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[bookmark: _Toc240722939]Chapter One: Introduction 
[bookmark: _Toc240722940]1.1 Background of the Research Topic 
The retail industry in the United Kingdom is experiencing significant change based on changes in customer expectations, macroeconomic volatility as well as acute market competition. In this diverse environment, maintaining customer trust and brand image is necessary to influence customers' purchasing decisions in a positive manner. There is a range of external factors that are impacting overall business growth and the sustainability of the UK retail sector. As per the thoughts of Sharma and Sinha (2025), macroeconomic volatility, including economic pressure, inflation turbulence and changing consumer behaviour, is included as the main reason behind this. It is found that UK retail sales volumes unexpectedly contracted by 0.3% month-on-month in December 2024, highlighting underlying fragility in consumer spending even during peak festive periods (Bruce and Abdulla, 2025). Besides, inflation is expected to rise by 2.6% in the 12 months to June 2026 (ONS.GOV, 2026) and thus, price development is minimising British households' discretionary budgets. One contradictory fact is that the UK grocery retail market reached a massive valuation of $1,034,316.4 million in 2024, driven heavily by rapid digital expansion (PR Newswire, 2025). 
[image: Impact of inflation on the retail sector | Retail Economics]
Figure 1.1: Impacts of inflation on UK retail 
		(Source: Retail Economics, 2024)
Though the business base is quite stable, UK retailers are currently facing problems in relation to sustaining consumer purchasing intention and maintaining market viability. Moreover, around 71% of UK retail shoppers have been focused on switching brands recently. This volatility is supported by changes in brand in a steady-state market, creating a lack of localised, empirical insight regarding how these factors jointly protect retail businesses during economic downturns. Additionally, a range of retailers are struggling to adjust to the rising consumer scepticism based on corporate authenticity and sometimes it has become a reason for reducing brand equity and minimising market revenue (Adams et al. 2025). Therefore, this research has emphasised this problem to understand the influence of customer trust and on managing purchasing intention within the UK retail environment.  
[bookmark: _Toc240722941]1.2 Research Problem and Gap in the Literature 
Consumer trust is an important factor in the context of business as it helps in developing brand image and awareness over time. The retail sector in the UK is facing major adjustments due to the increasing competition coming from various brands; therefore, consumer trust development is going through major changes. Not only that, it is frequently affecting the purchase intentions of the customers as well. The industry is cautiously interacting with consumers with the help of positive advertising and intentional marketing to affect purchase intentions (Vo Minh et al. 2022). According to Tan et al. (2022), the significance of a brand is highly dependent on the overall decision-making with the association of marketing strategy, brand equity and liability. These factors help in developing the purchase decisions of a customer follower by gaining overall trust in the brand. 
However, in previous studies, a considerable amount of concern can be seen on the relationship between consumer trust and brand image. A lot of insights can be seen on the premise of consumer trust corroborating aspects of brand image. Therefore, the study on the impact of consumer trust and brand image on the purchase-making intentions of consumers can be an important factor. Though it is known that consumer trust positively impacts the purchase decision of consumers, the relationship between brand image and consumer purchase intention can add a noticeable finding. Not only that, as the retail industry in the UK is facing a lot of changes, these factors of brand perceptions and consumer loyalty are important to consider from the perspective of UK retailers. With the help of an extended literature search, this study will amplify the impact of consumer trust and brand image factors in the aspect of overall purchase intention development of the consumers in the context of the United Kingdom retail industry. 
[bookmark: _Toc240722942]1.3 Urgency and Timeline of the topic 
At present, the prevalence of Internet retailing accounts for 28% of total retail sales in the UK (Green, 2026) and it is highlighting a prominent shift in consumers’ purchasing habits towards digital engagement. As highlighted by Kim and Yang (2025), in managing multi-channel business growth, customer loyalty is always volatile. Thus, it has become an issue for the industry to retain older customers consistently. Recent industry research indicates that 74% of UK consumers are willing to switch brands if transparency, communication or product quality are compromised (Morris, 2024). The statistical information has highlighted that maintenance of brand loyalty and customer trust is not only linked with service delivery; rather, brand reputation is directly impacted by corporate social responsibility and transparent organisational practices. 
[image: Outlook for UK retail: Top of mind trends 2025 and beyond]
Figure 1.2: UK retail sector outlook
		(Source: 7Learnings, 2025)
[bookmark: _Toc240722943]1.4 Research Aim and objectives 
The aim of the paper will be to analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK.
Objectives
· To examine the ways through which Customer trust and brand image are maintained in the retail industry in the UK
· To analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK
· To find out the issues arising from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK
· To recommend feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK
[bookmark: _Toc240722944]1.5 Research questions
1. What are the ways through which Customer trust and brand image are maintained in the retail industry in the UK?
2. How do Customer trust and brand image impact purchase intention in the retail industry in the UK?
3. What are the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK?
4. What are the feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK?
[bookmark: _Toc240722945]1.6 Scope of review 
With major changes occurring in the retail sector of the UK, brand image perception and consumer trust are highly important to maintain for retailers. As has been seen from previous studies, purchase intention is developed by the overall practices done by the brand; it is significant. The scope of this specific study is linked with a prior literature search with extensive attention to the changing environment of the UK retail sector. With the extensive literature search and thematic analysis, answers to specific research questions will be given in this study. It can be stated that the implications of brand image, consumer trust and purchase intention development are comprehensive factors of retail business. With the exploration of such dynamics, the study will significantly contribute to the findings by delving into insights on the factors of consumer purchase intentions, brand positioning, awareness and image development and overall liability of the customers towards the brand. Positive reinforcement in the UK retail sector will provide information considering the changing environment. 
[bookmark: _Toc240722946]1.7 Structure of the Dissertation
· Chapter 2 demonstrates the methodological representation of the study  
· Chapter 3 performs an extended literature review through thematic analysis comprising of 60 selected sources depending on credible literature on consumer trust and brand image influencing consumer purchase intentions. 
· Chapter 4 is based on the discussion of the findings of chapter 3 with the consideration of theoretical implications and gap identification along with developing the conceptual framework for the study. 
· Chapter 5 states the theoretical, practical and research implications. 
· Chapter 6 concludes the research by developing comprehensive understanding of the research questions and strategic recommendations for future application. 



[bookmark: _Toc240722947]Chapter Two: Methodology
[bookmark: _Toc240722948]2.1 Introduction
Research methodology is an integral and essential part of research as it is based on highlighting the data collection and data analysis methods to answer the research questions. As per the requirements of the research topic, there are different types of data collection and data analysis processes. This structured methodology has chosen 60 articles from reputable publications as per the journal ranking of ABDC and ABS. These secondary qualitative data have been analysed using a thematic analysis tool and also maintain ethical principles. In this regard, this chapter is based on highlighting the necessary data collection process for answering the research questions based on the impact of Customer Trust and Brand Image on Purchase Intention in the Retail Industry in the UK.
[bookmark: _Toc240722949]2.2 Search strategy 
[bookmark: _Toc240722950]2.2.1 Overall approach 
There are two main types of research approaches, such as deductive and inductive. In the words of Kumar and Ujire (2024), the deductive approach is based on proving the research hypothesis based on the findings related to the topic, whereas the inductive approach is based on finding research-related insights and analysing them to answer the research questions. From this aspect, the inductive approach is chosen for this study and the deductive is rejected. This philosophy becomes helpful in designing the findings in a theoretical discussion and relating the current situation of the UK retail industry with the core area of interest. In this research, the search strategy has been focused on a systematic approach, which is essential to meet the brief criteria of Extended Literature Review (ELR). The rationale for selecting this search strategy has demonstrated transparency and academic rigour, which leads to a review of unbiased and credible sources. 
[bookmark: _Toc240722951]2.2.2 Rationale for choosing the strategy 
The chosen philosophy and the approach are helpful to maintain the subjectivity of the topic and to understand the impact of brand image and customers on maintaining business process continuity. As mentioned by Ikram and Kenayathulla (2022), considering interpretivism philosophy is effective for dealing with theoretical data and linking them with real-world social situations. Hence, it is quite evident to mention that this research philosophy is quite appropriate for this study to understand how the UK retail sector is managing customer loyalty and brand image in the current retail landscape. Integration of social knowledge has impacted the development of the relevance of research outcomes. 
[bookmark: _Toc240722952]2.2.3 Use of Boolean operator 
To improve the search strategy, Boolean operators have been used, focusing on the identified research questions. Boolean operators are a methodological tool that helps to refine the search results from the academic database (Ali et al., 2024). These operators (AND, OR, NOT) are placed between the keywords. For example, “customer trust AND brand image”.
[bookmark: _Toc240722953]2.3 Databases and sources used
To maintain academic principles, primary sources have been searched. The articles have been selected focusing on these publications as per the journal ranking (ABDC and ABS). 
[bookmark: _Toc240722954]2.4 Keywords and search terms
	Related objectives 
	Primary Keywords 
	Search string with Boolean operator 

	To examine the ways through which Customer trust and brand image are maintained in the retail industry in the UK.
	Customer trust, brand image, UK retail industry 
	Customer trust OR customer loyalty AND brand image OR brand transparency AND UK retail industry 

	To analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK
	Impact, customer trust, brand image, purchase intention, UK retail industry 
	Impact OR effectiveness AND customer trust OR consumer trust AND brand image AND purchase intention OR buying habit OR repeat intention OR consumer willingness AND UK retail industry 

	To find out the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK
	Issues developed, lowering customer trust, ineffective brand image, purchase intention, UK retail industry 
	Ineffective brand image OR poor brand equity AND issue developed OR organisational challenges AND lowering customer trust OR shifting customer belief AND UK retail.

	To recommend feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK
	feasible strategies, ineffective brand image, customer trust, detecting purchase intention
	Organisational action OR Feasible strategies AND customer loyalty AND poor brand image AND changing purchasing habit OR lower customer engagement 


Table 2.1 Search string
(Source: Self-developed)
[bookmark: _Toc240722955]2.5 Time frame for included publication 
In this research, peer-reviewed journals have been selected mainly to maintain academic rigour with a theoretical foundation. The articles published between 2022 and 2026 are mainly considered to maintain information accuracy and relevance. It is obvious that in the post-pandemic period the strategies for managing brand image have been changed and thus, the customer retention process is gradually being digitised. The articles have been selected focusing on customers' trust and purchase intention in the UK retail sector, which helps to answer the research questions.
[bookmark: _Toc240722956]2.6 The inclusion/exclusion criteria
	Criteria 
	Inclusion Criteria 
	Exclusion Criteria 
	Rationale 

	Source Type 
	High-quality academic books and peer-reviewed journals 
	Blogs, online sources, and non-academic sources are excluded 
	Non-academic sources may include duplicate information

	Publication Date 
	The included sources are from 2022 to 2026
	The journals that will be published before 2022 
	After pandemic, there has caused a retail shift 

	Topic Relevance 
	Addressing brand image and customer trust for influencing purchase intention in the retail industry 
	The irrelevant studies that are not focused on the UK retail industry 
	Industry based customer retention and purchasing intentions may vary

	Geographic Focus 
	Journals have been selected specifically focusing on the UK retail industry. 
	Global market and non-UK-focused regions are excluded. 
	To have the most prominent outcome aligned with the topic

	Accessibility 
	Full text with availability of PDF and published in English 
	Non-accessible PDFs and those having only an abstract. Articles in languages other than English are excluded from this research. 
	To avoid information ambiguity 


Table 2.2: Inclusion and Exclusion Criteria
(Source: Self-Developed)
The inclusion and exclusion criteria are the specific indicators that are mainly used for article selection (Miranda et al., 2024). 
[bookmark: _Toc240722957]2.7 Screening process 
PRISMA has been used as a screening process for article selection, where the steps are as follows (Poggi et al., 2025). From the database, by using a search string, 11,720 records were observed; among them, 1,380 sources were removed as duplicate records, 1,150 records were marked as illegible, and 1,210 were removed as they were not relevant for academic research. In the next stage, 7,980 records were screened based on the abstract and title. Among these records, 4,420 sources were excluded based on the exclusion criteria. 1,280 sources were successfully accessed for full-text eligibility assessment to select the final 60 selected articles.
[image: ]
Figure 2.1: PRISMA
(Source: Self-created)
[bookmark: _Toc240722958]2.8 Quality assessment of included studies
The quality assessment is important for maintaining academic rigor and weight, which is relevant for the Extended Literature Review (ELR). The sources have been selected based on relevant research objectives, which leads to research credibility. As referred to by Cheong et al. (2023) stated, online secondary qualitative data are beneficial for maintaining research credibility. 
· To maintain academic standards, ADBC (Australian Business Deans Council) and ABS (Association of Business Schools) have been used to check the journal ranking. 
· Secondary qualitative data collection method based on 60 selected articles, which supports methodological clarity and internal validity. 
· 60 articles have been used as the sample size for the article for Extended Literature Review (ELR). 
· The articles are relevant to the research question that has been aligned with the impact of trust and brand image on purchase intention.
	Criterion ID
	Quality Assessment Focus
	Evaluation Indicator
	Scoring Rubric (Max 2 Points per Category)

	Q1
	Journal Quality and Peer-Review Standard
	Indexing in Association of Business Schools (ABS) or ABDC lists
	0: Unranked or non-peer-reviewed source
1: ABS 1* or ABDC C-ranked journal
2: ABS 2* or higher / ABDC B, A, or A* ranked journal

	Q2
	Methodological Rigor
	Clarity of research design, sample adequacy, and analytical transparency
	0: Unclear design or major methodological flaws
1: Acceptable rigor with minor methodological limitations
2: High rigor and robust analysis

	3
	Construct Relevance
	Direct alignment with core variables
	0: Peripheral or weak relevance to core constructs
1: Indirectly addresses key variables
2: Primary focus on core study variables

	Q4
	Theoretical Grounding
	Application of relevant models (S-O-R, Signalling Theory, Brand Equity)
	0: No explicit theoretical framework applied
1: Theoretical framework implied or weakly integrated
2: Explicit, robust integration of core theories

	Q5
	Contextual Transferability
	Applicability to retail, e-commerce, or consumer buying behaviour.
	0: Non-transferable setting or irrelevant industry
1: Broad business context with indirect retail insights
2: Direct focus on UK or globally transferable retail/e-commerce


