asked the same questions to prevent unwanted bias in response to the structure of the questionnaire. 
3.2.6.2 Design of Questionnaire
Collins (2010) projected that a positivism approach when creating questionnaires should be closed-ended. This approach is supported to be most effective by Price (2009) when collecting comprehensive and statistical data. 
A survey method has been chosen due to it being the most appropriate approach to collect the primary data for this study. 
Each question within this survey will be written in a concise manner in order to prevent any confusion or misunderstandings. The questionnaire will consist of 10-20 questions ranging from demographics to topics covered within the literature review.  The questions asked will be in a closed manner for easy answers to be given. By using online surveys, the author is able to gather data with ease as well as develop the data easily. The costs are minimal for this research method and a large audience will be reached by using social media channels. View Appendix A for a copy of the survey. 
3.2.6.3 Pilot Study
A pilot study refers to a small, trial version of a study and is a method used to pre-test a specific research tool in preparation for the final research. The pilot study is used to uncover potential weaknesses in design or to reveal any error before the study is ready to be undertaken. 
A piloted questionnaire will be distributed to a university lecturer in order to receive a professional opinion on the survey and aid with the detection of any potential issues. 
[bookmark: _Toc41848275]3.2.7 Sampling 
 In statistics, sampling is a selection of a subset of individuals from within a statistical population to estimate characteristics of the whole population. A population can often be referred to as including all people or items with the characteristic one wishes to understand whereas sampling is the process of using a specific group to be investigated in terms of characteristics and beliefs (Lance, 2016)
Purposive sampling which is also known as judgement, selective or subjective sampling has the number one objective of producing a sample that is represented of a larger population. According to Black (2010),
“elements selected for the sample are chosen by the judgment of the researcher. Researchers often believe that they can obtain a representative sample by using a sound judgment, which will result in saving time and money” (Black, 2010)
The sample for this study will consist of individuals above the age of eighteen due to them being familiar with answering questionnaires as well as the research topic of luxury fashion. The questionnaire will be distributed online with the help of social media platforms. Given the time restrictions for this thesis, the research will aim for a sample size of one hundred participants. 
3.3.7.1 Analysis 
When all data has been collected, it will be analysed and through the tools provided by Google Forms. By utilising the software this will help the researcher to understand the data in a simpler manner as well as providing a deeper analysis. 
[bookmark: _Toc41848276]3.3.8 Reliability and Validity
For any research to produce meaningful results, the appropriate thoughts have to be given to ensure high levels of validity and reliability. There are many definitions for both reliability and validity. Due to this the following definitions will be used to cover the characteristics of reliability and validity. 
“Reliability refers to how consistently a method measures something. If the same result can be consistently achieved by using the same methods under the same circumstances, the measurement is considered reliable.” (Middleton, 2019)

“Validity refers to how accurately a method measures what it is intended to measure. If research has high validity, that means it produces results that correspond to real properties, characteristics, and variations in the physical or social world.” (Middleton, 2019)
Reliability can be argued against in terms of quantitative research due to it being a potential concern. Bryman (2016) argues that testing within the positivism paradigm does not demonstrate good levels of stability as it would cause issues about the measurement method, to the extent that “we could not have faith in its consistency” (Bryman, 2016).
Although a positivism approach has produced research with high levels of reliability, it must be noted that quantitative research produces lower levels of validity compared to qualitative research (Bryman, 2016). This is due to quantitative research being concerned with accuracy as well as the ability to repeat the research which will show consistent results over time. 
This study will ensure that the questionnaire is well developed and carefully piloted, in order to limit any issues in regard to the validity as well as possible for the study. 
[bookmark: _Toc41848277]3.3.9 Limitations 
This research project is subject to the limitations of all undergraduate research, this includes limited time as the research is governed by a strict deadline. 
There are also some issues that could arise within the study. 
Sample bias – there is the potential issue of sample bias, this is due to the questionnaire being distributed through social media. Due to the participants self-selecting, this sample may not be a good representation of the population at large, which could impact the results. 
Also, it should be noted that there is relatively little written about in this topic area. Whilst this does increase the chance of a new academic contribution to the topic area, it is an issue that there are very few theories and frameworks from which to develop the research. Due to this, the research has been written in more of an exploratory nature. 
[bookmark: _Toc41848278]3.3.10 Ethical Issues
For this research, ethical considerations will be taken under consideration as all participants taking part in the survey will be over the age of 18. Participants will also remain anonymous and any data collected will be kept confidential. All of the university guidelines and policies will be complied with, and all data will be viewed solely by the researcher as well as the university (UWTSD) supporting this research. 
See Appendix B for approval of ethics form permitted by the university prior to the research. 


