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[bookmark: _i2wpwr7jotbd]CHAPTER 1: INTRODUCTION
[bookmark: _x8kk7xum5zt]1.1 Background of the Study
Apple Inc. is also acclaimed to be one of the most powerful design driven firms within the technology sector in the whole world. Since its founding, Apple has made product design its key component in corporate identity, and combined aesthetics, functionality and user experience into a harmonised design philosophy. The focus of the company on the simplicity of form, excellent materials, and usability of the interfaces has enabled the company to stand out on its offerings in very competitive markets. The design effort by Apple has gone beyond the visual aspect and the way people can interact with its products thus perpetuating the simplistic and innovative brand name.
Design in the technology market is a crucial strategic factor as there is functional parity across products within the market. In a world where certain technological abilities, like processing power, camera quality and battery life, are more comparable across brands it would be the design that becomes a key factor in consumer choice. Logical design may promote perceived quality, usefulness and brand prestige which determines both attitudes of customers at first, and also in terms of loyalty (Islam, Zahin, and Rahim, 2024). Design, therefore, is not only an aesthetic factor but it is also a crucial competitive advantage source.
Moreover, product design helps to create emotional attachment because its design creates experiences and attitudes of the users to a brand. The perception of Apple products often triggers emotional attachments to consumers that are beyond functional utility because of their status, reliability and innovation attributes. Such emotional relationships are especially essential in the high-end consumer electronics market, where the consumers are ready to pay a higher price in the case of perceived value and brand meaning (Mou, 2025). 
The smart phone industry furnishes a very appropriate background concerning the research. Being one of the most iconic product lines of Apple, smartphones are sold in a saturated and highly innovative marketplace where visual appearance, body shape, and user experience have a profound impact on the perception of the consumer. Customers have higher expectations in the high-end segment not just technology but also unique and high-style design (Gerçek, 2024). In that way, the study of Apple product design in the smart phone and high-end electronics sector presents a great opportunity to understand how design is affecting the perception of customers and brand loyalty.
[bookmark: _jhah1pt0xl6y]1.2 Research Context and Problem Statement
Although Apple has traditionally been known as a company with exceptional design, the past years were marked with growing controversy associated with the allegedly limited variety in product design of the latest generations. Although Apple has maintained consistency in design, which has helped the company achieve good brand recognition and familiarity, there are minor differences in the product releases, which have made some consumers doubt the possibility that the design may no longer be innovative. This begs the question of how continuity in design is being understood by the customers, does it help in strengthening the brand name or is it an indication that the company is not inventive.
This scenario creates a conflict between consistency in designing and the innovativeness felt. On the one hand, one can keep the design language the same to support the brand image of Apple, at the same time, it is easy to use by those who have already acquired it. Consumers on the other hand in technology markets tend to relate innovation to apparent change and freshness. The customers might feel that design changes are a repetition instead of an invention when there are slight changes that might not enhance their excitement and interest towards new product launches (Khan, 2024).
This is also worsened by competitive landscape. Competitor companies, like Samsung and Google, have embraced more extreme design philosophy, such as folding systems, concepts, and radical design (Daugherty and Wilson, 2022). Such practises are contrary to the evolutionary design of Apple and can likely affect consumer attitudes about what innovation is. Since competitors have increasingly gained advantages by separating themselves visually, Apple has been put under more and more pressure to strike the right balance between familiarity and originality.
The fundamental business issue tackled in the present research is the possible loss of perceived innovation and brand loyalty due to implied interpretation of the design strategy by the customers of Apple (Siahaan, 2023). Provided consumers start perceiving product designs offered by Apple as less surprising or innovative, the influx of emotional attachment could decrease, as well as loyalty, and eventually the repeat purchase behaviour will be affected. The perception of customers regarding the design decisions made by Apple is thus of paramount importance to maintain the competitive advantage and brand strength in the long run.
[bookmark: _k9uco2j6qkq4]1.3 Research Aim and Objectives
Aim
This study will focus on exploring the perception of Apple product design by the customers and how the perception can affect loyalty to the brand. This relation is critical to understand in the design based markets where customer behaviour is highly influenced by visual appeal and user experience.
Objectives
· To test the perception of customers of the Apple aesthetic product design.
· To assess the effectiveness of the present design approaches of Apple that harmonise with the changing customers expectations.
· To determine the design factors that have the strongest impact on customer loyalty.
[bookmark: _xyp6pstb3765]1.4 Research Questions
1. How do customers feel about Apple products in regards to how beautiful they are to their competitors in the technology market?
2. Which specific product design factors develop, the quality of the materials, and the user interface design, impact most on the customer loyalty to Apple?
3. What is the impact of perceived innovativeness in the product design of Apple on the customer repeat purchases intentions and long-term brand loyalty?
[bookmark: _s2pq4txhrvqh]1.5 Significance of the Study
This research is an original contribution to academic knowledge on product design and brand loyalty, especially in the context of incremental change in the design of products in the market of technology. As a managerial aspect, the findings provide viable knowledge of Apple and other design-driven companies that want to harmonise uniformity with innovation. Product designers and brand strategists will also find the study useful as they determine the areas of design that can encourage emotional attachment and loyalty. The insights will be able to assist more customer-informed design decisions and competitive positioning in markets of high-end consumer electronics.
[bookmark: _3rcxnhzhznhd]1.6 Structure of the Dissertation
There are five chapters of this dissertation. Chapter 2 does a literature review on pertinent literature on product design and brand loyalty. Chapter 3 is a description of research methodology. The findings are presented and discussed in Chapter 4. Chapter 5 will end the study providing the recommendations, limitations, and future research directions.




