Table 2.3: Quality assessment criteria 
(Source: Self-created)
	ID
	Author(s) & Year
	Q1: Journal Quality (0–2)
	Q2: Method Rigor (0–2)
	Q3: Construct Relevance (0–2)
	Q4: Theory Integration (0–2)
	Q5: Retail Transferability (0–2)
	[bookmark: _heading=h.mz2ae6s50uu]Total Score (/10)
	Quality Status

	S1
	Al-Adwan et al. (2025) 

	2
	2
	2
	1
	2
	9
	Included

	S2
	Aldaihani et al. (2024) 

	1
	2
	2
	1
	2
	8
	Included

	S3
	AlFarraj et al. (2021) 

	2
	2
	1
	1
	2
	8
	Included

	S4
	Ali and Naushad (2023) 

	1
	1
	2
	1
	2
	7
	Included

	S5
	Arachchi and Samarasinghe (2023) 

	2
	2
	2
	1
	2
	9
	Included

	S6
	Araújo et al. (2023) 

	1
	2
	2
	2
	1
	8
	Included

	S7
	Bhattacharya et al. (2023) 

	2
	2
	2
	2
	2
	10
	Included

	S8
	Cardoso et al. (2022) 

	1
	1
	2
	1
	2
	7
	Included

	S9
	Chandramohan (2024) 

	1
	1
	2
	1
	2
	7
	Included

	S10
	Chavadi et al. (2023) 

	2
	2
	2
	2
	2
	10
	Included

	S11
	Chen et al. (2021) 

	1
	2
	2
	1
	2
	8
	Included

	S12
	Cuesta‐Valiño et al. (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S13
	Replacement Source (2025/2026)* 

	2
	2
	2
	2
	2
	10
	Included

	S14
	Ellitan et al. (2022) 

	1
	1
	2
	1
	2
	7
	Included

	S15
	Florea et al. (2025) 

	1
	2
	2
	2
	2
	9
	Included

	S16
	Gong et al. (2023) 

	2
	2
	2
	1
	2
	9
	Included

	S17
	Ha et al. (2022) 

	2
	2
	2
	2
	2
	10
	Included

	S18
	Hengboriboon et al. (2022) 

	1
	2
	2
	1
	2
	8
	Included

	S19
	Huo et al. (2022) 

	1
	2
	2
	2
	2
	9
	Included

	S20
	Husain et al. (2022) 

	1
	2
	2
	2
	2
	9
	Included

	S21
	Islam and Hussain (2023) 

	2
	2
	2
	1
	2
	9
	Included

	S22
	Jabeen et al. (2023) 

	1
	2
	2
	2
	2
	9
	Included

	S23
	Jayasingh et al. (2025) 

	1
	2
	2
	1
	2
	8
	Included

	S24
	Khan and Fatma (2023) 

	1
	2
	2
	2
	2
	9
	Included

	S25
	Koc et al. (2025) 

	2
	2
	1
	1
	2
	8
	Included

	S26
	Liang et al. (2024) 

	1
	2
	2
	1
	2
	8
	Included

	S27
	Liao et al. (2022) 

	1
	2
	2
	1
	2
	8
	Included

	S28
	Ling et al. (2023) 

	1
	2
	2
	2
	2
	9
	Included

	S29
	Liu et al. (2025) 

	1
	2
	2
	2
	2
	9
	Included

	S30
	Luo et al. (2025) 

	2
	2
	2
	1
	2
	9
	Included

	S31
	Mansoor et al. (2025) 

	2
	2
	2
	2
	1
	9
	Included

	S32
	Manzoor et al. (2025) 

	1
	1
	2
	1
	2
	7
	Included

	S33
	Mishra et al. (2024) 

	1
	2
	2
	1
	2
	8
	Included

	S34
	Monfort et al. (2025) 

	2
	2
	2
	2
	2
	10
	Included

	S35
	Moslehpour et al. (2021) 

	1
	2
	2
	1
	2
	8
	Included

	S36
	Mukti and Isa (2024) 

	1
	1
	2
	1
	2
	7
	Included

	S37
	Natasiah (2024) 

	1
	1
	2
	1
	2
	7
	Included

	S38
	Nguyen-Viet et al. (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S39
	Nikbin et al. (2022) 

	2
	2
	2
	1
	2
	9
	Included

	S40
	Nosi et al. (2022) 

	2
	2
	2
	2
	2
	10
	Included

	S41
	Phamthi et al. (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S42
	Qalati et al. (2021) 

	1
	2
	2
	1
	2
	8
	Included

	S43
	Raithel et al. (2026) 

	2
	2
	2
	2
	2
	10
	Included

	S44
	Rehman and Elahi (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S45
	Rosário and Casaca (2023) 

	1
	2
	2
	1
	2
	8
	Included

	S46
	Shams et al. (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S47
	Shin and Choi (2021) 

	1
	2
	1
	1
	2
	7
	Included

	S48
	Siqueira et al. (2023) 

	2
	2
	1
	1
	1
	7
	Included

	S49
	Soegihono et al. (2022) 

	1
	1
	2
	1
	1
	6
	Included

	S50
	Sombultawee and Wattanatorn (2022) 

	2
	2
	2
	2
	2
	10
	Included

	S51
	Sudaryanto et al. (2025) 

	1
	2
	2
	1
	2
	8
	Included

	S52
	Tahir et al. (2024) 

	2
	2
	2
	1
	2
	9
	Included

	S53
	Tan et al. (2022) 

	1
	2
	2
	2
	2
	9
	Included

	S54
	Tanuwijaya et al. (2023) 

	1
	1
	2
	1
	2
	7
	Included

	S55
	Vo Minh et al. (2022) 

	1
	2
	2
	1
	2
	8
	Included

	S56
	Wang et al. (2022) 

	1
	2
	2
	2
	2
	9
	Included

	S57
	Wang et al. (2021) 

	2
	2
	2
	2
	2
	10
	Included

	S58
	Wang (2024) 

	2
	2
	2
	2
	2
	10
	Included

	S59
	Watanabe et al. (2021) 

	2
	2
	2
	1
	2
	9
	Included

	S60
	Zhang and Ahmad (2021) 