[bookmark: _Toc41848279]Chapter 4 
[bookmark: _Toc41848280]Data Analysis
[bookmark: _Toc41848281]4.0 Chapter Overview 
This chapter includes an analysis of the researcher’s primary research data that has been collected through the distribution of an online questionnaire focusing on the consumer motivations and purchasing decisions when purchasing luxury fashion products. There was a sample of 82 respondents which was unfortunately below the target but is a figure that can be worked with and analysed well. The reasoning behind falling short on respondents was due to only pushing the questionnaire through Facebook as the timeframe of this research isn’t unlimited. 
The results that have been collected through the questionnaire will be analysed and interpreted in order to meet the following objective;
· Synthesise primary and secondary research materials in order to fulfil the aim of the research.
It needs to be noted that the primary data shown will be presented in the format of a percentage to one decimal place. The questionnaire can be structured into three sections that hold distinctive purposes for the researcher: Section 1, Q1&2 are used to understand the different demographics of the participants; Section 2, Q4-8 establish internal consumer motivation and purchase decisions on purchasing luxury products; Section 3, Q9-11 identify the external motivations which brands develop in their attempt to generate more sales. 
See Appendix C for the responses sighted in this chapter. 
[bookmark: _Toc41848282]4.1 Section 1 – Demographics
[bookmark: _Toc41848283]4.1.1 Age
Question one asked the questionnaire participants to specify which age group they belong to. The largest sample which was represented by 67.1% was between the ages of 18-25. This was then followed by participants aged 46+ at 20.7%. The smallest sample that took part in the survey was 4.9% of the participants who were aged 36-45 years old.  
[image: /var/folders/47/08p5t0n14gdfz3yskvvk5ndr0000gn/T/com.microsoft.Word/Content.MSO/880FF73B.tmp]
Figure 3-1: Chart Showing the Age Range of Participants
[bookmark: _Toc41848284]4.1.2 Gender
Question two asked the respondents of the questionnaire to specify their gender. The results that were taken from this showed that 57.3% of the respondents identified themselves as females whereas 42.7% identified themselves as male.  These results came with no participants identifying as “other” or “prefer not to say”. 


[image: /var/folders/47/08p5t0n14gdfz3yskvvk5ndr0000gn/T/com.microsoft.Word/Content.MSO/F164D001.tmp]Figure 3-2: Chart Showing the Gender of Participants
[bookmark: _Toc41848285]4.2 Section 2
[bookmark: _Toc41848286]4.2.1 Knowledge of Luxury Brands 
Question three asked respondents to specify which of the most popular luxury fashion brands they have heard of. As shown in figure 3-3, the brands with the highest respondents are Gucci and Dior, this shows that they are popular brands within households and most people have heard of them. The second highest respondent rate comes from Louis Vuitton with 95.1% of the sample having heard of the brand. The brand with the lowest number of respondents is Moncler with a figure of 46.3% of respondents knowing what the brand is. As figure 3-3 shows, only 1.2% of the respondents didn’t know what any of the ten selected luxury brands were showing the popularity of the luxury fashion industry. It can be argued that the more well-known brands such as Gucci, Dior and Louis Vuitton have become household names due to the online presence that they have with celebrity endorsements and this can be seen due to most participants being in the age bracket of the highest number of social media users. 