[bookmark: _9r7dtq3tckx0][bookmark: _9v82y27wk68y]CHAPTER 2: CRITICAL LITERATURE REVIEW
[bookmark: _u2c2dkfxnka2]2.1 Introduction to Product Design and Consumer Behaviour
The approach that involves establishing and formulating a product in terms of its design, functionality, and user experience with the aim of satisfying consumer needs and preferences can be termed product design. It embraces functional design which is concerned with functions, performance, usability and technical efficiency, and aesthetic design, concerned with visual attractiveness, style as well as emotional quality. The process of product design has become an important marketing and strategic resource of contemporary consumer markets, especially in the technology fields.
[bookmark: _ao6nrkytoiza]2.2 Theoretical Foundations of Design Perception
Product Form and Consumer Response Theory
According to Benaissa and Kobayashi (2023), the Product Form and Consumer Response Theory by Bloch (1995) explains that a product with a particular physical shape affects the cognitive and emotional response of the consumers. As stated in this theory, shape, colour, and proportion are visual design elements that create instant impressions which influence the perceived quality, attractiveness and desirability. It is common that a consumer will develop emotional attachments with a product that is designed according to their individual tastes and symbolic anticipations. Product form is essential as a differentiator in competitive markets where products can be characterised based on their functional features. HBR (2020), stated that perceived value, the emotional attachment, and the positivity of purchase behaviour and brand loyalty can be improved with the help of desired product form on design-led brands, such as Apple.
Emotional Design Theory
Vaidya and Kalita (2023), stated that Emotional Design Theory by Norman (2004) is a theory that emphasises the role of emotions in facilitation of user experiences and product judgments. According to the theory, design response has three levels, namely, visceral, behavioural, and reflective. The visceral design is connected with instant visual attraction, the behavioural design has to do with usage and utility and the reflective design is associated with personal significance and brand presence. According to Yum and Kim (2024), the successful use of products that appeal to the users in all three levels will have higher chances of creating satisfaction and loyalty. Within the scope of Apple, the aspect of emotionally engaging design can enhance the positive user experience, which strengthens the brand attachment and desire to buy the product again and persuades people to make the purchases not merely based on the functionality aspects.
Design Consistency and Innovation Balance Theory
The equilibrium stage between design consistency and innovation lies at the core of design perception in the well-established brands. According to Mateja et al., (2024), consumers prefer to have familiarity when it comes to design because it eliminates cognitive load and helps to strengthen the perception of a brand. Nonetheless, too much consistency can become entrenched as innovation is not evidently presented. According to this theory, to design a successful product, one needs withering innovation that can conserve the essential brand elements and present new changes that are meaningful. In the case of Apple, this balance is critical in perpetuating the perceived innovation, addressing the changing customer expectations, as well as safeguarding long-term brand loyalty.
[bookmark: _preox2veehtt]2.3 Product Design and Brand Identity
The product design is very pertinent to develop and strengthen brand identity, especially among organisations that deal with very competitive and design conscious market. Consistency during designing should generate good brand recognition as habitual exposure to a given visual stimuli, causes the consumer to readily recognise a brand and differentiate it out of others. As per Martynenko et al., (2023), uniform application of shapes, materials, colours, interface designs, etc., also aid in developing a coherent brand image, which builds trust and reliability in the mind of the consumers. As soon as customers notice the design of a product, this enhances the brand recall and encourages loyalty (in the long term).
In addition to being recognised, product design has symbolic meaning that can help the consumers perceive values and personality of a brand. As per Wang and Wang (2021), intangible features expressed through visual identity include innovation, quality, simplicity or exclusiveness. Consumers tend to give products symbolic links and self-identification and social status. Design in this respect is not only a physical property but also a communicative attribute used to deliver meaning of the brand and emotional values. When symbols are effectively incorporated into the design of the brand, the business will have the opportunity to establish a better connexion with customers.
The case of Apple can be described as a perfect example of how product design is used strategically to create a unique brand name, in this example, minimalist design philosophy. Based on clean design and minimalistic interfaces, and using high-end materials, Apple design language is predisposed to the values of simplicity, grace, and technological prowess. Digitopia (2024), stated that such a low-key style keeps the visual simplicity to a minimum and makes it easier to use, just serving to solidify the message of Apple being a user-centred and innovative brand. 
[bookmark: _ec078cd4ao5j]2.4 Design Innovation vs Design Consistency
Design innovation and design consistency are two opposing yet mutually exclusive strategic priorities of established brands of technology. Innovation could be in the form of incremental innovation, which is the careful everyday improvement of the design, or radical innovation which does not only bring about major changes to the product form and functionality but is also apparent. According to Vorholzer and Meyer (2021), incremental innovation also enables companies to stay familiar with their brand and manage uncertainty among consumers, whereas radical innovation has the capacity to re-establish market norms and capture attention due to its novelty. Incremental innovation has been traditionally preferred with brands like Apple in order to keep the design language in line of products across the generations.
Nonetheless, incremental design changes are associated with the risk of stagnation of the design. In cases like this when there are visual updates which are too subtle or repetitive, consumers could view that there is no creativity or innovation though there may be some form of technological improvement. This is especially a critical perception in areas of design where people tend to place innovation with evident aesthetic alteration. As per Zhang et al., (2022), stagnation over the time will decrease enthusiasm in relation to new product introduction, decrease emotional involvement, and eventually brand loyalty.
In mature technology markets, this balance is further complicated by customer expectations. According to Eddine and Fared (2024), consumers require product reliability as well as innovation as markets like smartphones are well saturated. Although familiarity builds on usability and comfort, customers equally want brands to show transformation leadership in terms of meaningful design development. When they do not match these expectations, the consumers might be keen to use other brands that have more visual edge or experimental designs.
The theory of design-driven innovation by Verganti (2009) takes a critical approach to this tension. According to Baha, Ghei and Kranzbuhler (2021), Verganti contends that the essence of the perfection of innovation does not just lie in altering the form of a product, but it is also a redefinition of the meaning that users accord to that product. It is in this perspective that consistency of design will never be restricting as long as it is still able to convey new value and relevance.
[bookmark: _fo1bg1lynexd]2.5 Customer Perception and Brand Loyalty
The perception of customers is a key factor in creation of brand loyalty and in upholding brand loyalty, especially in markets where products are directly linked to the individual and lifestyle. Digital Silk (2025), found that brand loyalty has been regarded as having two aspects which are closely connected one being cognitive and the other emotional Loyalty. Cognitive loyalty is anchored on the rational thumbs - up decisions like the perceived quality, performance and the perceived value money and emotional loyalty is anchored to the underlying psychological attachment, affection, and identification with a brand. The two dimensions play a major role in the design-driven industries based on consumer perceptions of product design.
The design of products can be seen as a strong force in creating trust and quality perception. According to Pamungkas and Wandebori (2025), the sensitivity of products implies that a particular brand is focus-oriented, reliable, and technologically qualified, and it is a brand that is associated with high quality by the consumer. Similarity in design and common sense also leads to better usability, which will be perceived as less risky and more trustworthy to the consumer. Due to that, customers will have higher chances believing in brands whose products will provide a positive and reliable design experience. Design is a functional and visual guarantee of quality that the company such as Apple offers which builds the credibility when engaging in multiple product interactions.
Design is also relevant in promoting emotional attachment besides trust. Sensory involvement, feel, and smooth communication make user experiences pleasurable enough to establish more emotional connexions with a brand. As per Ghorbanzadeh and Rahehagh (2021), emotionally bonded customers would tend to have a stronger brand attachment as well as show loyalty behaviours that go beyond rational decision making. Emotional commitment tends to lead to advocacy, resistance towards change, and readiness to pay high prices.
As per Venkatakrishnan, Alagiriswamy and Parayitam (2023), customer satisfaction serves as an intermediary variable between the design perception and brand loyalty. The positive thinking of the design will also increase the satisfaction by exceeding or satisfying the expectations of the users and consequently reinforce cognitive and affective loyalty. 
[bookmark: _itc12lp4njah]2.6 Empirical Studies on Technology and Smartphone Design
The empirical studies on technology and smartphone design has always emphasised that product design plays a significant role in influencing, and creating consumer perceptions and brand loyalty. As per Visnapuu (2023), surveys devoted to Apple have stressed the importance of minimalistic design, high-quality materials, and user-friendly interfaces that allows establishing a high level of emotional attachment and perception of the everlasting product superiority. It has been found that customers who use Apple products tend to equate the design of the company with high quality, reliability and status that largely affect repeat purchase behaviour and referral. These results consolidate the position of the Apple as a design-based brand in the higher segment of the smartphone market.
Comparative analysis of such competitors as Samsung or Google indicates that their design strategies are different and have different impacts on consumer loyalty. According to Kim et al., (2023), the strategy used at Samsung tends to put more emphasis on apparent technological advancement and more form factors, such as bigger screens and foldable design. There are empirical indications which propose that this type of radical design experimentation appeals to innovation seeking customers but can lead to less close emotional attachment by the individuals who prefer continuity and familiarity. Conversely, the incremental development of design adopted by Apple is more likely to contribute to the increased long-term loyalty, despite other competitors having more advantages in terms of the technical specifications.
As per Potoinen (2022), design-led loyalty is identified to be different based on consumer expectations and maturity of the market. Reliability, ease and familiarity with the brands of these Smartphones are gaining importance to consumers in the saturated smartphone markets as opposed to radical changes happening frequently. The current literature however is mainly on cross sectional studies which only capture the perception of the consumer at one point in time.
Another major gap in body of literature is the little interest in the field suggesting that longitudinal design perception is scarcely investigated especially in regards to how customer perceive the small differences in design between successive generations of a product. There is a lack of research on whether or not the longer a person has been exposed to incremental design updates, the more they become loyal, or perceive that things have stagnated. 
[bookmark: _bxept2iagkrz]2.7 Research Gap and Justification of the Study
Despite the vast amount of literature available on product design and consumer behaviour, little empirical evidence is available in the underlying hypothesis of how small or small scale changes in the design of widely used brands affect long-term customer loyalty. The majority of the existing research analyses design as the instigating factor into making the first purchase or analyses rival brands at a certain point in time. Bruckberger et al., (2023), found that a distinct lack of knowledge when it comes to the realities of the customers perceiving subtle continuity in design between the generations of the product is evident and whether this continuity builds companies loyalty or creates the perception of holding back. This paper aims at filling this gap by analysing in particular the perception of the customers about the incremental design strategy employed by Apple and its effect on brand loyalty within a saturated technology industry.
[bookmark: _qwe4svxq5j8t]2.8 Conceptual Framework
On the basis of literature review and the research gap identified, a conceptual framework is created to direct this study. The framework hypothesises that the perception of design was the key independent variable, which includes the subjective value, utility, and quality of materials. These impressions shape perceived innovation, which is the perceptions of the customers on the capabilities of Apple to develop and keep being creative despite the consistency in designing products. According to Bhosale (2025), perceived innovation at that point influences brand loyalty, which is done through emotional attachment, intentions to repeat purchase, and commitment in the long-run. The sequential relationship indicates that the perceived innovation is a mediating variable between the design perception and brand loyalty, which offers a framework to collect, analyse and interpret the data in this study.
[image: ]
Figure 1: Conceptual Framework
(Source: Created by the learner)