	1
	2
	2
	2
	2
	9
	Included



[bookmark: _Toc240722959]2.9 Analytical method
A qualitative data analysis method has been employed in this research by using the thematic codebook method. This process covers categorisation, refinement, and systematic identification, focusing on the recurring patterns of the academic papers. Thematic analysis is a significant analytical approach that is commonly used in qualitative research rather than quantitative research (Ayre and McCaffery, 2022). Based on a total of 60 articles, 4 overarching themes have been developed, which have been designed based on subthemes and codes. Rather than a descriptive summary, thematic analysis has been selected mainly for synthesis, comparison and contrast of the academic research on brand image and trust in the UK retail sector. Thematic analysis is a significant, flexible framework for interpreting patterns based on a dataset (Ahmed et al., 2025). In order to complete the thematic analysis, the chosen sources are assessed and initial codes are developed. After that, those initial codes are combined and the individual themes are generated linked with the research topic. To complete the thematic analysis, the framework by Braun and Clarke is used (Hole, 2024). The narrative synthesis has strengthened the conceptual framework that highlights theoretical tension. This analytical approach is highly relevant for evidence-based research to analyse the impact of brand image on customers' purchase intention. 
[bookmark: _Toc240722960]Chapter Three: Thematic Literature Review 
[bookmark: _Toc240722961]3.1 Introduction 
This chapter is based on considering the 60 sources and develops a critical piece of discussion through thematic analysis. 60 secondary literature sources were chosen in all for the thematic analysis. Each of the themes is divided into specific subparts and thus, aligning the theories and models with the main discussion becomes easier. These included peer-reviewed journal articles, marketing publications as well as sector reports, and meta-analytic studies on customer trust, brand image, corporate social responsibility, and purchase intentions.
[bookmark: _Toc240722962]3.2 Theme 1: Theoretical foundations 
[bookmark: _Toc240722963]3.2.1 Key theories 
Stimulus-Organism-response 
The S-O-R model is a theoretical model which is utilised to provide a better understanding of how external retail stimuli can lead to consumers' psychological responses, which in turn can lead to high-level purchasing behaviours. For the purpose of this study, the stimuli may be the brand image, perceived product quality, packaging, digital engagement, promotional activities and communication activities related to sustainability. All these will affect internal evaluations and perceptions of the consumer, such as trust, perceived value, attitudes and emotional responses, which have an impact on various behavioural consequences like purchase intention or brand loyalty. As per Rehman and Elahi (2024), semiotic packaging, brand quality and image influence brand loyalty along with purchase intention development under the SOR perspective. 
Further, through this present thematic analysis, the different stimuli used in the retail environment are well illustrated. Positive brand associations, brand equity, perceived quality, and self-congruity can impact consumer intelligence of a product, while positive consumer assessment, secure payment systems, privacy protection and risk-reduction mechanisms can influence consumer trust. Thus, the S-O-R model is used as an umbrella model to connect these stimuli with the psychological reaction of consumers to the stimuli, purchase intention, and customer behaviour. This is connected to the model of the influence of customer trust and brand image on customer behaviour.
Signalling Theory
Signalling theory explains how brands communicate any specific quality and chatercter of a product or services to its customers. In the context of marketing, this theory accompanied by effective marketing strategies works substantially in demonstrating a brands’ perception and value proposition towards its customers. As per Chandramohan (2024), brands can convey their brand propositions through the aspects of brand reputation, product features and pricing styrtaegies to attract the customers towards the brands. A brand with effective brand reputation can signal better quality and reliability towards its target population, not only that, well-established brands are prone to use brand reputation for developing assurance among the customers. There is a strong connection of pricing strategies allowing brands to signal better quality and exclusivity in the market place. Conversely, transparent data practices, highly secure payment systems, excellent risk-reduction policies, and effective customer service can provide reassurance and enhance the value of the relationship. Therefore, the theory relates to a theoretical and hypothetical representation which aids in comprehending the relationship between antecedent retailer behaviours, through comprehending signals through brand reputation, pricing strategies and exclusive product features. It extends the study to indicate that purchase intentions are not just driven by products or prices but also driven by purchase decisions and this can influence brand quality and perceived fairness.
Brand equity theory  
The concept of brand equity is comprised of consumers individual and collective perception towards a brand leveraged through brand awareness and knowledge (Chavadi et al. 2023). There is a significant relationship of consumer perception about the brand in developing overall consumer trust on the brand, followed by purchase intention development. Here, in this context, the theory can be used to explain the purchase intention development process in consumers, along with translating such intentions into purchase behaviour. The theory is relevant to the UK retail industry because consumers' attitude towards a brand, the social influences and perceptions of ability to engage in purchase behaviour can shape their decisions to make purchases in the retail market. The present thematic analysis identifies brand image, trust, digital engagement, promotion and description characteristics of different generations as key influencing factors of the buying intention of consumers. There are behavioural mechanisms that can help to understand these factors through the application of brand equity theory. 
In terms of brand perception, it is likely that positive perceptions can boost the attitudes of consumers towards the brand. Perceptions can be manipulated by online marketing as well as social media as the reliability of social media information is highly contradictory (Koc et al., 2025). It can be seen that consumers respond differently to digital services and promotional messages. However, the symbolisation of a brand implying that reactions to the purchase aspect could be driven by individual characteristics. Furthermore, regarding consumers' purchasing confidence, if trust and risk reduction can be achieved, the shopping confidence of consumers will be increased, particularly for an online shopping channel. Therefore, the theory was added to other theoretical approaches to explain consumers' perceptions and societal influences that will contribute to the purchase intention. This is because an intention to purchase is the most important behavioural measure that has been studied in the literature. 
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Consumer Trust 
The determination of consumer trust stability is highly dependent on institutional e-commerce security, privacy assurance for transactions and risk mitigation approaches of a brand within the competitive retail environments of the UK. The results show that consumers' intentions to buy from an online retailer are not only related to the quality, price of the products or convenience but also depend on their confidence that the retailer will protect their personal and monetary data (Cardoso et al. 2022). An environment in which consumers are uncertain and vulnerable when buying online causes negative consumer perception (Sudaryanto et al. 2025). Thus, uncertainty and vulnerability are important building blocks of consumer trust in this context.
Perceived risks 
Perceived risk is also associated with consumer trust development and brand retention (Manzoor et al. 2025). Financial, privacy, security, product-performance and transaction risks are perceived risks related to an online transaction (Koc et al. 2025). Possession of effective security and privacy practices can address these uncertainties, providing consumers further control and reassurance (Qalati et al. 2021). Here, with Signal Theory, important factors that can help greatly reduce any potential feeling of vulnerability are secure payment methods, guarantees about refunds, customer service, order tracking, protection against fraud and transparent terms and conditions. Thus, risk mitigation is used as a measure to lower the level of consumer insecurity according to the institutional security and privacy measures.
Brand image 
Positive brand image associations are one of the primary elements of marketing. Consumers tend to prefer and be more loyal to brands that are associated with positive attributes like innovation, trust, reality, sustainability, quality and social responsibility (Liang et al. 2024). These relationships contribute to the mental attitude that a brand can occupy and have an impact on the meaning that consumers make of a brand's products and communications as a part of Brand Equity Theory (Monfort et al. 2025). Positive associations may also make decision-making more straightforward for consumers when purchasing a product, so that they may settle for choosing a brand that they are familiar with and are confident in their positive expectation to purchase (Tahir et al. 2024). Therefore, positive relationships with the brand have a direct impact on customer-based brand equity, specifically in the areas of brand awareness, brand preference and perceived value (Mukti and Isa, 2024).
Perceived quality 
The quality perceived toward a product is also important in analysis. When consumers' expectations of brands are consistently fulfilled and exceeded, it is simpler for them to convert good attitudes into buying decisions (Islam and Hussain, 2023). The quality experienced by the consumer may not only be based on objective product properties, but also on the consumer's overall quality judgement based on the product's performance, reliability, durability, design or value for money (Ali and Naushad, 2023). As long as it is perceived as good quality, consumers could more favourably self-present toward the brand and even purchase (Rosário and Casaca, 2023). So quality is one of the key steps in how a brand can establish credibility and cause repeat consumption of the product. 
These factors play particular roles with respect to brand equity for customers. Positive relationships create intended brand meaning, perceived quality creates functional confidence, while self-congruity reinforces identity-based and emotional connections (Chavadi et al. 2023). All of these dimensions are able to influence consumers' brand preference, their brand loyalty, and their ability to pay for the brand, therefore improving the overall value placed on the brand. With a high level of brand equity, consumers will likely be less responsive to competing products because they have justifications to continue to buy the brand and their emotional attraction to it (Chen et al. 2021).
Self-congruity 
Self-congruity is another related aspect that denotes how related brand values, brand personality and consumers' self-image are (Raithel et al. 2026). Consumers who believe that they live considerately towards the environment, for instance, may be inclined toward brands that are environmentally friendly, whereas consumers who want to belong and express individuality may be attracted toward brands that convey status or distinguishing lifestyles (Chandramohan, 2024). This mental synergy can lead to deeper emotional relationships and transform a mere transactional interaction into a meaningful consumer-to-brand communication.
Brand equity 
It can be stated that the product the brand provides and the meaning that the brand imparts to the consumers induce a long-term purchase intention (Shams et al., 2024). Retailers that provide quality products and services and have a strong, unique and positive identity will be better able to create strong customer-based brand equity (Rehman and Elahi, 2024). Therefore, having congruence between the perception that consumers have of the brand and its identity and expectations can enhance their loyalty to the brand, repeat buying and build long-lasting customer relationships in a competitive retail environment in the UK.
CSR 
Nowadays, corporate social responsibility is developing prominent green marketing initiatives to develop consumer trust and brand credibility for better business performance (Aldaihani et al. 2024). Responsible business practice, therefore, can be a positive tool to influence consumer relationships and perceptions in the competitive retail market in the UK. However, the benefits of these benefits rely on the believability, clear and consistent strategy amalgamation of corporate sustainability statements (Cuesta‐Valiño et al. 2024).
It is believed that CSR provides a great foundation for a company's reputation. Positive stakeholder perceptions can be achieved by complying with initiatives like environmental protection, ethical sourcing, employee well-being, community development and responsible business practices (Araújo et al. 2023). If consumers feel that the initiatives undertaken by the retailer in the social and environmental domain are genuine, it can help to create goodwill and improve the organisation's reputation (Arachchi and Samarasinghe, 2023). This reputation will then influence consumer attitude along with brand loyalty, and affect their relationship with the business positively.
Green marketing 
At the same time, however, the concept of ‘greenwashing' is posing a major risk to customer confidence. Greenwashing occurs when the firm does not need to display its 'green' attributes (Liu et al. 2025). Where consumers discover that making statements about sustainability and acting sustainably are misaligned, there could be an impression of inauthenticity. This does not mean the brand has no environmental issues, because as consumers start to question the credibility of their overall communications, the business might lose overall trust (Ha et al. 2022). In some dimensions, greenwashing can make a good tradition into a practice that brings a negative reputation.
The theme is thus, to some extent linked to transparency and trust. If it's seen as having proof of sustainability, good chances of a positive response from the consumer can be apprehended (Hengboriboon et al. 2022). In a competitive retail market in the UK, where people can easily compare brands and can access data digitally via social media, this scepticism can be the cause of negative word-of-mouth and brand switching (Watanabe et al. 2021).
Social media engagement 
The recent development in marketing prospects indicated a greater chance of exposure to brands evaluated and discussed in digital environments compared to traditional advertising and sellers' relationships (Al-Adwan et al. 2025). Therefore, social networking and innovation of non-digital sources are important in developing competitive retail sector consumer consciousness, assessment and consumer buying attitude (Natasiah, 2024).
One of the issues is related to social media engagement that influences modern retail purchase decisions. Retailers can personally engage consumers on platforms by leaving comments, reviews, genuine posts, brief video snippets, polls and personalised advertisements (Luo et al., 2025). The interactions can create brand awareness and provide insights for customers into how other customers are responding to the products and services. By engaging in positive interactions, a brand can impart familiarity and social validation, helping it to get noticed by the consumer and enhance their consideration of the brand (Moslehpour et al. 2021). Conversely, negative feedback or reviews, or negative online interactions can influence perceptions and dissuade even potential buyers.
Source/ Influencer credibility 
Influencer credibility has a major impact on brands in digital business prospects. When an influencer is likeable and has proficient experience or is an expert in a certain field, consumers can trust their recommendation more than advertising (AlFarraj et al. 2021). It can be a key governing element for the success of this type of advertising strategy that the audience understands when the influencers are credible (Shin and Choi, 2021). They feel like they are a real person, genuine, reliable and knowledgeable about the specific content that they are presenting, and that they are associated with the advertiser's brand. If the endorsement appears to be over-sponsored or a ‘commercial’ endorsement, the impact of the endorsement may be reduced and its credibility can be undermined (Vo Minh et al. 2022).
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There is a positive and direct correlation between Brand Equity and Purchase Intention of consumers. While brand trust does have a positive influence on consumers' purchase intentions, this effect is not significant. Purchase intention is an indirect (mediating) factor between brand equity and the brand. Brand Trust also has an indirect impact on Purchase Intentions, via its influence on Brand Loyalty in this circumstance. Consumers' Purchase Intention has a positive correlation with Brand Equity and also with the Brand Trust development. 
Brand image is not just used to form a mental image of what the brand is; it also conveys emotions. Brand image is a symbol of the essence of the organisation. Impressions developed for brands are the result of continuous interactions and observations over time. Here, not only do brand trust or image develop the overall purchase intention of a customer, but there is also a predominant effect of self-congruity, brand equity, social responsibilities fulfilled by the brand and the right usage of influencer marketing techniques are also significant. With the application of the Theory of Planned Behaviour and Social Exchange Theory, the overall development of consumer trust and brand image is evaluated for developing purchase intention among retail customers. 
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Finding 1: Trust Matters 
Importantly, Nikbin et al. (2022) suggest that there is a strong link between consumer trust and brand retention, as positive, secure and successful interactions with consumers can help build customer loyalty, recommendations for brands and prolonged customer interaction. Trust, however, can come in both situations. Consumer confidence can be lost if consumers’ credentials or personal information are misused, misapplied, or compromised for an improper purpose, or if consumer privacy concerns are not addressed appropriately (Soegihono et al. 2022). 
Overall, this demonstrates that rather than technical or regulatory concerns, the security of e-commerce and transactional privacy can be seen as strategic approaches to foster trust (Tanuwijaya et al. 2023). Paying attention to issues related to consumer trust will undoubtedly be a key factor in determining whether retailers will receive the flow of consumer trust in the future, and their willingness to accept risk reduction will pay off (Siqueira et al. 2023). It is the consistency that, in very competitive markets such as the United Kingdom, can prove to be a competitive advantage, enabling re-sales, preventing customers from switching, and allowing for the long-term retention of customers to the brand.
Finding 2: Brand Image Matters 
The findings suggest that although consumers assess other factors such as functional utility or price, these factors are not the only ones considered when it comes to developing purchase intentions. Instead, their buying decisions are affected by a brand's image and by their perceptions, feelings, hopes, and identities (Mansoor et al. 2025). The positive and favourable brand image may subsequently differentiate in competitive UK markets where there are several other brands which also feature the same product and service.
Finding 3: Interaction between Trust and brand image 
According to Phamthi et al. (2024), when security mechanisms are managed by online retailers, consumers feel more confident, developing the trustworthiness of the online retailer among the consumers. Secure payment systems, authentication and encrypted transaction process, fraud detection and reliable infrastructure for the website will help minimise concerns about financial loss, unauthorised access to the website, authentication and encrypted transactions (Sombultawee and Wattanatorn, 2022). This phenomenon is particularly true in the UK as consumers seek to interact with organisations over digital platforms, and expect that the organisation would engage responsibly with them by showing enough accountability for consumer security, hence impacting consumer trust (Bhattacharya et al., 2023).
A brand’s image development has precise requirements for transactional privacy assurance that are very similar to security obligations. These findings suggest that consumers want transparency in the personal data collection, storage, management and sharing possibilities (Wang et al. 2022). When consumers aren't sure about the use of such personal information, payment details, addresses, contact information and purchasing histories, they become highly concerned (Nosi et al. 2022). The more trust that can be gained in the integrity of the retailers, the better, and this can be achieved through clear and transparent communication regarding data protection (Gong et al. 2023). A company that respects people's privacy and provides them with enough protection for their information will gain their trust and keep using their services. Therefore, a positive brand image is connected to consumer trust development. 
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Promotion can result in purchase encouragement, but excessive usage can weaken brand positioning
Promotion helps in purchase intention development, but excessive promotion can weaken the positions of premium brands. The aspects of visual merchandising, promotional activities and generational traits of customers affect the perception of the brand on the final conversion. Positive perceptions necessarily result in positive purchase behaviour; however, purchase behaviour is affected by environmental, promotional, psychological and demographic factors. Visual Merchandising enlists the factors that can influence the psychology of the customer and influence their purchasing decision by the proper appearance of their visual surface and store layout (Florea et al. 2025). The attention, perceptions and emotional reactions of customers to products can be shaped by product placement, store layout, store presentation and the ambience of a retail store. effective visual presentation can also rely on this positive perception of the brand and change the environment, making the products more visible to evaluate and thus more attractive. It's particularly crucial in a fashion and lifestyle retail outlet, as the look and style are a big factor within the customer's experience in this industry.
The next dimension is promotion, in relation to sales promotion that influences consumer buying behaviour within the context of apparel. When consumers have positive perceptions about brands, it can be useful to re-motivate them by providing discounts, special offers, and time-limited offers, value returns etc. (Husain et al. 2025).  The effectiveness of promotions, however, depends on the consumer's perception of value and consistency of the promotion with the brand positioning. Being too pushy in promotion may lead to a sense of not being a premium product, which is particularly damaging to premium brands.
According to Mishra et al. (2024), all the variables related to psychological, symbolic and functional product benefits can imply important roles in consumers' actual buying decisions. This means that a brand cannot be perceived solely from its unique promotion strategy. Therefore, when reaching the premium or luxury retailer market, it is important for a brand's success to keep its level of brand equity and trust high, rather than basing its brand on too much price-based activity.
Digital engagement is not always positive 
Digital engagement is not always positive for the brand promoting its products through excessive digital platform usage and influencer marketing. Influencer marketing in this context provides mixed results as not fitting influencer engagement may develop the brand's position to downsize and customers can lose trust. Additionally, these results suggest that the outcome of conversions can be influenced by consumer characteristics. These disparities impact their approach to visual branding, promotional messaging, engagement with digital, and brand symbolism (Ellitan et al. 2022). Younger consumers could potentially be more "open" to engaging with digitally integrated services, while other consumers could have higher expectations for value, customer confidence, and product reliability.  Therefore, retailers must consider integrating promotional strategies and product displays in such a way that they deliver alluring capacity along with a suitable promotion to reach the right set of customers while complying with brand values and consumers' expectations (Ellitan et al. 2022). This alignment can increase the odds of synchronising positive brand associations with actual consumer actions and build long-lasting relationships with consumers. 
From the aspect of influencer marketing, it has been seen that influencers tend to have more meaningful communications with their followers that can build their credibility as opposed to traditional celebrities. Reliability represents integrity and honesty, while Competence means the authority of a person in a specific field. Leveraging the trust and rapport these influencers build, it's likely they can stir up positive feelings and behaviours around endorsed merchandise (Shams et al., 2024). Authenticity makes message acceptance and intention to purchase more positive. The more influencers reach out to their followers, the more they will establish these perceptions of authenticity, garnering more trust and positive attitudes toward the brand. Interactions depict authentic engagement between influencers and followers and boosts engagement of followers.
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Positive impact on sales and contributes to the firm's revenue. Based on the research, it was concluded that customer satisfaction has a significant impact on sales and consequently on the company's revenue. This refers to the other variable, ‘brand trust’ related to future buy intent. A brand's reputation is always important when considering the likelihood of a customer buying from the brand again. Obviously, when assessing desired customer purchasing intentions in the future, customer satisfaction and customer trust are the most important factors that should be considered. 
It is eventually related to the aspect of a brand's likelihood of undertaking digital marketing techniques to develop the overall awareness of the brand. However, digital marketing or promotional activities are not always positive for a brand’s overall sustainability as excessive promotional activities create an image of being extra pushy on problem customers, eventually reducing brand awareness, purchase intention and brand equity altogether. Therefore, it is necessary to engage in the right promotional activities rather than excessive promotional activities for better results. 
In this context, choosing the right fit for influencers and promotional activities is necessary for brands to develop an informed and sustainable customer base. Furthermore, it has been found that the likability of the influencers and popularity of influencers have a major impact on the effectiveness of the endorsement that they perform on their respective platforms. Also, users find that influencers found to be popular and attractive are seen to be more trustworthy.
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CSR can improve brand reputation, with advancement of consumer trust
If the information supporting an environmental claim is both clear, credible and comprehensible, consumers' perceptions can be impacted (Nguyen-Viet et al. 2024). Evidence in any of the following areas can be of interest to consumers: sustainable materials, fewer wrappers, materials that are sourced from renewable energy, responsible sourcing, recycling programs, and carbon emissions as the most important objective for an environmentally supported business (Tan et al. 2022). Tangible information about sustainability targets, tangible steps taken, and the sustainability action limits can be used to increase the perceived authenticity (Khan and Fatma, 2023). Hence, green marketing should not be limited to simply saying rather than doing when it comes to acting sustainably.
Overall, the theme shows that in order to improve the reputation of a company, CSR and green marketing must be seen as being genuine and transparent to the consumer (Huo et al., 2022). Therefore, sustainability communication should be based on substantive initiatives, measurable commitment and transparency in an organisation. The results suggest that the idea of "environmental responsibility" can exert a strategic influence on how to create competitive advantage, but if the concept is perceived along with the counter notion of "greenwashing", it can turn the positive effect of environmental responsibility negative (Zhang and Ahmad, 2021). As a result, loss of trust and brand credibility can be seen. It is clear that UK retailers need to pay attention to any sustainability claims they make and make sure that they are congruent with what they actually do in order to establish trust with consumers and develop a strong and long-lasting reputation (Jabeen et al., 2023).
Here, the Triple Bottom Line framework positively aligns sustainability goals of an organisation with its operations. For achieving optimum brand equity, organisations work on their Profit metrics, People metrics and Planet metrics. From the aspect of profit metrics, increase in Sales, Cash-flows, creation of shareholder value and the overall economic and operational impact on the society are evaluated. Organisation’s performance also comprises the management of strategic capabilities efficiently, developing the core competencies and shareholder’s value creation under this metric The purpose of People metric is associated with making a difference–to serve for the welfare of people, community, staff, by assisting in education, interacting with community, fair price practices etc. The relationship between the CSR behaviour of the organisation and the attitude of consumers towards the organizations is positively impacted (Tan et al. 2022).