[image: /var/folders/47/08p5t0n14gdfz3yskvvk5ndr0000gn/T/com.microsoft.Word/Content.MSO/2D9F12B7.tmp]Figure 3.3: Graph Showing Luxury Brands Participants Know Of
[bookmark: _Toc41848287]4.2.2 Different Buying Motivations
Question four looked at the different buying motivations that people have when purchasing products from luxury brands. It can be seen that comfort and convenience has the highest number of respondents with 58.5% of participants feeling that this is a motivation when purchasing. The buying motivation which had the least number of respondents is security and protection with 20.7% of participants feeling that this applies to them. Pride of ownership and satisfaction of emotion both have the second and third most respondent rates with 50% and 46.3% of people agreeing with the motivation. The top three motivations which participants responded to are clear favourites and two of the three show that the purchasing motivation is psychologically dominant when creating pride and external happiness for customers. 
[image: Forms response chart. Question title: Would any of these buying motivations be linked with you?. Number of responses: 82 responses.]
Figure 3-4: Graph Showing Most Popular Buying Motivations

[bookmark: _Toc41848288]4.2.3 Have Respondents Purchased Luxury Fashion Products?
Question five’s intention was to find whether or not they have purchased products from luxury fashion brands in the past. It is clear to see from figure 3-5 that 72% of the participants answered yes to buying luxury fashion products meaning 28% haven’t purchased products. This was a higher figure than initially expected, this is great as it gives more of an insight into the consumer motivation and purchase decisions. 
[image: Forms response chart. Question title: Have you ever purchased a product from a luxury brand?. Number of responses: 82 responses.]
Figure 3-5: Chart Showing Respondents Purchase Figures
[bookmark: _Toc41848289]4.2.4 Participants Motivation for Purchasing Luxury Fashion Products
Question 6 asked what motivated the participants to make their purchase if they have bought a luxury fashion product in the past. Between the 60 respondents who have purchased luxury items, there was a two-way split between the motivations. Purchasing the products due to quality and design was answered by 17 participants whereas purchasing due to a certain emotion was answered by 18, this shows there are two stand out motivations when purchasing these products. Celebrity influence received the lowest number of respondents, only one participant has been motivated to buy a product due to a celebrity endorsement which shows that many customers have their own motivations and they are not altered due to the marketing of a brand. 
[bookmark: _Toc41848290]4.2.5 Would participants ever purchase luxury fashion items?
Question seven seeks to identify the number of participants that would ever buy a product from a luxury brand. The “yes” figure has fallen short of the answer of question five by receiving 68.3% of respondents and this could be down to some participants not wanting to buy another product in the future. 23.2% of the respondents answered “maybe” and therefore only 8.5% answered “no”. With the figure for “no” being 8.5% this shows that there is 19.5% of people who haven’t purchased a luxury fashion product would either definitely buy a product or consider it. With 3.7% of people who have already bought a product either not wanting to buy a luxury product again or only consider purchasing the right product for them in the future this shows the power luxury brands have for customer retention. 
[image: /var/folders/47/08p5t0n14gdfz3yskvvk5ndr0000gn/T/com.microsoft.Word/Content.MSO/D1DE84DD.tmp]Figure 3-6: Chart Showing the Figure of Participants Who Would Purchase a Luxury fashion Product
[bookmark: _Toc41848291]4.2.6 Opinions on Luxury Fashion Products
Question 8 asked 82 participants to give their reasoning for their answers the question 7. The seven respondents answering “no” gave reasoning as to why this was their answer, one participant said “It’s not necessary” whereas the other six respondents answers all landed in the category of the products being too expensive. It was found that the majority of the remaining respondents with 26 answers, agreed that quality and design hold the greatest effect on their purchase decisions. 
The category that was the second most influential to participants purchase decisions was emotion. Respondent 75 stated, 
“Fashion is a way to express yourself without having to open your mouth. It’s you showing who you are as, almost, a picture instead of an essay. Some brands are able to capture certain emotions and expressions better than others. Apart from that the joy from owning certain products is enough to buy them in itself. The joy it brings to have a piece of fashion, own it, wear it, it’s amazing.”
Participant 75 shows the real effect that fashion can have with some people as they feel the only way they can express their emotion is through the way the present themselves. Emotion also covers the people who buy products to create happiness and this is a common answer from the participants with 18 answers linking back to emotion. 
[bookmark: _Toc41848292]4.3 Section 3
[bookmark: _Toc41848293]4.3.1 Marketing Effects on Consumer Motivation
Question 9, which can be seen in figure 3-7 below, shows that 50% of the 82 respondents do not believe that the marketing from luxury brands has an effect on their motivation to purchase products from these brands showing that people are more likely to have their own motivations. 20.7% of the participants answered “maybe” meaning it depends on the marketing regime a certain brand has put into place. Only 29.3% of participants answered ‘yes’ which shows that the marketing of the brands is working well but they would be hopeful of the figures being much higher. 
[image: Forms response chart. Question title: Does the marketing from luxury brands impact your motivation to want to buy their products?. Number of responses: 82 responses.]
Figure 3-7: A Chart Showing If Marketing Impacts Motivation
