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Proposed Research

	Current Proposed Title (20 / 30 words):

	Research on the relationship between the identity of Chinese Generation Z young people and the visual aesthetics of bubble tea brand。




	 
Background & Context (approx. 500 words)


	In this section you will need to:
· Place the research topic in its historical, cultural and social context.
· Explain why the research is significant and important.
· Place the research in the current academic context.

Background
Bubble tea, a beverage made from black tea and milk. It is a very sweet tea  mainly made of milk sugar and black tea. The first instance of bubble tea in its current form was in 1987, when Taiwan's "Chunshuitang" added local snack Fenyuan (a type of food made from cassava starch with a crystal clear appearance and a circular shape looks like bubbles and pearls) to bubble tea. Later, Bubble tea became popular throughout the country(Honglin, Z.,Caiyun, W.and Shunan,Z., 2023). The first stage, the "powder era" bubble tea from 1990 to 1995, this stage product has the characteristics of low cost, poor raw materials, unhealthy and so on. It is mainly prepared by brewing milk tea powder as the base and supplemented by various unnatural additives.The second stage refers to the "street age" milk tea from 1995 to 2015. At this stage, the products are mainly made of tea base by steeping low-quality tea such as crushed tea and crushed tea or waste tea, and supplemented by milk tea. Although more natural and healthy raw materials are used, its quality stability is worrying.The third stage refers to the "new tea drinking era" from 2015 to the present. The definition of "new tea drink" here, as mentioned above, is a further development on the basis of the broad concept of new tea drink, which belongs to the narrow concept. Today's new tea drinks are represented by "hey tea" and "Nai Xue's tea". The quality of tea and fruit is relatively upgraded, and high-quality raw materials are selected to innovate tea extraction methods in order to improve the taste of tea base liquid, weaken the properties of tea, and neutralize the bitterness of tea through a large amount of sugar. In addition, raw ingredients such as creamer and milk powder are changed to fresh milk, and ingredients such as cheese, light cream, Oreo, ice cream, nuts and dried fruit (crushed) are added(Xiongzhuang,H.,2021)
Sharp transformation of social structure and the spread of the uncertainty risk of anxiety emotion fueled, Z generation in self-consciousness awakening, urgently looking for the key stage of social position and social respect in the family planning policy to promote "one child" era, Z generation is an only child, and more "lonely" become a true reflection of this generation. They are especially eager to define themselves and express their identity in order to obtain a sense of self-worth, and they are also eager to establish their own social networks as soon as possible to seek a sense of belonging to the group. Life consumption, as the most direct social behavior that can reflect identity and cater to the trend, has undoubtedly become an important means for Generation Z to seek self-identity and group identity. Compared with high-end big-name products, the update and iteration of niche brands and affordable products are faster and better at capturing attention. Directly hitting consumers' daily social touch points, the physical and mental experience and group identification brought by irregular consumption of tens of yuan seem to give them more satisfaction. Milk tea, as an affordable drink that stimulates taste buds and delights oneself in daily life, has influenced the lifestyle of Generation Z under the induction of capital and media(Wei,L.,2022).




	
Aims and Objectives (approx. 250 – 500 words)

	In this section you will need to:
· Explain what you want to achieve through the research. 解释您希望通过研究实现什么目标。
· Outline the aims of the research. 概述研究的目的。



[bookmark: _GoBack]Aim
What is the relationship between the identity of Generation Z young people and the visual aesthetics of bubble tea brands?

Objectives
1. Analyze how the brand design of bubble tea conforms to the performance identity of Chinese Generation Z young people through visual elements; 
2. To explore the relationship between bubble tea brands and the impression management of Chinese Generation Z youth in the current cultural environment; 
3. Explore the relationship between bubble tea brands and the identity management of Chinese Generation Z youth in the current cultural environment; 
4. How will the impression management and identity management of Chinese Generation Z youth react to the future trend of bubble tea brand design.

This study explores the relationship between the identity of Generation Z young people and the visual aesthetics of milk tea brand design, providing a new perspective on how milk tea brands relate to individual identity, group identity, performative identity and social interaction through visual design. The innovation of this study is reflected in the combination of identity management and impression management of Generation Z with brand visual design, revealing how brands establish cultural connections with Generation Z consumers through visual strategies, and its modern significance is to help bubble tea brands better understand and cater to the social and personalized consumption needs of Generation Z consumers, and apply it to the future trend of bubble tea brands.