Particular focus on the organisation's endeavours to decrease any undesirable environmental footprint and enhance their ecological footprint through management of their energy consumption and production of their waste comes from planet metrics. An increase in green market practices can be seen in recent days developing easy availability and affordability of the green products, usage of eco-labelling, and going for the ISO 14001 certification. Most of the researchers agree that TBL's most important dimension is the environmental dimension. All depends on availability and restrictions of Earth's resources and development and coordinating systems so that the environmental dimension would be more focused compared to the social and economic dimensions, which were regarded as secondary dimensions.
In this aspect, an organisation's credibility in developing its triple bottom line to develop overall sustainability can be stated as an important factor to promote positive brand image and purchase intention improvement. 
AI and Digital Credibility 
Another trend impacting emerging considerations is AI source credibility. Consumers will be more or less likely to trust suggestions on what content and videos to consume, as well as to take inputs from AI-powered personal assistants (Jayasingh et al. 2025). They can accept product recommendations and brand-generated reviews based on accuracy, transparency, reliability and competence (Ling et al. 2023). Retailers therefore need to make sure that AI interactions are clear and informative to achieve positive results from the tool (Wang, 2024). Hence, it's essential for retailers to make sure that AI-powered interactions are obvious and useful, and trusted. Interactive Digital Channels finally strengthen the connection between the information and purchasing actions. Recommendation algorithms, chat Q&A, live shopping sessions and interactive product demonstrations, and can reduce the timeframe, positively impacting the shopping process (Wang et al. 2021). These channels can drive consumers even quicker from awareness to consideration to purchase.
To summarise, what this theme means is that digital engagement is indeed a strong external factor in the retail decision-making process. Whether digital influences enhance or hinder consumer responses will be decided by the credibility, authenticity, interactivity and transparency (Ellitan et al. 2022). Concurrently, using a social media network with a trusted brand influencer, combined with AI technology and engaging platforms, can create more consumer engagement and create a higher chance of conversation (Liao et al. 2022). However, a lower customer experience and lack of trust in the source can result in more scepticism and have a negative effect on the brands.
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From the literature, it is clear that the relationship between consumer purchase intention and brand perception is not direct. However, sustainability promotional strategies and digital engagement might help in strengthening responses from consumers; though the effectiveness of these aspects is highly dependent on consumers' interpretation of credibility, authenticity and overall value of these activities. Therefore, it is certain that increasing marketing activities is unable to generate stronger purchase intentions of the consumers automatically. 
The application of CSR initiatives and green marketing is associated with developing better brand perception and overall equity. One of the important issues of the current marketing process is linked with corporate social responsibility (CSR) and green marketing. In most of the studies conducted in the past, an eco-friendly and socially responsible behaviour has been linked to a better brand image, trust and willingness to buy. CSR activity can be used as a positive attribute of brand image and engagement; green marketing can be used to enhance purchase intention based on the image and confidence of the brand. There is much literature regarding the effect of greenwashing as part of sustainable marketing objectives of a brand. For example, the greenwashing phenomenon is related to the attention of green brand equity, green brand image, satisfaction and trust (Ha et al., 2022). Transparency and positive organisational behaviour set the positive relationship between Sustainability actions and Customers' purchasing intentions.
Sales Promotion activities can spark buying attitudes in customers, making the product appear more appealing, along with providing some information to them. But promotional activity will only be effective if it's congruent with the positioning of a brand. When price is the mode of communication, discounts may pose a challenge for retailers of premium products in their development of a message that carries with it a high-quality and exclusivity image.
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The literature suggests that context and credibility will moderate the effect of marketing stimuli on response, in general. Sustainability initiatives need to genuinely be 'sustainable', interaction with the digital needs to be 'believable ', and promotions have to go with the positioning. Thus, the effect of brand perception on purchase intention observed here should be seen in a conditional nature in this context and it is not necessarily positive. This helps to support the S-O-R theory as the psychological responses can be varied based on their evaluations of the external stimuli before making purchase decisions.
[bookmark: _Toc240722974]3.5 Theme 4: Research Gaps
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Although there is extensive literature on the area based on how brand equity and customer trust affect customer behaviour, there are some key points that are missing in the UK retail context. Firstly, previous research focused overwhelmingly on stable markets or on individual, digital shopping contexts. With macroeconomic uncertainty and high inflation, Adams et al. (2025) and Sharma and Sinha (2025) highlighted the specific challenges consumers face when shopping. But conventional models do not reveal exactly at what moment the financial strain leads to a high-trust customer's realisation that there is a cheaper alternative available. Bruce and Abdulla (2025) and Green (2026) also pointed to volume reductions and online market share as factors of economic hardship, but these cannot be the sole reasons for the erosion of long-term brand loyalty. Secondly, many current resources are based on data from the global, rather than local UK, market. Kim and Yang (2025) and Morris (2024) highlighted that customer loyalty is becoming more tenuous, with as much as 74% of UK shoppers prepared to switch brands because of poor service delivery or transparency. 
However, research on online shopping platforms and brick-and-mortar stores is generally conducted separately. Research conducted on general retail issues overlooked the cumulative effect that often unanticipated delivery expenses, limited visibility of tracking, and inflexible return policies have on overall brand perception during a recession. Thirdly, the literature on "purchase intention" focused on overall purchase intention without distinguishing purchasing behaviours between retail sub-sectors. The studies by Tan et al. (2022) and Vo Minh et al. (2022) discussed the role of green marketing and social brand engagement in creating brand equity, but fail to explain the tipping points at which customers actively decide to stop being customers of a retailer due to an ineffective brand image. Lastly, there are large knowledge gaps on the role of modern digital tools to play an active role in actively rebuilding damaged customer trust. In this regard, while others such as Cheong et al. (2023) and Ahmed et al. (2025) focused on qualitative aspects of digital engagement, the traditional models of trust continue to view corporate reputation as a fixed feature. 
Thus, it is stated that current systems do not consider the real-time digital touchpoints (including automated tracking updates and flexible returns policy) that are increasingly central to the consumer journey, meaning that UK retailers are left without any clarity on how to re-establish their customers' trust in a turbulent consumer market. 
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Thus, it can be concluded that the discovery of these missing factors and theoretical lacunae directly furthers the main research questions of the dissertation. The synthesised results go beyond the static and steady-state assumptions and shed light on the relationship between the macro-economic pressures and the inflation surge and how they affect brand image, addressing the problems of loss of customer trust (RO3/RQ3). In addition, the gap between digital operations, such as delivery costs and returns and customer retention directly targets the mechanisms needed to keep customer loyalty (RO1/RQ1) and assess customers' purchase intention for the UK retail market (RO2/RQ2). This study has shed light on these gaps in the literature to create a more contextually sound framework. Finally, the findings showed the empirical basis for recommending actionable and realistic solutions to rebuild a damaged reputation in the context of retailers in the UK facing economic uncertainty (RO4/RQ4).
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This section relates the main themes from the literature directly to the four main research objectives of this dissertation that relate to fulfilment of the overall aim. 
Objective 1: To examine the ways through which Customer trust and brand image are maintained in the retail industry in the UK
The literature indicates that building and sustaining trust and brand image are continuous processes across various business functions. Positive signalling towards consumers through transparency of business practices is explained with the help of key theories, including Signalling Theory and Social Exchange Theory. Authors such as Adams et al. (2025) and Morris (2024) explained that UK shoppers value corporate authenticity, ethical practices, and clear communication. Moreover, the research of Tan et al. (2022) and Vo Minh et al. (2022) also indicated that green marketing and regular social brand communication improve brand equity. The thematic review demonstrates that retailers establish trust not only via traditional marketing activities, but also by making digital touchpoints visible, like delivery tracking and fair returns policies (Bruce and Abdulla, 2025; Green, 2026). All these elements form a strong perception of the brand in the competitive retail environment.
Objective 2: To analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK
This thematic synthesis clearly identifies direct links between customer trust and brand image and purchase decisions in the UK retail market. Kim and Yang (2025) found that customer hesitation is directly decreased by digital service quality and brand reputation, which positively influences repeat buying. As customer trust increases, prospective customers are less apt to turn to different brands, even in changing market conditions. But Sharma and Sinha (2025) found from empirical evidence that macroeconomic factors, such as inflation, compel consumers to review their purchasing decisions. In difficult economic times, customer Trust is the crucial link between brand image and actual purchase intention, especially appealing to shoppers. Therefore, both must be present to maintain consumer loyalty in the long term. 
Objective 3: To find out the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK
When trust is lost or when brand image is ineffective, significant difficulties are noted in the literature. According to a study by Morris (2024), 74% of consumers in the UK would be willing to try a different brand in the event of a move towards less transparency, communication, or product quality. Poor brand management can result in high customer turnover, lower sales, and lower brand equity (Adams et al., 2025). The findings by Cheong et al. (2023) and Ahmed et al. (2025) pointed to the fact that customer dissatisfaction is magnified quickly on online platforms in today's world. When customers experience unexpected delivery charges, inadequate tracking updates, or other operational problems, it generates friction right off the bat, especially as it relates to scepticism, which can escalate into customer brand switching (Bhattacharya et al. 2023). Loss of trust will have a significant impact on market share, which is hard to recover in an oversaturated market.
Objective 4: To recommend feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK
It offers a clear foundation for designing practical measures to maintain trust and promote purchase intentions. Three key strategic priorities emerge from the literature – namely, digital transparency, operational efficiency and value-focused engagement. Green (2026) and Kim and Yang (2025) indicated that multi-channel experiences such as tracking delivery and making returns as easy as possible are crucial for the UK retailer. Furthermore, transparent pricing structures and sustainability measures address growing consumer scepticism about products (Tan et al., 2022; Sharma and Sinha, 2025). Structured methodologies, as mentioned by Ali et al. (2024) and Poggi et al. (2025), allowed retailers to evaluate consumer feedback and make dynamic and regular adjustments to their operations. These ways assisted UK retail managers to safeguard their brand equity and maintain purchase intent while the economy was uncertain.
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[bookmark: _Toc240722979]4.1 Integration of Findings 
The compiled literature showed that consumer buying intention in the retail sector in the UK cannot be considered a one-to-one relationship with the traditional marketing stimuli (Ali and Naushad, 2023; Chandramohan, 2024). However, the decision-making process of consumers is a multi-layered, cognitive and affective phenomenon that fits well into the Stimulus-Organism-Response (S-O-R) theoretical framework (Rehman and Elahi, 2024). In this perspective, external marketing stimuli like visual merchandising, semiotic product packaging, store design and sales promotions are the first environmental indicators that grab attention (Florea et al. 2025; Mishra et al. 2024; Rehman and Elahi, 2024). These external influences, however, do not directly dictate the responses of consumers in terms of behaviour (Liang et al. 2024). Their ultimate effects are largely moderated by the internal psychological evaluations ($O$), which are a systematic process of customer trust, perceived brand quality, brand image and perceived risk to assess the credibility and overall value proposition of the retail entity before behavioural commitment (Cardoso et al., 2022; Phamthi et al., 2024; Qalati et al., 2021). 
Customer trust is a key gatekeeper between passive consideration and active purchase intention in the brand funnel and is a necessary step for achieving initial market presence and consumer awareness, as well as being essential to strategic brand positioning, advertising effectiveness and corporate identity (Cardoso et al. 2022; Raithel et al. 2026). In today's reality of the UK retail market, greatly influenced by macroeconomic uncertainty and fluctuation in consumer sentiment, brand equity alone is not sufficient to establish long-term consumer retention (Wang et al. 2021; Rosário and Casaca, 2023). The results obtained from the empirical studies synthesised in this study support the idea that operational trust is a key factor in reducing consumer hesitation (Cardoso et al. 2022; Manzoor et al. 2025). Trust is built by providing tangible services and providing the customers services that they can understand, like perceived service quality, post-purchase support, clear pricing, strong data security measures, and safe digital payment channels (Bhattacharya et al. 2023; Monfort et al. 2025; Soegihono et al. 2022). 
The operational signals directly reduce financial, transactional and privacy risks, which decreases uncertainty and facilitates consumers' seamless movement from brand consideration to transaction execution (Islam and Hussain, 2023; Qalati et al., 2021). At the same time, the digitalisation of commerce, social media platforms, and AI integration have revolutionised the way retail stimuli are delivered and perceived (Jayasingh et al. 2025; Shams et al. 2024). These high-frequency touchpoints, such as interactive digital channels, brand social media presence, short videos, livestreaming sales and metaverse gamification, provide numerous opportunities to enhance brand equity and user engagement (Al-Adwan et al. 2025; Luo et al. 2025; Moslehpour et al. 2021; Vo Minh et al. 2022). Moreover, e-WOM, online customer reviews, and influencer marketing are important social proof that can shape the trust of customers and their purchase decisions (AlFarraj et al. 2021; Sudaryanto et al. 2025; Tanuwijaya et al. 2023). However, these digital stimuli's conversion capacity is tightly constrained by the perceived authenticity, competence and credibility of the source (AlFarraj et al. 2021; Shin and Choi, 2021). 
Consumers regularly display cognitive resistance and privacy fatigue in the form of social claims that haven't been verified, tracking that is intrusive and causes privacy stress, and commercialised influencer endorsements (Gong et al. 2023; Nikbin et al. 2022). This is a negative internal assessment that can have a detrimental impact on brand trust and online cart abandonment. On the other hand, the use of livestreaming and digital interfaces that enhance cognitive processing fluency and ensure clear communication of interaction creates digital customer engagement and speeds up the consumer's purchase journey (Liu et al. 2025; Wang, 2024). The effect of corporate social responsibility (CSR) and environmental ethics on the behaviour of consumers in modern times is a parallel dynamic (Araújo et al. 2023; Jabeen et al. 2023). Several studies in the literature show that CSR initiatives, green brand image, and ethical marketing strategies contribute to customer self-congruity, corporate reputation and brand attitude, especially with Gen Z customers (Aldaihani et al. 2024; Chen et al. 2021; Hengboriboon et al. 2022). 
Verified organic certifications, open supply chain sourcing, and honest green communications signal to consumers that they are making a sustainable purchase, reducing consumer scepticism and boosting sustainable purchasing intentions (Huo et al. 2022; Jabeen et al. 2023; Tan et al. 2022; Watanabe et al. 2021). But when there is a substantial disconnect between corporate environmental communication and actual corporate operations, perceived greenwashing occurs (Ha et al. 2022). If consumers find any superficial or misleading sustainability claims, scepticism towards the brands causes significant damage to green brand equity, the loss of institutional customer trust, and the reduction of long-term brand loyalty (Nguyen-Viet et al. 2024). As a retail organisation expands its business through an omnichannel approach, ensuring a seamless delivery of trust and service across both online and offline platforms is crucial to reduce customer attrition (Nosi et al. 2022; Sombultawee and Wattanatorn, 2022). Finally, the combined text validates the relationship between brand image, CSR engagement, and customer trust in a cyclical and synergistic manner as described by Arachchi and Samarasinghe (2023; Cuesta-Valiño et al. 2024; Khan and Fatma, 2023). 
The visibility and perceived value that brand image offers lead to consumer interest and the psychological security that customer trust offers helps to reduce consumer risk (Chandramohan, 2024; Phamthi et al., 2024). These internal psychological mechanisms act as a key bridge, between all external marketing, social and operational stimuli and their effects on final purchase decisions, word-of-mouth advocacy, and future brand loyalty in the mature retail environment (Al-Adwan et al., 2025; Mansoor et al. 2025; Mukti and Isa, 2024; Tahir et al. 2024).
[bookmark: _Toc240722980]4.2 Comparison between Studies 
The findings from the synthesis and analysis of the literature reviewed demonstrate that there are different conceptual understandings, methodological approaches and limitations in the study of the effect of customer trust and brand image on customer purchase intention in retail. The results of the synthesis and analysis of the literature reviewed showed that there are conceptual differences, methodological differences and inherent limitations related to customer trust and brand image to customer purchase intention in retail. The Stimulus-Organism-Response (S-O-R) paradigm has been widely used in consumer decision-making to understand the factors that influence consumer behaviour in relation to the stimuli that trigger it. In theory, the Stimulus-Organism-Response (S-O-R) paradigm is consistently used in consumer decision-making to explain the factors affecting consumer behaviour in relation to the stimuli that stimulate them. (Rehman and Elahi, 2024). Some studies focus on the front-end factors, including visual merchandising, store layouts, semiotic packaging, and promotional displays as main stimuli that influence the internal perception of brand image and product quality (Florea et al., 2025; Mishra et al., 2024; Rehman and Elahi, 2024). 
However, another stream is about modern digital and multi-channel contexts, suggesting that operational trust indicators, such as data security, clear pricing, after-sales support, service reliability, etc., beat aesthetic cues as they directly reduce financial and privacy risks (Bhattacharya et al., 2023; Liao et al., 2022; Monfort et al., 2025; Qalati et al., 2021). However, high brand equity is not enough in an established and dynamic retail environment, such as the UK, to convert purchases if it is not backed by this underlying operational integrity (Cardoso et al., 2022; Manzoor et al., 2025; Wang et al., 2021). The literature is methodologically strong in quantitative cross-sectional surveys which are analysed using Structural Equation Modelling (SEM), both PLS-SEM and CB-SEM (Al-Adwan et al., 2025; Jabeen et al., 2023). A strength of these quantitative approaches is that they enable researchers to statistically test multi-stage mediating effects, for example, the effect of brand trust and perceived risk between external brand activities and behavioural purchase intentions (Ling et al., 2023; Phamthi et al., 2024). In addition to these cross-sectional surveys, there are experimental designs that allow for greater causal clarity of trust, including those focused on consumer trust towards organic certification labels in controlled environments (Watanabe et al., 2021). 
Furthermore, the findings from empirical studies can be generalised across different contexts around the world through systematic literature reviews and meta-analyses, which can provide more general conclusions related to the relationship between e-service quality, corporate reputation, and customer retention (Phamthi et al., 2024; Tahir et al., 2024; Wang et al., 2022). There are, however, many gaps and limitations in the current literature. Social commerce research and studies on influencer credibility, livestreaming and artificial intelligence touchpoints adequately represent the dynamics of engagement in modern times, but are quickly becoming obsolete and suffer from self-reported survey bias issues with consumer privacy practices (AlFarraj et al., 2021; Gong et al., 2023; Jayasingh et al., 2025; Luo et al., 2025). Likewise, green marketing, corporate social responsibility (CSR), and sustainable purchase intentions studies are easily prone to social desirability bias, where consumers rate their intentions to purchase green products higher than their actual purchase behaviour (Aldaihani et al., 2024; Ha et al., 2022; Tan et al., 2022; Zhang and Ahmad, 2021). Moreover, a large portion of the empirical studies is context-specific, and conducted in emerging economies or specific product segments (Islam & Hussain, 2023; Moslehpour et al., 2021). 
This creates a gap in the literature on the interaction between customer trust and brand image in the post-pandemic UK retail context where inflationary pressures and multi-channel retail structures require the appropriate integration of front-to-back brand images and fulfilment reliability (Nosi et al., 2022; Sombultawee and Wattanatorn, 2022; Wang et al., 2021).
[bookmark: _Toc240722981]4.3 Identification of gaps 
Contextual Gap 
Numerous studies have identified and investigated aspects of consumer behaviour outside of the UK. Some previous studies have focused on trust and loyalty in a retail chain in northern Brazil, social media marketing in Surabaya, the extent of social commerce and purchase behaviour among other international markets. The studies give some good evidence of consumer behaviours, but differ in retail environment, consumer expectations and market conditions and so cannot be automatically inferred as being representative of UK consumers. The aim of the present study is then to tackle this contextual limitation by synthesising the available evidence specifically in terms of the UK context and to take into account contextual issues of trust and brand image. Therefore, there is a specific research gap identified due to the limitation of available literature only based on the UK retail market. 
Theoretical fragmentation gap 
The second gap in the literature is based on a theoretical fragmentation gap that can be proved from the study. Individual relationships, like trust and purchase intention, brand image and purchase intention, or social media and brand trust have been widely studied throughout the themes and concerned literature. For instance, trust has been studied as a mediating variable between adoption and purchase intention regarding omnichannel brand image, perceived quality and purchase intention from an S-O-R view etc. The current focus of the analysis is set to address the fragmentation aspects, attempting to unite these relationships in an integrated theoretical analysis of S-O-R principles along with the complementary approach towards relationship and behavioural aspects. This gives more complete information related to external stimuli in the retail market influencing consumer perceptions, followed by purchase-related behaviour of consumers.  
Integration gap in various customer touchpoints 
To state the third gap, it can be stated that there is a "gap" between different touchpoints with the consumers. It has been identified from the existing literature that most of them are related to digital marketing, social media, credibility of online influencers and online engagement strategies using AI, while some consider physical store artefacts such as visual merchandising and the store layout situation. But there is an investigation of these proportions are investigated separately. Through the thematic synthesis in the present study, it can be concluded that purchase intention nowadays cannot be completely explained using either the digital or physical retail approach. Instead, the image and trust of the brand can be affected through more touchpoints with consumers and a more holistic way of understanding the retail experience is required. Therefore, it clearly indicates the integration gap in various customer touchpoints. 
Interaction gap between brand image, consumer trust and marketing influences
Another gap related to interaction among brand image, consumer trust and marketing influences can be seen from the literature.  An interpersonal space between the factors of “trust”, “brand image”, and other marketing factors can be identified here. Trust and brand image both have been shown to have an impact on consumer responses, and together they can have an even greater impact. Current studies have revealed that sustainability, social media, influencer promotions and perceived quality are related to purchase intention but might also influence consumer response when combined with trust and brand image. It has only been created and conceptualised in certain literature, but not consistently. This is addressed by the thematic analysis, which is used to summarise the findings and forms the basis of a synthesis that creates the connection. It also links the findings into a framework that provides the mechanism for how retail stimuli impact the internal consumer evaluation (trust, brand perception) and affect purchase intention. 
One of the main findings in the literature is related to CSR and green marketing, which are associated with positive consumer outcomes. The aspects of digital engagement also have positive consumer outcomes in certain situations. Greenwashing can have a negative impact on brand equity, trust and brand image. In another study, it can be seen that the effectiveness of influencers is based on attractiveness, expertise and trustworthiness. Similarly, digital engagement fails when the consumers perceive it to be unbelievable or not related to the brand. The present analysis is thus not simply about the effect of marketing on purchase intention, but it shows the limits of a credible, authentic and transparent selling proposition. 
[bookmark: _Toc240722982]4.4 Conceptual framework 
This conceptual framework is based on the so-far-themed findings, which suggest a proposition that the link between external stimuli and consumers' internal psychological analysis at the time of buying the product will influence their intentions of buying. External factors like brand image, perceived quality of the product, digital interaction, promotions and the retail premises are associated with the S-O-R view. These stimuli influence the consumers' internal evaluations, mainly trust, perceived value, perceived risk and brand perception. The relationship between perceived brand quality and brand loyalty, as well as brand image and purchase intentions, forms direct support for the S-O-R interpretation. The framework establishes customer trust and brand image as the vital processes in between retail activities and purchase intention. Security, transparency and credible interactions are all common denominators for reinforcing trust, and image is represented by quality and sustainability, digital communication and consumer–brand experience. The framework also takes into consideration how these relationships can be influenced by credibility and authenticity, such as in the context of influencer marketing and sustainability communication. 
[image: ]
Figure 4.5: Conceptual Framework 
(Source: Self-developed)
[bookmark: _Toc240722983]4.5 Conclusion 
Thus, it can be concluded that this chapter is crucial enough to analyse the findings based on the research objectives. It is mentioned that in today's environment of continuing inflation and constrained budgets, brand equity isn't enough to maintain purchase intent. As financial worry escalates, consumers rationally switch brands in a systematic way until the retailer can clearly provide some financial return. Critical evaluation of findings in linking with the objectives has enhanced the credibility of research output. 