[bookmark: _Toc41848294]4.3.2 Celebrity Endorsements, Their Impact on Consumer Motivation  
Question ten’s purpose is to find if celebrity endorsements have an impact on the motivation of consumers. Figure 3-8 Shows that the answer with the highest number of recipients is “no” with 52.4%, this shows already that this doesn’t have an impact on over half of the population when purchasing products from luxury brands. 19.5% of the sample have shown that their motivation is affected by celebrities which is a healthy figure for these luxury brands to examine with 28% of participants answering “maybe” which indicates it would depend on the celebrity as well as the product that is being promoted. 
[image: Forms response chart. Question title: Would a celebrity/influencer promoting a luxury product motivate you to purchase a similar product?. Number of responses: 82 responses.]
Figure 3-8: Chart Showing Celebrity Impacts on Participants Motivation
[bookmark: _Toc41848295]4.3.3 The Impact Fashion Trends Have on Purchase Decisions
Question 11 asked the participants of this questionnaire whether trends impact their decision making when purchasing a product. Figure 3-9 shows that 39% of participants answered “sometimes” this shows that certain trends can have an impact on what they are purchasing. With trends only lasting a short period of time, when purchasing luxury products, it is not unusual for customers to purchase products that don’t fit the current trend criteria. 34.1% of respondents believe that their purchasing decisions are not affected by current trends, this shows that they make their purchases from their own preferences and don’t get too caught up in others around them. With 26.8% of participants answering “yes”, it confirms that they follow the fashion industry closely and they will purchase a product that will make them stand out within the peak of that current trend. 
[image: /var/folders/47/08p5t0n14gdfz3yskvvk5ndr0000gn/T/com.microsoft.Word/Content.MSO/FC7979.tmp]
Figure 3-9: Chart Showing Trend Effects on Participants
[bookmark: _Toc41848296]4.4 Main Factors That Affect Purchase Decisions
Question 12 has the main purpose of finding the main factors that impact the purchase decisions when purchasing luxury brands. It is found that the majority of respondents make their purchase decisions based on the “quality and design” along with the Emotions with 60 respondents using these categories as answers. “quality and design” got a total of 34 respondents with the Emotions category getting 26 respondents which shows these are the most important factors when looking into purchasing new clothing. 
[bookmark: _Toc41848297]4.5 Main Findings 
[bookmark: _Toc41848298]4.5.1 Desire for Luxury Fashion Products
The desire for luxury fashion products was going to be one of the most obvious themes to appear in the data collection. If there was no desire for the luxury fashion products from the participants, this thesis wouldn’t have had no suitable primary data. Looking at the data that has been collected, the analysis highlighted luxury brands are known by everyone, with the super brands being household names. The results also show that there is a huge desire for luxury fashion products with 72% of the studied population having already purchased and 91.5% would consider purchasing, this is ever growing due to the industry being one of the biggest in the world and it is still growing faster than ever. 
[bookmark: _Toc41848299]4.5.2 The Motivations When Purchasing Luxury Fashion Products
The results of the data collection indicated that 50% of the participants do not believe that marketing from the luxury brands has any impact on their motivation when making purchases. The motivation which the most participants answered with was “comfort and convenience”, with 58.5% of respondents. This shows that this is the key driver for these respondents when making purchase decisions. “Pride of ownership” along with “Satisfaction of emotion” are also two key motivations, “Pride of ownership” having 50% of respondents and “Satisfaction of emotion” having 46.3% of respondents feeling like this motivation applies to them. With only 29.3% of people saying that marketing does have an effect on their motivations this proves that the marketing teams of luxury brands need to connect with their consumers through multiple ways. 
[bookmark: _Toc41848300]4.5.3 Purchase Decisions When Purchasing Luxury Fashion Products
The results from the data collected show that over 90% of the population would either consider or have bought a product from a luxury fashion brand. Although there are many different motivations that can impact purchase decisions, the same factors come into consideration when finding why people make certain decisions. Trends are always the most talked about factor that can influence customers purchase decisions as there are many people who want to be up to date with trends, so they can fit in with society. From the data collected, the answer with the most respondents was “sometimes” which shows that peoples decisions are based on the trend. 34.1% of participants expressed that they never base their purchase decisions on trends which suggests all of their fashion purchases are based on what clothing they like the most. As well as trends, participants have suggested that their luxury fashion purchase decisions are highly impacted by quality and design of many luxury products. This suggests that these respondents believe the products are worth the extreme price tags that come with the products which ultimately isn’t the case with clothing due to many of the products being made from the same materials that high-end high-street stores use. Handbags, backpacks and other accessories can be of the highest quality which can provide value for the product that holds a high price. For example, Gucci using their Italian leather is one of the highest quality leathers in the world which costs Gucci a premium price for the material. Emotions also had a high respondent rate that shows that many people feel they make purchases either to make themselves feel short term happiness, to feel pride in what they or to just give into their impulses. 