[bookmark: _ne2zn74vo1g9]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _8shnzbazpmsq]3.1 Introduction
This chapter describes the methodology that is used in the research study to be conducted to determine the perceptions of the customers to the way that Apple designs its products and how this influences its brand loyalty. It describes the philosophy, research methodology, strategy, data gathering techniques, sample technique, data analysis steps and ethical issues implicit in the study.
[bookmark: _oj8dtz5xpbl]3.2 Research Philosophy
The current research assumes the positivism research philosophy in place, implying that the reality is objective and measurable with the help of observable and quantifiable data. The research would suit positivism because it can be used to examine the perceptions of the customers systematically through numerical data provided by the way of designed questionnaires (Saunders, Lewis and Thornhill, 2019). The philosophy lays emphasis on objectivity, reliability as well as replicability so that patterns and relationship between product design perception and brand loyalty can be discovered. The positivist approach is suitable in consumer behaviour research in business and management contexts because it allows statistical analysis and generalisation of the results by concentrating on measures such as aesthetic appraisal, perceived innovation and loyalty.
[bookmark: _z67gjopsv5q]3.3 Research Approach
The given study utilises a deductive research methodology according to which the existing theories and literature about product design, consumer perception as well as brand loyalty are used to answer the research questions and design the questionnaires. The deductive methodology will enable the testing of the theoretical ideas, including design perception, and the perceived innovation, on the basis of primary data (Hall, Savas-Hall and Shaw, 2023). This method is suitable since it will enable one to analyse the existing theoretical correlations in a particular organisational setting, which is Apple Inc. The results are then employed to affirm, refine or contest the existing knowledge to ensure a systematic and theoretic investigation.
[bookmark: _ndp3x8jxv897]3.4 Research Strategy and Design
The study also takes the quantitative and cross-sectional survey design, which allows the researcher to collect data of the respondents at a given time. The approach will be appropriate in terms of capturing existing customer attitudes towards product design and brand loyalty in Apple. Quantitative design allows the use of structured questions and measurement by numbers, where the trends and relationship can be recognised using a descriptive analysis (University of Southern California, 2024). The cross-sectional method suits the objectives of the study because it gives a picture of the consumer attitudes at a given time and this makes it practical, time-saving, and suitable in studying the perception variables based study in a large population.
[bookmark: _1n3m6v705e8u]3.5 Data Collection Method
The primary data, which was obtained in this research, were gathered by the way of online self-completion questionnaire, this approach is a powerful tool that is widely applied in researching the question of consumer behaviour. Questionnaires are providing increased accessibility and response rates due to online questionnaires where the respondents can take the test at their convenience, although this has limited the time and cost factor (Kato and Miura, 2021). This approach will best be applied to the targeting of Apple users, who are generally digital natives capable of working with internet channels.
The questionnaire was purely of multi choice questions with the measurement of Likert scale thus allowing a respondent to give different levels of agreement or satisfaction (Saunders, Lewis and Thornhill, 2019). The Likert scales were chosen because they offer an organised data in quantifiable terms which easily can be analysed statistically. The questionnaire was developed to assess four constructs, which were in line with the objectives of the research (aesthetic appeal, perceived innovation, usability, and brand loyalty). The constructs have been operationalised in simple and concise phrases, which make them consistent and minimises respondent biasness.
Reliability can be increased because all the participants are exposed to similar questions in a similar format when using a standardised questionnaire. This methodology is also suitable when it comes to comparing the objective between responses hence suitable in studying the relationship between perception of design and brand loyalty in a quantitative study.
[bookmark: _a5uzjvjt28ge]3.6 Sampling Strategy
The research population of this study was the users of Apple products and aged 18 years and over because they have first-hand experience with the design of the Apple products and the user interface. It used a purposive non-probability sampling that would only allow relevant respondents that actively use Apple products (EBSCO, 2024). This sample technique is suitable when dealing with a study of perception in which experience by the participants is a prerequisite of producing favourable and meaningful data. The sample size of 60 respondents was chosen as it is capable of giving adequate information on descriptive statistical analysis and is limited enough in the scope/time limit of an undergraduate dissertation. Even though non-probability sampling constrained the generalisability of the findings, it facilitated a specific understanding of the perception of Apple users. The sample size is also sufficient to determine trends and patterns in the perceptions of design and loyalty in consumers.
[bookmark: _5upqw8w4954h]3.7 Data Analysis Techniques
The statistical analysis of the collected data incorporated the use of such descriptive methods as frequencies, percentages, and mean scores. These techniques can be used to generalise the opinions of the respondent and find out patterns in perception of product design and brand commitment. Bar charts and pie charts were included to make the results more readable and understandable. Microsoft Excel was also used to code, calculate and present data in the form of graphs as it is accessible and can be used to perform a simple quantitative analysis (Saunders, Lewis and Thornhill, 2019). The method allows making a simple comparison between variables and facilitates the unequivocal communication of findings in Chapter 4.
[bookmark: _nywbvw0q7q7]3.8 Ethical Considerations
The ethics were adhered to during the research. Informed consent was signed by all the participants before they took the questionnaire. The respondents were free participants, and they were assured anonymity and confidentiality. No personal or identifiable data was gathered so that there would be adherence to the ethical principles of research.