[bookmark: _Toc240722984]Chapter five: Implications 
[bookmark: _Toc240722985]5.1 Theoretical Implications 
[bookmark: _Toc240722986]5.1.1 Refining the framework 
This chapter is highly significant as it helps to refine the conceptual framework governing focusing on consumer purchase intention. This is highly significant for modifying traditional Brand Equity Theory and Stimulus-Organism-Response (S-O-R) principles. This is highly crucial to reflect the contemporary UK retail landscape. Considering that consumer behaviour models highlight brand image and equity, which mainly generate long-term shields that influence automatically preserve customer loyalty. On the other hand, Adams et al. (2025) argue that it is important to synthesise empirical evidence that is effective for demonstrating that in periods of real-wage stagnation and severe inflation, conventional brand equity is not sufficient to maintain purchase intent independently.
It also offers a contradiction to the conventional wisdom of the Brand Equity Theory. Mostly, previous brand equity views focus on brand awareness, positive association, the idea of the quality and the loyalty as consumer value.  Chapter 4 found that consumer brand loyalty can be challenged if alternative brands are affordable. This leads to a new paradox with respect to the assumption that accumulated brand value can be giving relative stability to the resistance to switching. For the UK in the context of ‘retail' practical and operational trust can overcome existing brand perceptions; especially when consumers are faced with financial problems. Another theoretical conflict arises with regard to Social Exchange Theory (SET). Consumer–brand relationships are understood in the terms of perceived benefits, costs and reciprocal value in the eyes of the consumer, according to SET. While the results confirm this, they also highlight that the exchange can be about elements other than regular, relational benefits like service quality or emotional value. The findings, therefore, question the widespread explanatory construct of ‘relationships' that assumes that only relational exchanges happen, because operational performance is part of the trust exchange in this research. 
[bookmark: _Toc240722987]5.1.2 Academic contribution
This dissertation has delivered significant academic contributions related to literature on retail management, consumer behaviour, and brand marketing within mature e-commerce environments. According to Nikbin et al. (2022) this helps to address implement theoretical contribution through extending previous theories for the better understanding of the actual phenomenon. It has highlighted Social Exchange Theory, Stimulus-Organism-Response (S-O-R), and Theory of Planned behaviour, which are effective to understand academic credibility of research from a theoretical perspective. This has been strongly integrated through a conceptual model that has been tailored to macroeconomic uncertainty. The previous studies have support to evaluate brand image, trusts, CSR initiatives, and influence for digital engagement as disconnected antecedents. Beside this research support to build the exact structural mechanisms via external marketing. Operational touchpoints has influenced consumer decision-making through string stimuli interaction. Furthermore, this research has also contributed to fill a crucial contextual gap focusing explicitly on the post-pandemic UK retail sector. By synthesising 60 peer-reviewed articles, industry reports, this research is applicable in developing academic knowledge related to brand trust and customer purchase intentions. Finally, it extends digital marketing literature through elevating transparent returns, logistical fulfilment, and AI-driven transparency mainly based on secondary sources.
[bookmark: _Toc240722988]5.2 Practical and Managerial Implications 
[bookmark: _Toc240722989]5.2.1 Strategic recommendations 
Recommendation 1: Adaptation of integrated brand strategy for trust development 
The retail channel's success is vital for the UK, leveraging customer touchpoints, cultural profiling, transparency improvement and aligning business actions with actual vision. First, retailers need to make transparency more evident in their digital customer engagement channels, especially by adopting delivery tracking, accurate pricing, and effective shipping offers (Ali and Naushad, 2023). They should implement these actions by the upcoming 3 to 6 months. This can lessen the perceived risk and build trust in the buying process.
Recommendation 2: Retailers must ensure organisational practices are reflected by brand communication and authenticity, relevance and credibility remains aligned with the business. 
The retailers must make sure that the communication about the brand aligns with mark-to-market organisational behaviour. Reducing the risk of ‘greenwashing' and maintaining brand image requires sustainability and CSR claims to be supported by credible evidence (Aldaihani et al. 2024). The use of social media and influencers must focus on credibility, relevance and authenticity, not over-touted or even being too promotional, as this could gain a lesser grip on the consumer's attention. With proper and authentic communication, the retailers need to incorporate brand identity throughout to develop credibility. 
Recommendation 3: Retailers need to connect operational capabilities with brand strategy 
Ultimately, retailers need to tie brand strategy to high-performance operations, responding to feedback from customers, delivery performance, returns, engagement with digital formats and more continuously (Cardoso et al. 2022). This is especially true in times of economic uncertainty, as people are trying to re-evaluate their purchases and may even change brands. This seamless integration can help to enhance brand equity and purchase intention, and strengthen customer relationships if implemented properly within 6 upcoming months.
[bookmark: _Toc240722990]5.2.2 Policy and industry impact
The results of this study have meaningful implications for both policy and overall retail industry strategies. At the regulatory level, the Competition and Markets Authority (CMA), should improve the enforcement of digital pricing transparency and corporate sustainability claims against the backdrop of macroeconomic pressures on consumers. These consumer-friendly, mandatory policies are critical to maintaining consumer trust and fair market practices, and they ban hidden checkout fees, “drip pricing” and unsubstantiated “greenwashing” claims. 
For the retail sector, operational integrity needs to become the main focus of business resiliency, beating out promotional spending. Rather than spending too much on advertising at the top of the funnel, retail executives need to shift investments to infrastructure that can handle fluctuations in business, supply chain traceability, clear fulfilment networks and strong data privacy measures. In conclusion, those retailers who manage to embed the transparency of pricing, effective supply chain and verified ethical sourcing in their core business processes will set the new standard for consumer confidence and gain a competitive edge that will be sustainable. 
[bookmark: _Toc240722991]5.2.3 Action Plan 
	Timeline
	Strategic actions 
	Activities 
	Expected results
	Key procedure 