	
Proposed plan of work including timetable 

	Proposed plan of work

In this section you will need to complete a proposed plan of your work explaining the timeline for key elements of the thesis. This can be set out as a table like below or as a gantt chart (for example)

This plan should indicate that the research will be completed by the end of the fee paying period (the minimum period of candidature.

在本节中，您需要完成一份拟议的工作计划，解释论文关键要素的时间表。这可以设置为如下表或甘特图（例如）

该计划应表明研究将在付费期（最短候选期）结束时完成。

	Planned Development (e.g. submission of form, completion of chapter, submission of thesis)
	Target Date

	PG1\PG2 draft
	Jan 2025

	Step to Part 2
	Feb 2025

	PG1 submitted
	April 2025

	PG2 submitted
	June 2025

	Initial Literature review Completed
	July 2025

	Research Proposal Submission
	August 2025

	Methodology Design
	Sep 2025

	Fieldwork Preparation(interview&survey design)
	Oct 2025

	Data collection(online research&Initial Surveys)
	Nov 2025--Jan 2026

	Research trip to China for field research
	Feb 2026--April 2026

	Data Analysis and coding(Qualitative and Quantitative)
	May 2026--July 2026

	First Draft of core chapters(data analysis)
	August 2026

	Revision and redrafting of core chapters
	Sep 2026

	Final draft of thesis
	Oct 2026

	Final Supervisor review and revisions
	Nov 2026

	Thesis Submission
	Dec 2026





	Proposed methodology (approx. 500 words):

	· In this section you will need to explain how you will achieve your aims and objectives:
· Explain your disciplinary orientation/ approach
· Describe the methods you will use to carry out your research: (eg library-based research, on-line research, fieldwork (interviews/ participant-observation), analysis of visual data, combinations of these)

In this study, the author will explore the relationship between the identity of Generation Z young people and the visual aesthetics of bubble tea brand, and analyze how the brand design of bubble tea conforms to the performance identity of Chinese Generation Z young people through visual elements. The author will adopt a multidisciplinary research method, combining literature research, field research, visual analysis and other methods. Explore the relationship between milk tea brand and young people's impression management and identity management in today's cultural environment, and react with the future trend of milk tea brand design.


1.Methodology：phenomenology

Qualitative research is based on different theories such as phenomenology, symbolic interactivity, and constructivism, emphasizing experience, understanding, and meaning, and using different methods to collect, analyze, and interpret research data (Sharan B, 2009). Phenomenology takes the subjective experience of an individual's daily life as the object of study and is often used to understand the interpretations and meanings associated with life experiences. Phenomenologists scrutinize individuals in order to discover the deeper meaning of lived experience in the individual's relationship to space, time, and personal history (Pollio, H.R., Henley, T.B. and Thompson, C.J., 1997). The consumers of milk tea brand are young people. We try to understand their subjective experience of milk tea brand from the personal life experience of young consumers.

2.IPA
The phenomenon of interpretive phenomenology（IPA）, developed by philosophers such as Hans-Georg Gadamer and Paul Ricœur emphasises the role of interpretation and understanding in human experience, especially in linguistic and cultural contexts（Rapport, F., 2005).

The key to interpretative phenomenological analysis is the ability to examine and interpret the ‘lived experience’of the research participants. In research conducted using interpretative phenomenological analysis, this method allows researchers to establish connections with study participants, which can benefit some aspects of the research. As a ‘participant-centered’approach, the analytical method of interpretative phenomenology encourages participants to express themselves and their thoughts and personal experiences as they see fit, without any distortion of their thoughts. (Alase A, 2017). Heidegger (1962) said that human beings are somehow integrated into their world, resulting in subjective experiences that are closely related to society, culture, and so on. Although individuals have freedom of choice, this freedom is not absolute and is influenced by specific conditions in People's Daily lives. Hermeneutic phenomenology, on the other hand, will focus on describing the meaning of an individual's ‘existence’ and how those meanings affect the choices they make, rather than seeking absolutely true, purely descriptive categories in the stories and descriptions of the participants. To understand young people's personal choice of milk tea brand, their consumption behavior must be influenced in some way, which makes a milk tea brand have special significance for them and makes them make choices. It is necessary to find young consumers to participate in my research, explore the nature of their purchase of milk tea brands, understand their thinking mode of implementing purchase behaviors, and understand whether there are specific reasons for choosing a certain brand, such as brand effect or cultural habits. 