[bookmark: _z8e62cs0qzrt]

[bookmark: _5otgieq7w7ts]CHAPTER 4: RESULTS AND DISCUSSION
[bookmark: _u4jwylhjt2ch]4.1 Introduction to Findings
This chapter reports and discusses the results of the primary data gathered to explore how customers perceive the product design of Apple and the effects that the product design has on brand loyalty. The objective of the analysis is to answer the research questions by considering the ways the users rate Apple in terms of design, how such ratings contribute to perceptions of innovation and how the two variables contribute to behaviours associated to loyalty. Quantitative research methodology was chosen and the data were gathered utilising an online questionnaire filled by 60 applicants of Apple (n = 60). The questionnaire was formulated in such a way that it would be able to capture opinions of respondents about the product design, the perceived design innovation and the signs of brand loyalty, which were emotional attachment and repurchase intention. The results are given in three phases. To begin with is the primary analysis which gives descriptive statistics in terms of frequencies and percentages. Second, secondary analysis combined similar variables in the effort to establish general trends and connexions. Lastly, critical discussion explains the findings according to the literature that is available so far, with both theoretical and managerial implications being described.
[bookmark: _ihzhtr2zk8d]4.2 Primary Analysis – Descriptive Results
4.2.1 Apple Usage Profile of the product (Q1)
The findings show that the most common respondents use Apple Watch (23 responses), then iPad (15) and several products manufactured by Apple (9). The use of fewer respondents mainly concerns MacBook (7) or iPhone (6). This spread indicates that the engagement of user with the design of Apple goes beyond the smartphones and covers wearable and tablet ecosystems. The statement regarding the popularity of the users of Apple Watch underlines the topicality of the compact, functional and interface-based design experience. Also, there is a likelihood that the respondents who use multiple Apple products were exposed to the consistency of the design of the Apple products between the devices and it might affect how they perceive it in terms of usability and brand identity. A differentiated product-usage is another strength of the data as it records different interactions with the design instead of concentrating on smartphones alone and this will give a wider glimpse of the overall design approach by Apple, and its perceived effects on customer experience.
[image: ]
4.2.2 Aesthetic Appeal Perceived (Q2)
Aesthetic appeal responses show a more ambivalent view towards the product design produced by Apple. The highest number of the respondents chose the option of Neutral (20), then came Poor (16), and lastly Good (11). Less respondents had poor design as a very poor (7), or very good design (6). This distribution shows that in spite of a traditionally linked high-end visual design, not a lot of users have a strongly positive opinion regarding its existing design. The neutrality is quite high implying that the design of Apple can be perceived as the familiar one as opposed to the exciting one. This observation suggests that the visual design of Apple is welcome but not unanimous, possibly, because it is saturated or less original in terms of appearance. This neutrality is critical and this fact may undermine emotional attachment to new product launches.
[image: ]
4.2.3 Perceived Premium Design versus competitors (Q3)
The findings of the perception of premium are remarkable: there is strong concentration on the same (18 responses) and a significant disparity. An aggregate of 25 respondents chose to claim non-agreement (14) of strongly non-agreement (11), whereas there was a smaller set of respondents who concurred that the design of Apple appears to be of premium quality relative to other industry participants. Only 17 of the respondents indicated that they agreed or strongly agreed. The results of this indicate that Apple premium positioning based on design is not firmly enforced among this sample. Although Apple has traditionally been prone to pricing its products positively, the outcomes show that, at the present, certain users can find the designs offered by competitors to be similar or even better. This change may herald greater rivalry and evolving consumer demands in the high-end technology industry where differentiation of design is turning into a less clear distinction.
[image: ]
4.2.4 Usability and Ease of Use (Q4)
Feedback on usability levels has a rather neutral to negative response. The most common response to it was "Neutral" (17) and then satisfied (15). Nonetheless, a large percentage of the respondents expressed dissatisfaction, where as the total of the responses to the question of Very dissatisfied (13) and the ones who said Dissatisfied (12) was 25. There were only three respondents who expressed the very satisfied finding. Along with these findings, it is possible to assume that although Apple is associated with the products that are usually sold as intuitive, users have a mixed experience integrating ease of use. The fact that the number of highly satisfied respondents is limited suggests that usability is no longer a powerful differentiator as far as Apple is concerned. This conclusion is significant as it should be noted that the superiority in the terms of usability may not be maintained and that user expectations might also rise with the technological complexity.
[image: ]
4.2.5 Perceived Design Innovation (Q5)
Innovation perception is not high but it is moderate. The recent designs of apple were rated as moderately innovative (22) or innovative (17) by most of the respondents. Nevertheless, less of the respondents chose respondent Highly innovative (7), 14 respondents considered the designs offered by Apple to be somewhat or not innovational. This trend implies that Apple has been noted to have a certain degree of innovation but is not considered to be a radical design changer. The prevalence of mediocre responses is in accordance with incremental innovation instead of design paradigm transitions. Although this is arguably conducive to brand consistency, it also indicates about a lack of enthusiasm about the development of designs. The results suggest that innovation is not heavily perceived but accepted by the users.
[image: ]
4.2.6 Criticality of Particular Design Elements (Q6)
On the question about the most significant design aspect, the users mentioned "Shape and size (17) and Material quality (16), then User interface design (12). There are low numbers of respondents who selected Minimalist appearance (8) or Camera or hardware layout (7). These findings reveal that the concept of the useful and tangible elements of design are important to the users than the aesthetic and the visual style of design. Focus on the shape, size and materials, implies that perceived durability and physical comfort are key pillars to design consideration. Surprisingly, minimalist design, which many people would refer to as Apple, was not crucial and, therefore, the design identity of Apple could be incompatible with the contemporary trends in consumerism to a considerable degree.
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4.2.7 Effect of Design on Repurchase decisions (Q7)
Repurchase influence responses demonstrate a diverse effect of design on the loyalty behaviour. The answer Significantly (17) came out the most and there was a close-up with Slightly (16). Nonetheless, 13 respondents cited that design has no effect on their repurchase at all. This division indicates that design is a critical factor among certain customers whilst it is not always determinant. Bigger groups that are not design affected underscore the impact of other non-design variables like price, integration with ecosystem or performance. Such results also suggest that Apple should not be dependent on design to enable it to attain repeat purchases especially in a competitive and mature market.
[image: ]
4.2.8 Future Intention to purchase based on design only (Q8)
Purchase intention on the basis of design alone in future is ambivalent. The necessary amount of respondents who chose Unlikely (19) a response was the most dominant, and Likely (17) and Neutral (14) were widely represented. Only a few respondents had extreme intentions, just five out of them chose to be very likely and five chose very unlikely. Such a distribution indicates that design is not enough to have a significant influence on promoting future buying decisions. Although design is not put aside, users seem hesitant to make a pure commitment based on aestheticity or design. This shows the move towards holistic decision-making where design should identify with functionality, cost, and ecosystem benefits of the brand.
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4.2.9 Design-based Emotional Attachment (Q9)
The consequences of the emotional attachment are moderate involvement. The vast majority of respondents stated that they were moderately attached (19), slightly attached (15) and 12 were strongly attached. Nevertheless, 14 of them said that they had little or no emotional attachment. Such results indicate that although Apple design creates a certain level of emotional attachment, it fails to create the strong relation in most users. The level of emotional loyalty seems to be somewhat present, though it seems to be limited, and this means that Apple can no longer expect to induce the same emotional reactions that were, in fact, tied to the brand. This finding supports the need to analyse how the emotional engagement is changing with respect to design consistency.
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4.2.10 Design Significance to Brand Loyalty (Q10)
Responses indicate that majority of the participants perceive design as moderately important (21) or Important, (16) in ensuring their loyalty. Nonetheless, 18 respondents regarded design to be of low priority. Design is only the most important factor to five respondents. This also implies that design is still one of the factors that contribute to brand loyalty and not the driving force behind many customers. Design seems to help create loyalty as opposed to making it on its own. These results show that the design strategy still holds importance at Apple but has to be combined with larger sets of value propositions to facilitate to maintain customer loyalty in the long term.
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[bookmark: _roq5w139kc3r]4.3 Secondary Analysis – Thematic & Relational Insights
Theme 1: Product Design Perception as a Multidimensional Construct
The results of this research project could conclude that the customer perception of Apple products in terms of its design is multidimensional; in other words, it includes aesthetic, functional, and physical features, but not just visual expression. When comparing the answers to Q2 (aesthetic appeal), Q4 (usability and ease of use), and Q6 (importance of certain design elements) these responses are clustered in a rather similar structure where people started to focus more on practical and realistic elements of design as opposed to aesthetic features. Despite the common notion that Apple is connected with minimalist and visually entertaining design, the results of the survey show that the aspect of the current aesthetic appeal is mostly defined as neutral, and relatively limited numbers of participants provide their strong positive ratings. This multidimensional conception of design perception is yet another perception that is supported by the usability finding. Although Apple products are often marketed as intuitive and easy to use, the scores indicate that it is rather a source of mixed satisfaction with a significant number of participants claiming that it is probably neither positive nor negative. It is an indication that usability is being regarded as a matter of course instead of as a unique identifier. In a fully developed technology market, the customers might develop some degree of comfort in the usage of brands across brands, which makes it less capable of creating rich positive perceptions or emotional reactions. With the total score of disinterestedness in the aesthetic appraisals, the pattern suggests that the Apple design is understood as being reliable and practical yet not special or very innovative. The ranking problem of the particular design aspects adds further information in the way customers rate product design. The most significant influence in the design preferences based on the respondents was ranked to the shape and size and material quality followed by less importance placed on minimalist appearance. This points at the change in the consumer behaviour towards physical comfort and durability as well as sensory touch. Design user interface was also appreciable as they have placed importance on interaction based design elements that have direct influence on the daily use (Bruni, Mancuso, and Pedroli, 2025). This is also indicative that customers analyse design as a whole; encompassing both physical appearance and functional functionality, as opposed to the visual style alone. All in all, this theme proves that perception of the product design at Apple is the integrated reaction of form, functionality and experience to the user. Design is assessed in a holistic approach rather than through aesthetics only, and this shows that future design approaches should provide visual consistency with significant implications regarding their improvement to usability as well as physical design to meet the dynamic customer demands.