	0-3 Months 
	Digital transparency improvement 
	Auditing data privacy communication and concentrating on delivery updates, pricing details and return process. 
	Developed trust and stronger consumer certainty. 
	Trust Feedback, 
Consumer complaints

	3-6 Months 
	Operational experience development 
	Improving systematic customer feedback generation process and simplifying customer journey. 
	Developed purchase intention and better customer retention. 
	Repeat-purchase rate, delivery satisfaction

	6-12 months 
	Improve brand engagement 
	Better alignment to communication sustainability, influencer partnerships with the actual brand value. 
	Better customer relationship and improved brand image 
	Customer satisfaction, brand perception and engagement 

	Ongoing process 
	Adaptation and continued monitoring 
	Brand perception development, along with engaging more and more customers through regular feedback generation and meeting individual customer needs. 
	Ongoing improvement and economic adaptability 
	Repeat purchase, trust level development, less switching 


Table 5.1: Action Plan 
(Source: Self-developed)
[bookmark: _Toc240722992]5.3 Research Implications
[bookmark: _Toc240722993]5.3.1 Addressing limitations 
This dissertation delivers a robust theoretical along with contextual insights however several methodological boundaries need to be acknowledged. First, as an Extended Literature Review (ELR) is heavily relied on only secondary qualitative synthesis. The thematic coding of 60 selected academic articles and sector publications is also dependent on secondary published sources. Due to not collecting primary empirical data including direct retail experiments or consumer surveys, there is a high risk of research bias.
[bookmark: _Toc240722994]5.3.2 Future research agenda
The relationships established in this extended literature review should be confirmed by primary empirical research in the future. A quantitative study would help to explore the interactions between customer trust, purchase intention and brand image in the various retail sub-sectors in the UK. The relationships among these could be studied over time in times of inflation and economic uncertainty. Additionally, the research would benefit from further study on the combined effect of online and offline retail experiences, as per delivery tracking, returns, etc. and digital touchpoints. Substantially, research can be incorporated to analyse how digital tools can help restore the importance of trust and explore whether sustainability correspondence and credibility of influencers, and operational transparency of companies, result in different forms of responses among the various consumer groups.
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[bookmark: _Toc240722995]Chapter six: Conclusion
[bookmark: _Toc240722996]6.1 Answering the research question 
The main research question analysed the relationship between customer trust and brand image on consumer purchase intentions in the UK retail sector. The context of macroeconomic pressure and digital transformation is considered for the same. The findings showed that market awareness can lead to a positive brand image, while operational customer trust is the ultimate mediator impacting on actual purchase intentions and customer retention over the long term. Firstly, the research shows that in times of economic uncertainty and high inflation, brand equity is not enough to keep consumers loyal. 
Once trust is gained on the ethical pricing, reliability and customer attraction are developed (Aldaihani et al. 2024). Secondly, the Stimulus-Organism-Response model shows that brand image is a more external source of marketing stimulation, while the actual purchase response is more influenced by the internal level of trust within the organisation. One failure or misleading practice puts an immediate end to a good brand reputation and to quick cart abandonment and brand switching (Chen et al. 2021). Lastly, today's UK retail trust is now more about functionality than emotion, which is driving consumer values towards retailers and their own brands that offer the trust and reliability needed during transactions. 
[bookmark: _Toc240722997]6.2 Highlight contributions
This dissertation provides insightful contributions to academic literature and retail business management. Theoretically, the study extended the Stimulus-Organism-Response paradigm and Social Exchange Theory by demonstrating the role of transactional and operational trust as necessary mediators. For this purpose, the aspects of brand equity and consumer behaviour are examined under extreme macroeconomic conditions. It also builds on the old Brand Equity Theory by setting the limitations of the theory and shows that when the backend fulfilment of the brand is not able to maintain the credibility of the institution, the influence of brand awareness on purchase intention is not strong. It shows that retail leaders should focus on increasing transparency in the supply chain, ensuring delivery reliability and providing clear cost breakdowns rather than on heavy promotions. Additionally, marketing teams will be encouraged to match sustainability programs and the digital experience of users and not risk accusations of 'greenwashing' that could do more harm than good. 
[bookmark: _Toc240722998]6.3 Clarify limitation 
There are a number of limitations to consider when interpreting the findings of this study. First, the methodology is based only on a qualitative synthesis of secondary literature, which would not have the same real-time empirical validation as primary quantitative data, such as surveys of consumers or structural equation modelling. Secondly, the scope is quite wide, covering the total retail market in the UK at a time when macroeconomic inflation and the digital acceleration are both present, which may obscure important behavioural differences between essential markets (such as grocery retail) and discretionary ones (such as luxury fashion). 
[bookmark: _Toc240722999]6.4 Final recommendations and future research
UK retail managers can adopt the following strategic actions to take advantage of the trust–brand image–purchase intention relationship:
Supporting Environmental and Ethical Claims: Marketing groups need to support environmental and ethical claims with verifiable supply-chain practices to ensure that consumers don't accuse them of “greenwashing” and to prevent eventual loss of brand equity. For example, CocaCola has focused to maintain a steady governance structure in the organisation to tackle ethical claims.
Optimising E-Commerce Touchpoints: Product managers should minimize digital checkout friction, implement clear policies on customer data privacy, and integrate responsive customer service communication channels. Retailers should integrate Private-Label Strategy with Value Messaging as a reaction to macro-economic pressures on wages, as a way to get value-conscious consumers without compromising brand prestige. 
Thus, it is stated that future academic researchers should use structural equation modeling (SEM) to determine the precise statistical threshold at which inflation pressures become stronger than pre-established brand loyalty for each particular retail sector. 
From the empirical and conceptual perspectives of this review, three directions should be taken in the future in the academic sphere: Researchers should first undertake quantitative studies over a period of time to assess consumer trust recovery processes after large operational failures or high-profile data breaches in e-commerce settings. Second, researchers should then apply a structural equation model to get a better understanding of the exact role demographic variables of different generational cohorts, such as Gen Z and Baby Boomers, play in the link between brand image, perceived fairness, and cart abandonment in digital transactions. Third, future research should examine how algorithmic personalisation and recommendations can impact consumer's perceptions of brand authenticity and institutional trust. In an age of macroeconomic uncertainty and quick digital transformation, trust is not just a brand asset, it is the main currency in the present global business world. 
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[bookmark: _Toc240723002]Appendix 1: Search strategy table
	Keywords
	Search strategy with Boolean operator

	Customer trust, brand image, UK retail industry
	Customer trust OR customer engagement AND brand image AND brand loyalty AND UK retail industry

	Impact, customer trust, brand image, purchase intention, UK retail industry
	Impact OR effectiveness AND consumer trust AND brand image AND purchase behaviour OR buying habit OR consumer willingness AND UK retail industry

	Issues developed, lowering customer trust, ineffective brand image purchase intention, UK retail industry
	Ineffective brand image OR poor brand equity OR Brand disruption OR organisational challenges AND shifting customer belief AND UK retail.

	feasible strategies, ineffective brand image, customer trust, detecting purchase intention
	Organisational action AND customer loyalty AND poor brand image AND changing purchasing habit AND UK retail industry
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[bookmark: _Toc240723003]Appendix 2: List of reviewed paper
	SL NO
	Source
	Statement
	Initial codes

	1
	Al-Adwan et al. (2025) 

	"Treasure hunting for brands: metaverse marketing gamification effects on purchase intention, WOM, and loyalty."
	· Metaverse marketing
· Gamification
· Purchase intention
· Word of mouth (WOM)
· Customer loyalty

	2
	Aldaihani et al. (2024)
	"Harnessing green purchase intention of Generation Z consumers through green marketing strategies."
	· Green purchase intention
· Generation Z
· Green marketing strategies
· Sustainability practices

	3
	AlFarraj et al. (2021)
	"Examining the impact of influencers’ credibility dimensions: attractiveness, trustworthiness and expertise on the purchase intention in the aesthetic dermatology industry."
	· Influencer credibility
· Trustworthiness
· Expertise
· Aesthetic dermatology

	4
	Ali and Naushad (2023)
	"Examining the influence of social media marketing on purchase intention: The mediating role of brand image."
	· Social media marketing
· Brand image
· Purchase intention
· Mediating role

	5
	Arachchi and Samarasinghe (2023)
	"Influence of corporate social responsibility and brand attitude on purchase intention.”
	· Corporate social responsibility
· Brand attitude
· Purchase intention
· Consumer perception


	6
	Araújo et al. (2023)
	"The effect of corporate social responsibility on brand image and brand equity and its impact on consumer satisfaction."
	· CSR initiatives
· Brand image
· Brand equity
· Consumer satisfaction

	7
	Bhattacharya et al. (2023)
	"Does an e-retailer's country of origin influence consumer privacy, trust and purchase intention?"
	· E-retailer security
· Consumer privacy
· Brand trust

	8
	Cardoso et al. (2022)
	"Trust and loyalty in building the brand relationship with the customer: Empirical analysis in a retail chain in northern Brazil."
	· Brand trust
· Brand loyalty
· Customer relationship
· Retail chain dynamics

	9
	Chandramohan (2024)
	"Effect of brand image and brand trust on purchase intention of fast-moving consumer goods."
	· Brand image
· Brand trust
· Purchase intention
· FMCG sector

	10
	Chavadi et al. (2023)
	"Modelling the effects of social media–based brand communities on brand trust, brand equity and consumer response."
	· Brand communities
· Social media engagement
· Brand trust
· Brand equity


	11
	Chen et al. (2021)
	"Relationship analysis among apparel brand image, self-congruity, and consumers’ purchase intention."
	· Apparel brand image
· Self-congruity
· Purchase intention
· Consumer identification

	12
	Cuesta‐Valiño et al. (2024)
	"The impact of corporate social responsibility on consumer brand engagement and purchase intention at fashion retailers."
	· CSR strategies
· Consumer brand engagement
· Fashion retailers
· Purchase intention


	13
	Ellitan et al. (2022)
	"The effect of social media marketing on brand image, brand trust, and purchase intention of Somethinc skincare products in Surabaya."
	· Social media marketing
· Skincare branding
· Brand image
· Brand trust

	14
	Florea et al. (2025)
	"The influence of fashion retailers on customer psychology using visual merchandising and store layout to improve shopping decisions."
	· Customer psychology
· Visual merchandising
· Store layout
· Shopping decision

	15
	Gong et al. (2023)
	"Do privacy stress and brand trust still matter? Implications on continuous online purchasing intention in China."
	· Privacy stress
· Brand trust
· Online purchasing intention
· E-commerce continuity

	16
	Ha et al. (2022)
	"Greenwash and green brand equity: The mediating role of green brand image, green satisfaction and green trust and the moderating role of information and knowledge."
	· Greenwashing
· Green brand equity
· Green trust
· Information moderation

	17
	Hengboriboon et al. (2022)
	"The impact of product image, CSR and green marketing in organic food purchase intention: Mediation roles of corporate reputation."
	· Product image
· Green marketing
· Organic food
· Corporate reputation

	18
	Huo et al. (2022)
	"Modeling the impact of corporate social responsibility on sustainable purchase intentions: insights into brand trust and brand loyalty."
	· Sustainable purchase intention
· Corporate social responsibility
· Brand trust
· Brand loyalty

	19
	Husain et al. (2022)
	"The impact of brand equity, status consumption, and brand trust on purchase intention of luxury brands."
	· Brand equity
· Status consumption
· Luxury brands
· Brand trust

	20
	Islam and Hussain (2023)
	"How does consumer uncertainty intervene in the relationship between country of origin image and consumer purchase intention? The moderating role of brand image."
	· Consumer uncertainty
· Country of origin image
· Brand image moderation
· Purchase intention

	21
	Jabeen et al. (2023)
	"Buy green only: Interplay between green marketing, corporate social responsibility and green purchase intention; the mediating role of green brand image."
	· Green marketing
· Corporate social responsibility
· Green brand image
· Green purchase intention

	22
	Jayasingh et al. (2025)
	"Artificial intelligence influencers’ credibility effect on consumer engagement and purchase intention."
	· AI influencers
· Credibility perception
· Consumer engagement
· Purchase intention

	23
	Khan and Fatma (2023)
	"CSR influence on brand image and consumer word of mouth: Mediating role of brand trust."
	· CSR influence
· Word of mouth (WOM)
· Brand trust mediator


	24
	Koc et al. (2025)
	"The effects of trust and religiosity on halal products purchase intention: indirect effect of attitude."
	· Consumer trust
· Religiosity
· Halal products
· Consumer attitude


	25
	Liang et al. (2024)
	"Comprehensive analysis of the effect of social influence and brand image on purchase intention."
	· Social influence
· Brand image
· Purchase intention
· Social dynamics