[bookmark: _Toc41848301]Chapter 5
[bookmark: _Toc41848302]Conclusion
[bookmark: _Toc41848303]5.0 Chapter Overview
This final chapter of the will discuss and evaluate whether the first three objectives of the dissertation have been achieved. It will also consider the limitations and implications of the study and will discuss possible recommendations for future studies. 
Finally, chapter five will look to accomplish the final aim of this thesis;
· Draw conclusions which are based on the discussion and offer recommendations for future research on this theme. 
[bookmark: _Toc41848304]5.1 Summary of Main Findings 
The research question was encouraged by the interest of how luxury brands are able to capture their customers and why the customers are willing to buy the products at premium prices. The data was analysed broadly in order to gain a deeper understanding of the chosen area of study. The analysis carried out for the quantitative data collected for this research revealed relevant findings to support the themes that were discussed in the literature review. 
Primarily, the findings show that the marketing from luxury brands, especially celebrity endorsements hold a low effect on customers decisions to make purchases of the products. This doesn’t fully support what Dhaoui claims as the marketing in general doesn’t affect 50% of the participants. 
Secondly, quality and design are shown to be the most common motivation for customers to make their purchase decisions. This supports Gucci (2020) stating that their premium quality leathers and unique designs are what customers purchase the products for. 
The final main finding showed that according to the participants of the questionnaire, there was a correlation between emotions and purchasing luxury fashion products; this supports the literature discussed in chapter two, that low self-esteem, pride of owning products and impulse buying has an effect on purchase decisions. 
[bookmark: _Toc41848305]5.2 Aims and Objectives 
The aim of this thesis was to investigate consumer motivation behind purchasing decisions within the luxury fashion industry. This aim was accomplished by the completion of all of the following objectives:
[bookmark: _Toc41848306]5.3.1 Objective 1
· To review a variety of marketing literature with specific focus on how consumer motivation affects purchase decisions of luxury fashion products. 
Objective one was successfully completed within chapter two of the thesis where the researcher provided a summary of academic literature surrounding the main theme of the research. 
[bookmark: _Toc41848307]5.3.2 Objective 2
· Develop research methods to enable the collection and analysis of data to support the research aim.
Objective two was fulfilled by the distribution of the questionnaire, collecting 82 responses, mainly from social media users with interest into the fashion industry and familiar with luxury fashion. 
[bookmark: _Toc41848308]5.3.3 Objective 3
· Synthesise primary and secondary research materials in order to fulfil the aim of the research.
Objective three was met through the development of a literature review and the development of a questionnaire. Through the analysis of both, the researcher was able to compile a discussion based on the findings from both chapter two and chapter four. 
[bookmark: _Toc41848309]5.3.4 Objective 4
· Draw conclusions which are based on the discussion and offer recommendations for future research on this theme. 
Objective four has been met within this chapter where the researcher offers recommendations for further research on this theme, based on the main findings discussed in chapter 4. 
[bookmark: _Toc41848310]5.4 Implications of Research 
The aim of this research was to understand consumer motivation behind purchasing decisions within the luxury fashion industry. The research was conducted using a questionnaire, collecting 82 responses. 
The literature review offered theories on the concept of consumer motivation as well as purchase decisions. Throughout the quantitative data collection, the researcher was able to compare the theories found to the findings of this study and provide confirmation that the results do, support current literature. 
[bookmark: _Toc41848311]5.5 Limitations
By the researcher choosing to use a mono-method approach, this means only quantitative data was collected causing the main limitation of this study. This was a method used so the aims and objectives could be fulfilled within the research. However, although the researcher attempted to develop a clear questionnaire, participants may have understood the questions slightly different which can be noted as a limitation. The chosen topic for this thesis is complex and the use of a mixed-method approach would possibly gather the perfect data to fully address the research question. 
The sample size being only 82 is not substantial enough to be fully representative of the population which is also a limitation of the research as a larger sample would improve the generalisability of the results. 
[bookmark: _Toc41848312]5.6 Recommendations
As mentioned earlier, this research was conducted using a mono-method, collecting only quantitative data. To prevent the limitations referred to in section 5.5, it is recommended to replicate the research including a qualitative data collection method whilst aiming to increase the number of respondents. This will ensure data reliability and allow the researcher to gain an in depth understanding of consumer motivations and how they affect purchase decisions. 
Through completing a chi-square test on data collected through the questionnaire, it could be found whether the conclusions drawn within this thesis are representative of the population as a whole. 
[bookmark: _GoBack]Lastly, as the research was based on luxury fashion, it is recommended to look at how consumer motivation affects the purchase decisions within different sectors of the fashion industry. 
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	Dissertation Handbook
	☒
	Advice from supervisor
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	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