Theme 2: Perceived Innovation as a Mediating Factor Between Design and Loyalty
When the response of Q3 (premium perception) and Q5 (perceived design innovation) is checked, perceived innovation is seen as a decisive mediating element between product design and brand loyalty. The results show that most of the respondents identify the latest product designs offered at Apple as having moderate levels of innovation, with a low percentage of considering them highly innovative. Meanwhile, the opinions about the Apple design as high quality compared to competitors tend to be neutral or negative, with a significant number of people disagreeing with the fact that the Apple design observably higher than the rival brands. The overall combination of outcomes indicates that Apple as an innovative brand is still recognised at the general level, yet the severity of its perception is no longer as strong as it used to be. The respondents seem to contrast the notion of technological progress, and the observable type of innovation in design. Incremental innovation of the product design might be cognitively perceived as improvement but it cannot always create an excitement as well as enhance the emotional beliefs of high quality. Consequently, design innovation can be considered as evolutionary and not revolutionary, which restricts its capacity to augment premium position of Apple that is in the head of consumers. The mediating effect of perceived innovation is more pronounced when the perceived innovation is associated with the outcomes in terms of loyalty (Kim, Nicolau, and Tang, 2021). The moderate brand loyalty level is linked to moderate levels of perception of innovation and not to strong emotional attachment or purchase intention. This implies that the perceived innovation serves to mediate design perception and loyalty: in the case of the perceived innovation being viewed as incremental, design is supportive of the stability and retention but has no significant effects on the customer commitment. Such situations are those whereby design assists in retaining rather than further developing the loyalty. The point raised in this theme is a valuable relational factor of design-led brands. Consistency in design devoid of the well-articulated or experienced innovation can be effective in reassurance of existing customers but is not likely to contribute to long-term loyalty. Apple needs to be innovative; this does not imply radical and disruptive visual shift, but it has to be visible enough and meaningful enough that customers can equate design evolution to advances and value-generation (Apple, 2025). In the absence of this perception, design will run the risk of being viewed as repetitive instead of innovative thus limiting its effects on the resultant emotional and behavioural loyalties.
Theme 3: Design Influence on Cognitive (Behavioural) Loyalty
Responses about the influence of design on repurchase decisions, future purchase intention based on design alone, and importance of design in maintaining loyalty can be analysed as cognitive loyalty since it is a rational and deliberate decision of the consumer. All these findings demonstrate that the design of products supports but does not dominate the development of behavioural loyalty among users of Apple products. Even though a significant percentage of the respondents had indicated that product design plays a big role in their repurchase of Apple products, nearly equal percentage among them had pointed out that design played a small or no role in their purchases. This separation implies that design is by no means an unquestionably final determinant in the frequency of buying a product. Rather, design seems to be functioning as one among a number of factors affecting rational analysis, as compared to being the main driver of loyalty in behaviour. This trend is also strengthened through feedbacks on the future purchase intentions on the basis of design alone. There were more respondents that said they were not likely to buy Apple products again simply because they liked the design but fewer said that they were likely to buy. This observation shows clearly that design alone is not adequate to win future purchases. It seems that customers are hesitant to commit to repeat buying an item that they made purely on aesthetic or design based considerations, especially in an industry where other competing brands can match the quality of designs and functionality. Those who are the most important in terms of ensuring loyalty are the ones who perceive design to be important in this aspect. Majority of the respondents perceived design to have moderate importance, not being necessary or of utmost importance in maintaining their loyalty to Apple (Apple, 2025). This tells that design increases cognitive loyalty, thus it acts in conjunction with other rational factors, e.g., product performance, ecosystem integration, pricing aspect, and brand familiarity. Such practical considerations can supersede design attractiveness at the point of repeat purchases of the customers. Altogether, this theme implies that the design strategy in Apple is effective to satisfy basic expectations and rational loyalty but it is insufficient to stimulate repeat purchasing behaviour. It also seems that customers are becoming more practical in a mature technology market and design is included as a component of a larger value proposition. Therefore, it is possible that Apple might have to depend more on the strength of the ecosystem, its reliability and the overall user experience rather than design innovation in its customer retention efforts.
Theme 4: Design and Emotional Attachment to the Apple Brand
The emotional loyalty which indicates the psychological attachment and affective bond of customers to a brand was majorly investigated basing on the answers to the Q9 (emotional attachment to Apple, in terms of design) and complemented by the answers on the Q10 (importance of design in preserving loyalty). The results show that emotional attachment that is established as a result of designing Apple products exists but tend to intermediary. The majority indicated that they were either slightly or moderately attached to brand Apple as associated with its design, with less having reported a strong or very strong emotional attachment. Simultaneously, a significant percentage of the respondents said there was minimal or no emotional connexion based on design. This distribution indicates that though there is consistent emotional engagement as new Apple products are designed, the emotional bonds could be losing its strength. Conventionally, Apple has been identified with a high level of emotional attachment owing to innovative and exquisite design. Nevertheless, the results suggest that emotional influence on Apple products can be diminished by the continuous and gradual alterations in the design. Design familiarity seems to bring in comfort, trust, and reliability, however, it may stop being exciting or inspiring to a large group of users. This meaning can be further confirmed by the medium emphasis that is put on design and its role in brand loyalty. Although the respondents did not deny that design can make them feel connected to Apple, they did not perceive it as an influential emotional pull. It appears that the overall brand experiences and not just design affect emotional attachment more and more. Habits like ecosystem integration, quality of customer care and general brand recognition may indeed contribute more to the development of emotional loyalty especially in a developed and competitive technology market (Bing et al., 2024). This is a theme of a possible challenge of Apple as a design-driven brand. Provided the product designing ceases creating high levels of emotional differentiation, Apple stands the threat of being seen as a practical and dependable brand instead of a brand that inspires. As a means to last longer in terms of emotional loyalty, Apple might have to re-visit the expressive and symbolic aspects of design. The ability to maintain products communicating meaning, identity and emotional value (instead of familiarity alone) will allow Apple to apply the same strength to emotional attachment and solidify the special brand image.
[bookmark: _sh5b5x6h9qy0]4.4 Critical Discussion of Findings
The paper critically comments on the study findings by incorporating the empirical evidence with the knowledge available in the literature on product design, innovation, and brand loyalty. The discussion analyses the findings, both in support of existing theories and their refutation, and the implications they have on Apple as a design-led organisation that functions within the developed technology market. The results show that the customers have mixed rather than a highly favourable perception on the design of the Apple products, especially in terms of aesthetic appeal and value of premium quality. In some way, this argues the suggestion made by Bloch (1995) that product form determines emotive and cognitive reactions. Although designs used by Apple remain to invoke recognition and familiarity, the fact that there are no strong positive aesthetic attitudes implies that a decrease in the emotional appeal is possible. This concerns the premise that minimalistic design is sufficient to maintain high emotional intensity, especially at the long term in cases that involve same type of design repeatedly exposed to consumers. The findings can also be explained using the Emotional Design Theory developed by Norman (2004). The research shows that the behavioural design, which is represented by usability and functional interaction, does not change significantly, and many respondents do not express dissatisfaction, but they are neutral. Nevertheless, visceral and reflective design reactions seem to be weaker, which is demonstrated by low level of emotional attachment and low level of premium perceptions (Bruni, Mancuso, and Pedroli, 2025). This implies that Apple products work well at the behavioural level but might no longer produce great emotional or symbolic impact on the user and thus to arouse strong loyalty. The results are quite in line with the theory of design-driven innovation that holds that innovation is not about some visible change, but rather a redefinition of meaning (Verganti, 2009). The recognition of incremental innovation was recognised cognitively as the respondents recognised Apple designs as moderately innovative. Though, the absence of high excitement or high-end perception means that the changes in design might not adequately redefine the product meaning here in the minds of prospective customers. Consequently, design consistency can maintain the confidence and familiarity but dangerously can appear as stagnation should innovation not be well articulated or realised. The findings in terms of brand loyalty concur with the existing literalatures that have distinguished the cognitive and emotional loyalty. It is observed that the level of cognitive loyalty remains rather well-maintained because design is still taken into consideration when repurchasing a product. But emotionally, the loyalty levels are significantly lower, most of the respondents indicate moderate attachment. This indicates the claim that was made by Homburg et al. (2015) according to which emotional bonds need to be reinforced continuously by engaging in meaningful differentiation. The design approach of Apple seems to be useful in preserving its loyalty rather than enhancing it. On the whole, the results indicate that Apple design is no longer a sufficient source of high loyalty but still an imperative part of the brand strategy. The design, in a competitive and mature market, has to be backed by visible innovation and symbolism sense to continue to generate emotional appeal. This research thus helps in the realisation of the boundaries of design-lead branding and the necessity of Apple to balance continuity and rejuvenated emotions and innovativeness.