	26
	Liao et al. (2022)
	"Consumer perceived service quality and purchase intention: a two-moderated mediation model investigation."
	· Perceived service quality
· Purchase intention
· Moderated mediation
· Service excellence

	27
	Ling et al. (2023)
	"How brand knowledge affects purchase intentions in fresh food e-commerce platforms: The serial mediation effect of perceived value and brand trust."
	· Brand knowledge
· Fresh food e-commerce
· Perceived value
· Brand trust

	28
	Liu et al. (2025)
	"The impact of green perceived value through green new products on purchase intention: Brand attitudes, brand trust, and digital customer engagement."
	· Green perceived value
· Green new products
· Brand attitudes
· Digital customer engagement

	29
	Luo et al. (2025)
	"Influence of short video content on consumers' purchase intentions on social media platforms with trust as a mediator."
	· Short video content
· Social media platforms
· Trust mediator
· Purchase intention

	30
	Mansoor et al. (2025)
	"Customer evangelists: Elevating hospitality through digital competence, brand image, and corporate social responsibility."
	· Customer evangelism
· Digital competence
· Hospitality sector
· Corporate social responsibility

	31
	Manzoor et al. (2025)
	"Managing Consumer Trust in Digital Markets: A Narrative Review of Marketing and Strategic Management Literature."
	· Consumer trust
· Digital markets
· Strategic management
· Literature review

	32
	Mishra et al. (2024)
	"Impact of sales promotion on consumer buying behaviour in the apparel industry."
	· Sales promotion
· Consumer buying behaviour
· Apparel industry
· Promotional influence

	33
	Monfort et al. (2025)
	"Building trust in sustainable brands: Revisiting perceived value, satisfaction, customer service, and brand image."
	· Sustainable brands
· Perceived value
· Customer satisfaction
· Customer service

	34
	Moslehpour et al. (2021)
	"What makes GO-JEK go in Indonesia? The influences of social media marketing activities on purchase intention."
	· Social media activities
· Platform marketing
· Ride-hailing service
· Purchase intention

	35
	Mukti and Isa (2024)
	"The effect of digital marketing, word of mouth, brand trust and image on the purchase decision."
	· Digital marketing
· Word of mouth (WOM)
· Purchase decision

	36
	Natasiah (2024)
	"Brand image, brand trust, and brand ambassador on purchase decisions of Shopee e-commerce users in Pekanbaru City."
	· Brand ambassador
· E-commerce platform
· Brand trust
· Purchase decisions


	37
	Nguyen-Viet et al. (2024)
	"Corporate social responsibility and behavioral intentions in an emerging market: The mediating roles of green brand image and green trust."
	· CSR initiatives
· Emerging markets
· Green brand image
· Behavioural intentions

	38
	Nikbin et al. (2022)
	"Impact of brands' Facebook page characteristics and followers' comments on trust building and purchase intention: Alternative attractiveness as moderator."
	· Social page characteristics
· Followers' comments
· Trust building
· Alternative attractiveness

	39
	Nosi et al. (2022)
	"The influence of online and offline brand trust on consumer buying intention."
	· Online brand trust
· Offline brand trust
· Buying intention
· Omnichannel trust

	40
	Phamthi et al. (2024)
	"The influence of perceived risk on purchase intention in e‐commerce—Systematic review and research agenda."
	· Perceived risk
· E-commerce platform
· Purchase intention
· Systematic review

	41
	Qalati et al. (2021)
	"Effects of perceived service quality, website quality, and reputation on purchase intention: The mediating and moderating roles of trust and perceived risk in online shopping."
	· Website quality
· Brand reputation
· Trust mediation
· Perceived risk moderation

	42
	Raithel et al. (2026)
	"The missing big idea: Brand-differentiating messages and advertising effectiveness across the brand funnel."
	· Differentiating messages
· Advertising effectiveness
· Brand funnel
· Message strategy

	43
	Rehman and Elahi (2024)
	"How semiotic product packaging, brand image, and perceived brand quality influence brand loyalty and purchase intention: a stimulus-organism-response perspective."
	· Semiotic packaging
· Perceived brand quality
· S-O-R perspective
· Brand loyalty

	44
	Rosário and Casaca (2023)
	"Relationship marketing and customer retention-a systematic literature review."
	· Relationship marketing
· Customer retention
· Literature review
· Customer loyalty

	45
	Shams et al. (2024)
	"Developing brand identity and sales strategy in the digital era: Moderating role of consumer belief in brand."
	· Brand identity
· Sales strategy
· Digital era marketing
· Consumer belief

	46
	Shin and Choi (2021)
	"The moderating effect of ‘generation’on the relations between source credibility of social media contents, hotel brand image, and purchase intention."
	· Source credibility
· Hotel brand image
· Generational moderation
· Media content

	47
	Siqueira et al. (2023)
	"Key drivers of brand trust in a Latin American airline: the impact of Colombia’s Avianca customer experience."
	· Brand trust drivers
· Customer experience
· Airline industry
· Service evaluation

	48
	Soegihono et al.. (2022)
	"Impact of Brand Image, Price, Customer-Oriented Services On Customer Buying Decision With Brand Trust as a Mediating Variable in Prudential Insurance Co."
	· Price perception
· Customer-oriented service
· Insurance sector
· Brand trust mediation

	49
	Sombultawee and Wattanatorn (2022)
	"The impact of trust on purchase intention through omnichannel retailing."
	· Omnichannel retailing
· Consumer trust
· Purchase intention
· Retail channels

	50
	Sudaryanto et al.. (2025)
	"The mediating effect of customer trust of E-WOM and online customer reviews impacting purchase decision of household electronic products at a marketplace: evidence from Indonesia."
	· E-WOM impact
· Online customer reviews
· Household electronics
· Customer trust

	51
	Tahir et al.. (2024)
	"The impact of brand image on customer satisfaction and brand loyalty: A systematic literature review."
	· Brand image
· Customer satisfaction
· Brand loyalty
· Systematic review

	52
	Tan et al.. (2022)
	"Investigating the impact of green marketing components on purchase intention: The mediating role of brand image and brand trust."
	· Green marketing components
· Brand image mediator
· Green purchase intent

	53
	Tanuwijaya et al.. (2023)
	"The effect of online customer reviews on purchase intention with customer trust as a variable in purchase decision on Sociolla consumers."
	· Online customer reviews
· Beauty marketplace
· Customer trust
· Purchase decision

	54
	Vo Minh et al.. (2022)
	"The role of social brand engagement on brand equity and purchase intention for fashion brands."
	· Social brand engagement
· Brand equity
· Fashion brands
· Purchase intention

	55
	Wang et al.. (2022)
	"Trust and consumers’ purchase intention in a social commerce platform: A meta-analytic approach."
	· Social commerce
· Meta-analytic review
· Consumer trust
· Platform dynamics

	56
	Wang et al.. (2021)
	"The impact of value perceptions on purchase intention of sustainable luxury brands in China and the UK."
	· Value perceptions
· Sustainable luxury
· Cross-cultural comparison
· Purchase intention


	57
	Wang (2024)
	"Influence of the fit between elements in livestreaming shopping on consumers’ purchase intention: A dual-processing fluency perspective."
	· Livestreaming shopping
· Element fit
· Processing fluency
· Consumer intention

	58
	Watanabe et al. (2021)
	"Certification label and fresh organic produce category in an emerging country: an experimental study on consumer trust and purchase intention."
	· Certification labels
· Fresh organic produce
· Consumer trust
· Experimental study

	59
	Zhang and Ahmad (2021)
	"Analysis of corporate social responsibility execution effects on purchase intention with the moderating role of customer awareness."
	· CSR execution
· Customer awareness
· Purchase intention
· Moderation dynamics

	60
	Ali and Naushad (2023)
	"Examining the influence of social media marketing on purchase intention: The mediating role of brand image."
	· Digital marketing channels
· Perceived brand image
· Consumer purchase intention
· Intermediary roles


(Source: Self-created)
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	SL NO
	Source
	Aim of the source 
	Methodology 
	Theoretical Findings

	1
	Al-Adwan et al. (2025) 

	Treasure hunting for brands: metaverse marketing gamification effects on purchase intention, WOM, and loyalty.
	Quantitative Empirical / SEM
	Metaverse gamification and interactive digital marketing significantly enhance brand awareness, word-of-mouth (WOM), and long-term customer purchase intention.

	2
	Aldaihani et al. (2024)
	Harnessing green purchase intention of Generation Z consumers through green marketing strategies.
	Quantitative Empirical Survey
	Green marketing strategies positively drive Gen Z purchase decisions, provided environmental claims are transparent and perceived as genuine.

	3
	AlFarraj et al. (2021)
	Examining the impact of influencers’ credibility dimensions: attractiveness, trustworthiness and expertise on purchase intention.
	Quantitative Empirical Survey
	Trustworthiness and expert competence of digital influencers exert a significantly stronger influence on consumer purchase intention than superficial visual attractiveness.

	4
	Ali and Naushad (2023)
	Examining the influence of social media marketing on purchase intention: The mediating role of brand image.
	Quantitative Empirical Survey
	Social media marketing indirectly boosts consumer purchase intention by building a favorable brand image and elevating brand familiarity.

	5
	Arachchi and Samarasinghe (2023)
	Influence of corporate social responsibility and brand attitude on purchase intention.
	Quantitative Empirical Survey
	



	Genuine CSR initiatives improve corporate reputation and brand attitude, creating goodwill that directly strengthens consumer purchase decisions.

	6
	Araújo et al. (2023)
	The effect of corporate social responsibility on brand image and brand equity and its impact on consumer satisfaction.
	Quantitative Empirical Survey
	Ethical sourcing, community development, and environmental stewardship build customer-based brand equity and elevate overall consumer satisfaction.

	7
	Bhattacharya et al. (2023)
	Does an e-retailer's country of origin influence consumer privacy, trust and purchase intention?
	Quantitative Empirical Survey
	Robust data privacy mechanisms, secure encryption, and origin transparency reduce perceived online transaction risk, safeguarding consumer trust.

	8
	Cardoso et al. (2022)
	Trust and loyalty in building the brand relationship with the customer: Empirical analysis in retail.
	Quantitative Empirical Survey
	Transactional security, privacy assurance, and consistent service delivery form essential foundations for establishing retail customer trust and repeat purchase loyalty.

	9
	Chandramohan (2024)
	Effect of brand image and brand trust on purchase intention of fast-moving consumer goods.
	Quantitative Empirical Survey
	Applying Social Exchange Theory, brand trust and perceived fairness minimize transaction risks, motivating purchase intentions beyond price factors alone.

	10
	Chavadi et al. (2023)
	Modelling the effects of social media–based brand communities on brand trust, brand equity and consumer response.
	Quantitative Empirical Survey
	Active brand community engagement on social platforms strengthens peer validation, brand trust, and customer-based brand equity.

	11
	Chen et al. (2021)
	Relationship analysis among apparel brand image, self-congruity, and consumers’ purchase intention.
	Quantitative Empirical Survey
	Self-congruity and personal identity alignment with brand image significantly strengthen emotional brand connection and purchase willingness.

	12
	Cuesta‐Valiño et al. (2024)
	The impact of corporate social responsibility on consumer brand engagement and purchase intention at fashion retailers.
	Quantitative Empirical Survey
	Authentic fashion CSR strategies drive customer brand engagement and purchasing willingness when corporate motives are perceived as sincere.

	13
	Ellitan et al. (2022)
	The effect of social media marketing on brand image, brand trust, and purchase intention of Somethinc skincare products.
	Quantitative Empirical Survey
	Targeted social media marketing enhances brand image and trust, though overly aggressive promotional messaging risks consumer fatigue.

	14
	Florea et al. (2025)
	The influence of fashion retailers on customer psychology using visual merchandising and store layout to improve shopping decisions.
	Quantitative Empirical Survey
	Visual merchandising and store atmospheric design stimulate positive customer psychological responses, directly influencing retail purchasing decisions.

	15
	Gong et al. (2023)
	Do privacy stress and brand trust still matter? Implications on continuous online purchasing intention in China.
	Quantitative Empirical Survey
	Mitigating privacy stress through transparent data management and encrypted protocols is essential for sustaining continuous online purchase intent.

	16
	Ha et al. (2022)
	Greenwash and green brand equity: The mediating role of green brand image, green satisfaction and green trust.
	Quantitative Empirical Survey
	Greenwashing severely damages green brand equity and customer trust; alignment between sustainability claims and actual actions is critical.

	17
	Hengboriboon et al. (2022)
	The impact of product image, CSR and green marketing in organic food purchase intention: Mediation of corporate reputation.
	Quantitative Empirical Survey
	Product image and verifiable green marketing enhance corporate reputation, acting as key drivers for organic food purchase decisions.

	18
	Huo et al. (2022)
	Modeling the impact of corporate social responsibility on sustainable purchase intentions: brand trust and loyalty.
	Quantitative Empirical Study
	Integrated CSR initiatives foster long-term brand loyalty and trust, which together mediate sustainable consumer purchase intentions.

	19
	Husain et al. (2022)
	The impact of brand equity, status consumption, and brand trust on purchase intention of luxury brands.
	Quantitative Empirical Survey
	Status consumption and brand equity drive luxury purchase intention, but sustained brand trust is required to secure repeat high-value purchases.

	20
	Islam and Hussain (2023)
	How consumer uncertainty intervenes in a country of origin image and purchase intention? Moderating role of brand image.
	Quantitative Empirical Study
	Favorable brand image moderates and buffers against country-of-origin uncertainty, reassuring consumers during complex purchase decisions.

	21
	Jabeen et al. (2023)
	Buy green only: Interplay between green marketing, CSR and green purchase intention; mediating role of green brand image.
	Quantitative Empirical Survey
	Green brand image serves as a crucial mediator translating green marketing and CSR investments into positive green purchase intentions.

	22
	Jayasingh et al. (2025)
	Artificial intelligence influencers’ credibility effect on consumer engagement and purchase intention.
	Quantitative Empirical Survey
	AI interaction credibility and recommendation accuracy drive digital engagement, but lack of operational transparency creates consumer hesitation.

	23
	Khan and Fatma (2023)
	CSR influence on brand image and consumer word of mouth: Mediating role of brand trust.
	Quantitative Empirical Survey
	Brand trust mediates the relationship between CSR activities and positive word-of-mouth (WOM), reinforcing overall brand equity.