SECTION E: Details of Research Activity

	Indicative title:
	An Analysis of Consumer Motivation and Purchase Decisions When Buying Luxury Fashion Products

	Proposed start date:
	01/10/2019
	Proposed end date:
	11/05/2020

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	Aim - The aim of this dissertation is to investigate consumer motivation behind purchasing decisions within the luxury fashion industry
Objective 1 - To review a variety of marketing literature with specific focus on how consumer motivation affects purchase decisions of luxury fashion products.
Objective 2 - Develop research methods to enable the collection and analysis of data to support the research aim.
Objective 3 - Synthesise primary and secondary research materials in order to fulfil the aim of the research.
Objective 4 - Draw conclusions which are based on the discussion and offer recommendations for future research on this theme.
(this box should expand as you type)

	Proposed methods
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. (Maximum 600 words)

	Questionnaire



(this box should expand as you type)




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

	Swansea Business School

(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 sensitivities or vulnerabilities of participants.

	

(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☐
	☒

	Use of diaries?
	☒
	☐

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☒
	☐

	Use of video or audio recording?
	☐
	☒

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

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

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

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☐



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

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

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

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

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

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☐



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

	millennials and Gen Z, social media

this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

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

	Will you obtain written consent for participation?
	☒
	☐
	☐

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

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

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

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

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	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

	Will participants be paid?
	☐
	☒
	☐

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

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

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

	If YES to any question, please provide full details 

	


(this box should expand as you type)





SECTION H: Anticipated Risks

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

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	

(this box should expand as you type)

	

	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

	Non-disclosure agreement

(this box should expand as you type)

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
All participants including the researcher will be treated with respect and consideration 
(this box should expand as you type)

	

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

	
Good standard of UWTSD considered at all times
(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	
All information will be stored securely and confidentially 
(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

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	This dissertation will be available to all participants by email request


 (this box should expand as you type)

	

	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.

	Participants will tick boxes for their agreement 


 (this box should expand as you type)

	

	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. 

	All participants will remain anonymous, confidentiality is a guarantee 


(this box should expand as you type)






SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

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

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

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

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

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

	University computers?
	☒
	☐

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☒
	☐

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

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☒

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	



(this box should expand as you type)


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

	Electronic transfer of data in any form?
	☐
	☒

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

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

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

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

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	




(this box should expand as you type)



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

	
Student

(this box should expand as you type)

	

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

	
Student

(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
Storage will be secured by student and will be disposed after 5 years. No paper storage.

(this box should expand as you type)




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

	Signature of applicant:
	Sam Dymock-Brown
	Date:
	18/11/19



For students:
	Director of Studies/Supervisor:
	Gareth Hughes

	Signature:
	
Sam Dymock-Brown

	Date:
	18/11/19



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




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 (and have NOT completed Section H of this form) (where appropriate)


	☒
	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 Head of School.




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



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

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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