[bookmark: _v548i0d3082r]CHAPTER 5: CONCLUSION, RECOMMENDATIONS AND LIMITATIONS
[bookmark: _ajtjg5copd0b]5.1 Conclusion
This research aimed at exploring the perceptions of the customers towards the product design of Apple and the effect that these perceptions have regarding the brand loyalty. The results suggest that the design of Apple is usually perceived as useful, usual, and average in terms of innovative power instead of highly unique and more emotional. Although there was acceptance of design as an element in influencing the total brand experience, aesthetic appeal, high-quality perception, and innovation went mostly neutral, indicating a drop in the enthusiasm over the design development of Apple. As a reaction to the research questions, the study identified that the customers view the aesthetic value of Apple to be average as opposed to exceptional when it comes to competitors. The strongest elements of design as proved to be the shape, size, quality of material and design of user interface, superseding the minimalist look. Also, the perceived design innovation was identified as mediating between the design perception and brand loyalty, and incremental innovation was found to contribute to the stability but not markedly to the loyalty. The Design was found to have an influence on the repurchase intentions yet, it alone was not enough to warrant future purchases or high emotional attachment. General, the research objectives were attained. The perception of design by the customers was outlined shouldly, the efficiency of the existing design strategy employed by Apple to adapt to changing expectations was analysed, and determinants of design regarding customer loyalty were identified. The results indicate that as much as Apple design strategy is still strong in retaining customers, its influence on emotional loyalty is seeming to be fading in a mature and competitive technological market.
[bookmark: _52e383414l5i]5.2 Managerial Recommendations
It was found that some managerial recommendations could be offered to Apple and other design-led organisations based on the findings. To begin with, Apple needs to bolster the idea of innovation communication as part of design strategy. Though the proposed change in the design may increase usability and consistency, it should be supported with clearer storeys which outline how the change will add value to the lives of the users. Bringing innovation to the forefront and make it more meaningful can assist in regaining excitement and upholding premium perceptions (Bruni, Mancuso, and Pedroli, 2025). Second, Apple ought to also aim to re-equilibrize design consistency and targeted visual innovation. To retain the recognisable design language, which is vital to the brand identity, it is possible to add additional design salience to particular elements, including form factor, materials, or interaction features, and so forth, to ensure that something seems to be moving without losing its familiarity. This would enable Apple to meet the needs of the customers that tend towards innovation and those who prefer consistency. Third, a customer-centred design assessment process should be suggested. Frequent integration of the customer feedback at the initial design phases may enable Apple to determine which design features are the most significant to the user. The shape, size, and materials are functional and tactile characteristics as the results reveal that they hold great importance (Apple, 2025). These aspects should be given priority, and this can help to improve perceived quality and satisfaction. Lastly, Apple must also appreciate that design will not be enough to keep people loyal. Cognitive and emotional loyalty of competitive markets should be strengthened with design strategies applied together with more general value drivers, such as ecosystem integration, service quality, and performance.
[bookmark: _o215xadqkul]5.3 Limitations of the Study
Although it offers some useful insights, this research study has a number of limitations that need to be mentioned. First, the number of respondents (60) does not make the findings generalised. Though it sufficed in providing a descriptive analysis in the undergraduate research, a bigger sample may give more outstanding and representative findings. Second, the research adopted a purposive non-probability design and only sampled the users of Apple. Although this guaranteed the relevance of the responses, it brings about the possibility of sampling bias and limits the generalisations of the results to the broader group of consumers of technology or users of competing brands. Third, the study was based on self-reported questionnaire data whereby respondents can be biassed. Personal preferences, prior experiences or social desirability may also affect the accuracy of the responses provided because of influences on perceptions and attitudes of the participants. The cross-sectional mode of the research also takes into consideration the perceptions of the study at one point, and fails to address attitude changes over time.
[bookmark: _l0f7uabn413b]5.4 Suggestions for Future Research
This study can be developed in the future research study in a number of ways. To start with, the comparative brand research of Apple and major competitors like Samsung or Google would help to understand the impact of various design strategies on the customer perception and customer loyalty among different brands better. The comparisons would help explain whether the neutrality observed by Apple is specific or indicative of print market trends. Second, longitudinal studies on how customers perceive various generations of a product would be useful in capturing the change in customer attitude towards incremental design evolution. This would give a more detailed picture of whether consistency in design enhances the loyalty in the long run or rather leads to the felt stagnation. Lastly, there are additional ways in which future research may consider using qualitative research methodologies (i.e., interviews or focus groups) to investigate emotional responses to design more thoroughly. The qualitative insights would enable the researcher to learn more about subtle sentiments, symbolic significance and individual storeys that otherwise cannot be easily explained by just using structured questionnaire. By integrating both the quantitative and qualitative methods, a more profound insight into the emotional and experience aspect of product design and brand loyalty would be provided.
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[bookmark: _d99h8ubm1ybw]Appendix A: Questionnaire
Q1. Which Apple product do you currently use most frequently?
· a) iPhone
· b) MacBook
· c) iPad
· d) Apple Watch
· e) More than one Apple product
Q2. How would you rate the overall aesthetic appeal of Apple’s product design?
· a) Very poor
· b) Poor
· c) Neutral
· d) Good
· e) Very good
Q3. To what extent do you agree that Apple’s design looks premium compared to competitors?
· a) Strongly disagree
· b) Disagree
· c) Neutral
· d) Agree
· e) Strongly agree
Q4. How satisfied are you with the usability and ease of use of Apple products?
· a) Very dissatisfied
· b) Dissatisfied
· c) Neutral
· d) Satisfied
· e) Very satisfied
Q5. How innovative do you perceive Apple’s recent product designs to be?
· a) Not innovative at all
· b) Slightly innovative
· c) Moderately innovative
· d) Innovative
· e) Highly innovative
Q6. Which design element matters most to you when choosing an Apple product?
· a) Minimalist appearance
· b) Material quality
· c) Shape and size
· d) User interface design
· e) Camera or hardware layout
Q7. To what extent does Apple’s product design influence your decision to repurchase?
· a) Not at all
· b) Slightly
· c) Moderately
· d) Significantly
· e) Very significantly
Q8. How likely are you to continue purchasing Apple products in the future based on design alone?
· a) Very unlikely
· b) Unlikely
· c) Neutral
· d) Likely
· e) Very likely
Q9. How strongly do you feel emotionally attached to Apple because of its product design?
· a) Not attached at all
· b) Slightly attached
· c) Moderately attached
· d) Strongly attached
· e) Very strongly attached