3.Method


This paper will use semi - structured interview that in-depth interviews with 18-28 years old young people,  Research shows that the main consumers of milk tea are young people born between 1996 and 2012(Lin, X., Yang, J. and Chen, Q.,2023 ). In this study, young adult customers are selected as representative samples for two reasons. First of all, compared with the limited allowance for high school students, most young adults get a monthly allowance from their parents or find a job, and they have the ability to make their own purchasing decisions. So we can conduct surveys on consumer preferences more accurately. Secondly, young adults have better understanding and can understand the content of interviews(Lin, X., Yang, J. and Chen, Q.,2023 ).The opening interview questions were structured to appeal to the respondents' interest phenomena - the visual aesthetics and design in milk tea brands and their consumption experience. The follow-up questions were spontaneously derived from the responses to the opening questions - inviting respondents to extrapolate from their lived experiences in those moments of consumption. 


	Introductory bibliography:

	In this section you should list a minimum of 30 titles that are relevant to your research. 
You should include all works cited in this form. 
The list should be alphabetical using the referencing system appropriate to your discipline.
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	Facilities and resources available for the investigation: please indicate if you expect to need any special resources

	In this section you should indicate:

· What facilities you will need access to including libraries, archives, institutions, specialist IT facilities
· Whether you have permission to access the facilities and resources
· Whether you need to travel to access the facilities and resources – where do you need to go, for how long, and how will this be financed
· Whether you will be carrying out fieldwork or interviews and whether you have followed the correct protocols, secured permission and ethical clearance.

在这个部分你应该指出：

你需要使用哪些设施，包括图书馆、档案馆、机构、专业IT设施
•您是否有访问设施和资源的权限
•你是否需要出差去获得设施和资源——你需要去哪里，待多久，以及如何提供资金
•您是否将进行实地调查或访谈，以及您是否遵循了正确的规程，获得了许可和道德许可。

I need to use UWTSD's online and offline libraries in the UK. I also need Chinese library resource ,Hubei Library, located in Wuhan, Hubei Province. And online platform,China National Knowledge Infrastructure，CNKI.These libraries are open to the public and students.

I need to go on a business trip to the bubble tea brand stores in Wuhan and even all over China to obtain the research materials. Within three months, I have obtained the approval of the school and completed the research within the limited time, at my own expense.

I will conduct the field trip and interview and follow the Research Ethics &Integrity Code of Practice.Research conducted in China is subject to local laws, such as the Data Security Law of the People's Republic of China, and the ethical standards expected by UWTSD also apply to my research conducted abroad. During the interview, UWTSD's consent is required first and comply with the formal procedures. Before the interview, the interviewees will be asked to sign the consent form, and the privacy of the interviewees will be protected. Anonymous and serial numbers will be used instead of real names.






Intellectual Property IP
It is anticipated that Intellectual Property (IP) will be produced as a result of this research.
	Tick √

	
	YES
	NO

	Is the IP already subject to a separate agreement with a third party (e.g. employer, sponsor or external funder)? If so please provide details below
	☐	☒
	Is the research dependent upon background IP owned by: 
If so, please provide details below
	UWTSD
☐
	A third party
☐

	Text box will expand




	Tick √

	I understand that:
	YES
	NO

	If any party other than the student is likely to be involved in the development of IP a separate IP agreement will be needed and it may be necessary for the student to assign the IP rights to the University.

	☐	☒
	If there are no third parties involved in the creation of the IP the student is deemed to own the IP, however should the student wish to commercially exploit their IP and require the assistance of the University to do so, they will be required to assign their IP to the University. https://www.uwtsd.ac.uk/iiced/protecting-innovation-and-creativity---intellectual-property/

	☐
	☒



	
Student Signature

	
Signature or Print Name:

	[image: 未命名作品 4]
	Date:
1/1/2025











Supervisory Team


	Has the student proposed a viable research project that is appropriate for this programme that should be supported by the Institute? 

	
              Supported:  ☐                                                     Not Supported:  ☐
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