	24
	Koc et al. (2025)
	The effects of trust and religiosity on halal products purchase intention: indirect effect of attitude.
	Quantitative Empirical Survey
	Consumer trust and religious values shape positive brand attitudes, which indirectly drive specialized retail product purchase intentions.

	25
	Liang et al. (2024)
	Comprehensive analysis of the effect of social influence and brand image on purchase intention.
	Quantitative Empirical Survey
	Social influence and favorable brand image interact synergistically to streamline decision-making and accelerate consumer purchase intention.

	26
	Liao et al. (2022)
	Consumer perceived service quality and purchase intention: two moderated mediation models investigation.
	Quantitative Empirical Survey
	Perceived service quality directly influences customer satisfaction and purchase intent, moderated by platform reliability and communication.

	27
	Ling et al. (2023)
	How brand knowledge affects purchase intentions in fresh food e-commerce platforms: Perceived value and brand trust.
	Quantitative Empirical Study
	Brand knowledge builds perceived value and brand trust, which sequentially mediate purchase intent on digital fresh food platforms.

	28
	Liu et al. (2025)
	The impact of green perceived value through green new products on purchase intention: Brand attitudes, trust, engagement.
	Quantitative Empirical Survey
	Green perceived value drives customer engagement and brand trust, converting environmental awareness into product purchase intent.

	29
	Luo et al. (2025)
	Influence of short video content on consumers purchase intentions on social media platforms with trust as mediator.
	Quantitative Empirical Survey
	Authentic short video content on social media enhances consumer engagement, with brand trust acting as a primary mediator for sales conversion.

	30
	Mansoor et al. (2025)
	Customer evangelists: Elevating hospitality through digital competence, brand image, and corporate social responsibility.
	Quantitative Empirical Survey
	Digital competence combined with authentic CSR builds brand image, transforming satisfied customers into active brand evangelists.

	31
	Manzoor et al. (2025)
	Managing Consumer Trust in Digital Markets: A Narrative Review of Marketing and Strategic Management Literature.
	Systematic Literature review
	Effective management of financial, security, and transaction risks is essential to building and preserving consumer trust in digital markets.

	32
	Mishra et al. (2024)
	Impact of sales promotion on consumer buying behavior in the apparel industry.
	Quantitative Empirical Survey
	Sales promotions stimulate short-term purchasing, but excessive discount dependency can erode premium brand positioning and equity.

	33
	Monfort et al. (2025)
	Building trust in sustainable brands: Revisiting perceived value, satisfaction, customer service, and brand image.
	Quantitative Empirical Study
	High customer service standards and verified sustainable practices build perceived value and deep customer trust across retail sectors.

	34
	Moslehpour et al. (2021)
	What makes GO-JEK go in Indonesia? The influences of social media marketing activities on purchase intention.
	Quantitative Empirical Survey
	Interactive social media marketing activities build platform trust and brand awareness, driving consumer adoption and purchase intent.

	35
	Mukti and Isa (2024)
	The effect of digital marketing, word of mouth, brand trust and image on the purchase decision.
	Quantitative Empirical Survey
	Digital marketing and word-of-mouth combined with brand trust exert a direct positive impact on final consumer purchasing decisions.

	36
	Natasiah (2024)
	Brand image, brand trust, and brand ambassador on purchase decisions of Shopee e-commerce users.
	Quantitative Empirical Survey
	Credible brand ambassadors combined with strong brand trust significantly increase consumer confidence and e-commerce purchase completion.

	37
	Nguyen-Viet et al. (2024)
	Corporate social responsibility and behavioral intentions in an emerging market: Green brand image and green trust.
	Quantitative Empirical Study
	CSR initiatives strengthen green brand image and green trust, directly driving positive consumer behavioral intentions and loyalty.

	38
	Nikbin et al. (2022)
	Impact of brands' Facebook page characteristics and followers' comments on trust building and purchase intention.
	Quantitative Empirical Survey
	Positive peer comments and responsive social page management foster brand trust, mitigating perceived risk for prospective buyers.

	39
	Nosi et al. (2022)
	The influence of online and offline brand trust on consumer buying intention.
	Quantitative Empirical Survey
	Both online and offline brand trust contribute to purchase intent; consistency across channels is critical for omnichannel retail success.

	40
	Phamthi et al. (2024)
	The influence of perceived risk on purchase intention in e‐commerce—Systematic review and research agenda.
	Systematic Literature review
	Managing financial, performance, and privacy risks through secure payment mechanisms is vital to facilitating e-commerce purchase decisions.

	41
	Qalati et al. (2021)
	Effects of perceived service quality, website quality, and reputation on purchase intention: Roles of trust and risk.
	Quantitative Empirical Study
	Website quality and service excellence build retailer reputation, reducing perceived risk and elevating purchase intention through trust.

	42
	Raithel et al. (2026)
	The missing big idea: Brand-differentiating messages and advertising effectiveness across the brand funnel.
	Quantitative Empirical Study
	Differentiating brand messages significantly increases advertising effectiveness across all stages of the marketing and conversion funnel.

	43
	Rehman and Elahi (2024)
	How semiotic product packaging, brand image, perceived quality influence brand loyalty and purchase intention: S-O-R perspective.
	Quantitative Empirical Study
	Applying the S-O-R framework, semiotic packaging and perceived brand quality act as external stimuli influencing internal consumer trust and loyalty.

	44
	Rosário and Casaca (2023)
	Relationship marketing and customer retention-a systematic literature review.
	Systematic Literature review
	Long-term relationship marketing strategies, personalized engagement, and post-purchase support significantly increase customer retention.

	45
	Shams et al. (2024)
	Developing brand identity and sales strategy in the digital era: Moderating role of consumer belief in brand.
	Systematic Literature review 
	Strong brand identity aligned with digital sales strategy fosters customer trust, moderated by the strength of consumer brand belief.

	46
	Shin and Choi (2021)
	The moderating effect of ‘generation’ on relations between source credibility, brand image, and purchase intention.
	Quantitative Empirical Survey
	Source credibility on social media drives brand image and purchase intent, with generational cohorts exhibiting varying sensitivity to digital claims.

	47
	Siqueira et al. (2023)
	Key drivers of brand trust in a Latin American airline: the impact of customer experience.
	Quantitative Empirical Study
	Operational execution, punctuality, and service delivery consistency serve as the foundational drivers of long-term brand trust.

	48
	Soegihono et al.. (2022)
	Impact of Brand Image, Price, Customer-Oriented Services On Customer Buying Decision With Brand Trust as Mediator.
	Quantitative Empirical Survey
	Brand trust acts as an essential mediating variable between competitive pricing, customer-oriented service, and final purchase decisions.

	49
	Sombultawee and Wattanatorn (2022)
	The impact of trust on purchase intention through omnichannel retailing.
	Quantitative Empirical Study
	Seamless integration across physical and online retail touchpoints enhances consumer trust and elevates overall purchase intention.

	50
	Sudaryanto et al.. (2025)
	The mediating effect of customer trust of E-WOM and online customer reviews impacting purchase decisions.
	Quantitative Empirical Study
	E-WOM and online reviews build customer trust, mitigating online uncertainty and positively influencing electronic product purchase decisions.

	51
	Tahir et al.. (2024)
	The impact of brand image on customer satisfaction and brand loyalty: A systematic literature review.
	Systematic Literature Review
	Favorable brand image provides cognitive reassurance that streamlines consumer choice, fostering brand loyalty and repeat purchases.

	52
	Tan et al.. (2022)
	Investigating the impact of green marketing components on purchase intention: Mediating role of image and trust.
	Empirical Quantitative Modeling
	Green marketing components foster brand equity and trust, but inflation and financial pressures test the boundaries of brand loyalty.

	53
	Tanuwijaya et al.. (2023)
	The effect of online customer reviews on purchase intention with customer trust in the beauty marketplace.
	Empirical Marketplace Study
	Positive online customer reviews serve as effective trust signals that directly convert browsing behavior into completed purchases.

	54
	Vo Minh et al.. (2022)
	The role of social brand engagement on brand equity and purchase intention for fashion brands.
	Empirical Quantitative Survey
	Social brand engagement and targeted digital campaigns build customer-based brand equity, driving higher purchase intention.

	55
	Wang et al.. (2022)
	Trust and consumers’ purchase intention in a social commerce platform: A meta-analytic approach.
	Meta-Analytic Quantitative Synthesis
	Meta-analysis reveals that transparent data practices, transaction security, and peer interaction consistently build social commerce trust.

	56
	Wang et al.. (2021)
	The impact of value perceptions on purchase intention of sustainable luxury brands in China and the UK.
	Cross-Cultural Quantitative Study
	Value perceptions and sustainability expectations vary cross-culturally; mature UK consumers demonstrate higher skepticism toward unverified claims.

	57
	Wang (2024)
	Influence of the fit between elements in livestreaming shopping on consumers’ purchase intention: Dual-processing fluency.
	Empirical Quantitative Experiment
	High congruence between product messaging and livestreaming elements enhances cognitive processing fluency, accelerating purchase decisions.

	58
	Watanabe et al. (2021)
	Certification label and fresh organic produce category: experimental study on consumer trust and purchase intention.
	Experimental Quantitative Study
	Verified organic certification labels serve as authoritative trust signals that reduce consumer skepticism and elevate purchase intent. Verified organic certification labels serve as authoritative trust signals that reduce consumer skepticism and elevate purchase intent.

	59
	Zhang and Ahmad (2021)
	Analysis of corporate social responsibility execution effects on purchase intention with moderating role of awareness.
	Quantitative Empirical Survey
	CSR execution elevates consumer purchase intention when customer awareness is high, whereas greenwashing risks inflict severe brand damage.

	60
	Ali and Naushad (2023)
	Examining the influence of social media marketing on purchase intention: Mediating role of brand image.
	Quantitative Empirical Study
	Digital marketing channels enhance perceived brand image and purchase intention through intermediary trust and risk reduction mechanisms.
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[bookmark: _Toc240723005]Appendix 4: Ethical Approval Form 

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
1	Full Name:	Monika Singh
2	Student Number:		2504364
3	Email address:	2504364@student.uwtsd.ac.uk
4	Programme of Study:	Master of Business Administration
5	Supervisor:	Alireza Nazarian


SECTION B:  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		☐
4		☐


SECTION C: Details of Research Activity
1	Indicative title:	Impact of Customer trust and brand image on purchase intention in the retail industry in the UK
2	Proposed start date:	June, 2026	Proposed end date:	September, 2026
	Introduction to the Research (maximum 300 words in each section)	Ensure that you write for a Non-Specialist Audience when outlining your response to the three 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		This research proposal is based on understanding how customer trust and brand image can impact purchasing intention in the retail industry in the UK. 
4	Research Question			What are the ways through which Customer trust and brand image are maintained in the retail industry in the UK?	How do Customer trust and brand image impact purchase intention in the retail industry in the UK?	What are the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK?	What are the feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK?	
5	Aims of Research Activity			The aim of the paper will be to analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK.	
6	Objectives of Research Activity			To examine the ways through which Customer trust and brand image are maintained in the retail industry in the UK.	To analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK	To find out the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK	To recommend feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK	
	Proposed data collection methods (maximum 600 words)	Provide a brief summary of all the methods that may be used in the research activity to collect data, 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	The secondary data collection will be followed and theoretical sources from journal articles, online articles as well as newspaper articles, industry reports and Government websites will be focused on. It should be checked that the sources must be published within 2022-2026. Google Scholar will be used to gain journal articles, while the online sources will be gathered by using keywords from Google. The recent and valid sources will only be focused. 	


SECTION D: 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 you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

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

SECTION E: Intended Participants
	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:	Complete this only if your participants cannot give consent. This includes animals		(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?		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.	N/A			(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 
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.		(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 
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.		(this box should expand as you type)


SECTION F: 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.  
1	Risks to participants	For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.
	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)
2	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
		NO sensitive information or upsetting topics 		(this box should expand as you type)
3	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:	Conflict of interest 	How you will mitigate the risk to the investigator:	This risk will be mitigated by means of analysing valid information based on the core research topic.
4	University/institutional risks	For example: adverse publicity, financial loss, data protection
	Risk to the University:	Data protection 	How you will mitigate the risk to the University:		University Data protection guidelines will be followed thoroughly 
5	Environmental risks	For example: accidental spillage of pollutants, damage to local ecosystems
	Risk to the environment:		N/A	How you will mitigate the risk to environment:				(this box should expand as you type)


SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

1	Feedback	What de-briefing and feedback will be provided to participants, how will this be done and when? 
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.		(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.
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.	If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.		(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. 
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.		(this box should expand as you type)


SECTION H: 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.	☐	☐
	If YES, provide a description of the data and explain why this data needs to be collected:
2	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.		(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),		☐		☐
	If YES, provide a description of the special category data and explain why this data needs to be collected:
4	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.				(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:
		All data will be kept in password protected cloud storage on the University Office 365 system which will not be shared. Audio/visual data will be transcribed and would be shown to participants to check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 		


	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	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/or any international equivalent):
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.		(this box should expand as you type)
20	List all who will have access to the data generated by the research activity:
	Only the researcher 	
21	List who will have control of, and act as custodian(s) for, data generated by the research activity:
	Only the researcher 	
22	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. 
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 	
22	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)	☒
23	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding	☒



SECTION I: Use of AI tools
Use of generative AI and other AI-based tools	There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.		Will the research use AI tools to do any of the following:	YES	NO	N/A
1	Capture data?	☐	☒	☐
2	Generate and/or edit text?	☐	☒	☐
3	Generate graphics?	☐	☒	☐
4	Generate video?	☐	☒	☐
5	Generate sound/music?	☐	☒	☐
6	Generate code?	☐	☒	☐
7	Generate synthetic data?	☐	☒	☐
8	Analyse data?	☐	☒	☐
9	Analyse personal or sensitive data?	☐	☒	☐
10	Classify data?	☐	☒	☐
11	Do you intend to use the free version of any AI tools?	☐	☒	☐
If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  
12	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.		NO use of tool 		(this box should expand as you type)



SECTION J: 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:	Monika Singh	Date:	15/7/2026
2	Supervisor:		Date:
3	Signature:			
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