Q10. Overall, how important is product design in maintaining your loyalty to Apple as a brand?
· a) Not important
· b) Slightly important
· c) Moderately important
· d) Important
· e) Very important

[bookmark: _84ibpl1hy6t1]Element 2: Research Process Reflection
Concrete Experience
The practical side of this research was to prepare and undertake a quantitative study to explore the how the customer perceives the product design of Apple and its effect on brand loyalty. This involved formulating a structured questionnaire and sending them online and acquiring the responses of 60 Apple users. I also took part in the arrangement of raw survey data and its preparation to be analysed with Microsoft Excel. The practical aspects that I went through in this stage included needing to make sure how I worded questions, getting a satisfactory response rate, and consistency in recording data. This practical lesson gave first-hand experience as to the actualities of the primary business research as opposed to the application of mere theoretical studies.
Reflective Observation
After this experience, I realised my strengths and weaknesses in the research process. The fact that questionnaire items were successfully aligned to the specifics of the research added to the study as one of the strengths because it contributed to the meaningful data analysis. Nevertheless, some difficulties might be noted as well, mostly the appearance of the neutral responses to most of the questions that restricted the power of certain conclusions. I considered how the multiple-choice questions could only be used, which did not allow one to understand the reasoning of the respondents. This phase allowed me to be very critical on the effect of my methodological decisions on the richness and interpretability of the findings.
Abstract Conceptualisation
The process of abstract conceptualisation helped me to relate my practise with research theory and approach. I also gained a better appreciation of the role of positivist philosophy and a deductive approach in the data collection and analysis. The fact that moderate and neutral answers are the dominant ones supported theoretical debates on incremental innovation and in mature markets. Another point that I learned is the significance of perceived innovation as mediation between design and loyalty. The step helped me learn more about how theoretical frameworks can guide research design and how empirical results can contribute to or refute the existing literature.
Active Experimentation
During the active experimentation phase, I reflected on the way of how I would make the research projects better in future considering this experience. A mixed-method approach, including some qualitative interviews to study the perceptions of emotional design more profoundly, would also be introduced by me. I would also seek to have a greater sample which is more diverse in order to enhance generalisability. Moreover, I would also work on the questionnaire construction by making statements more specific, to minimise neutrality. This reflection has empowered me as a researcher and equipped me to use more robust and flexible research approaches in my future research, both in academia and in my professional practise.

[bookmark: _wle9tlsquyfx]Element 3: Methodology Poster – Research Process and Key Findings
Research Title
An Investigation of Customer Perception of Apple’s Product Design and Its Impact on Brand Loyalty
Research Aim
This study intended to explore the perceptions of customers in relation to the design of the Apple products and to determine the impact of the perceptions on the loyalty towards Apple brands. The aim of the study was to gain an insight into how emotional, behavioural loyalty depends on the role of aesthetics attractiveness, utility, quality of materials, and how perceived innovativeness contributed to the overall development of the attitude.
Research Design and Methodology
The research design we adopted was quantitative research study as it allowed us to measure perceptions of the customers objectively. It used a deductive research method and the positivist philosophy of research based on the existing product design, innovation, and brand loyalty theory. The cross-sectional survey approach was employed since the customer opinions were going to be taken at only one time. The online self-completion questionnaire of ten multiple-choice questions was used to collect primary data. Key constructs such as the aesthetic appeal, the usability, on-perceived innovation, the emotional attachment as well as repurchase intention were measured using Likert-scale questions. This made it consistent, reliable and descriptively statistically appropriate.
Sampling and Data Collection
The target population consisted of people who use Apple products, and the age of those targeted was 18 years and over. A non-probability but purposive sampling strategy was applied to make sure that all respondents were persons who had first hand experience in the design of the Apple products. There were 60 valid answers obtained. Adoption of online data collection provided ease to the participants to answer the questions that were given and also efficiency in data collection.
Data Analysis Techniques
The data were under analysed with the help of descriptive statistics (frequency and percentages) with the purpose to determine the patterns and trends in the perception of the customers. Data coding, analysis and visual presentation were done using Microsoft Excel, in charts and tables. The analysis was arranged in terms of primary analysis (separate survey questions) and secondary analysis (thematic and relational insights).
Key Research Findings
The results show that the design of products in Apple is usually viewed as practical and useful, yet not very innovative or emotionally involving. The main ones were aesthetic appeal and premium perception which were relatively neutral whereas usability was perceived as a default feature. The most significant design factors were shape, size and the quality of the material used. Design perception and innovation had an intermediary role between the perceived innovation and loyalty with incremental innovation preserving but not enhancing the loyalty. On the whole, the objective of the design was found to facilitate brand loyalty but could not standalone to encourage strong emotional attachment or purchase intention.
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APPLICATION FOR ETHICAL APPROVAL


	RESEARCH STUDENTS
This form is to be completed by the student within SIX months for full-time students and TWELVE months for part time students, after the commencement of the research degree or following progression to Part Two of your course. 

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

This document is also available in Welsh.


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


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




In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

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”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Eliza Mihaela Mateiciuc

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	ICL London


	4
	Campus:
	London


	5
	E-mail address:
	2228986@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	
07858462531

	
	For students:

	
	

	7
	Student Number:
	2228986

	8
	Programme of Study:
	BA (Hons) Leadership & Management at the Workplace

	9
	Director of Studies/Supervisor:
	Mohammad Rahman





SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	
	
	Date

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

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☐	02 November 2025



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

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

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

	7
	
	Employed
	YES
	☐
	NO
	☐

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

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




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

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




SECTION E: Details of Research Activity
	1
	Indicative title:
	 An investigation of customer perception of Apple’s product design and its impact on brand loyality 

	2
	Proposed start date:
	From 12 June 2025
	Proposed end date:
	19 December 2025

	
	Introduction to the Research (maximum 300 words per section)
Apple Inc. is recognised around the world for the introduction of the smartphone through Steve Jobs, but most of all for superior technology and performance, with a catchy design. Regarding the design choice, the company is cautious, with no major changes to every year release. Since its founding, the business has set itself apart not just with these useful products but also with an idea of the ideal look for your device:  “Design is not just what a product looks like and feels like it's how it works,”. This strategy has contributed to the development of a deep emotional bond between consumers and the Apple brand, solidifying design as a fundamental component of the business's identity and sustained prosperity.
However, in the intense smartphone industry of today, customer expectations about design are still changing. To maintain customer trust, technology companies must strike a balance between visual innovation, consistency, and usability. High-visibility design elements, including the iPhone's form factor, material selections, and rear camera positioning, are crucial in determining how customers feel and perceive the company. User pleasure, brand loyalty, and subsequent purchase decisions can all be impacted by even little adjustments (Bloch, 1995).
Learning how consumers view Apple's product design and how those impressions affect their emotional attachment, expectations, and brand loyalty is the business challenge at the centre of this study. In addition to influencing customers' initial interest in a product, visual design also affects how they assess originality, quality, and usefulness (Creusen and Schoormans, 2005). A design-led business like Apple runs the danger of losing its competitive edge if design choices are not in line with customer expectations.
This study will investigate how consumers see Apple's product design with an emphasis on utility, perceived innovation, and visual appeal. Users of Apple products will be surveyed to gather their opinions. The results will have useful ramifications for brand strategists and designers who want to know how design affects customer loyalty and satisfaction.

Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

The purpose of this study is to investigate how customers see the design of Apple goods, and to determine the connection between brand loyalty and product design. 
Today's business research requires an understanding of customer perception, especially when it comes to topics like brand creation and product planning.

(this box should expand as you type)

	4
	Research Question

How do usability and functionality affect consumer satisfaction with Apple product design ?
Do cumstomer view Apple’s current design choises as innovative or repetitive? 
What role does product design play in influencing customer  ?

(this box should expand as you type)

	5
	Aims of Research Activity


This investigation identifies the ways in which product design affects opinions about innovation, usability and quality.

(this box should expand as you type)

	6
	Objectives of Research Activity


To determine how customers perceive Apple goods' aesthetic attractiveness.

To ascertain whether the design tactics being used now satisfy changing customer demands.

To determine which particular design elements are most and least significant to customers
(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
This study uses a quantitative methodology to investigate how customers view Apple's product design. Investigating correlations between factors like aesthetic appeal, usefulness, and customer happiness is a good fit for quantitative approaches. Using standardised data collecting methods like questionnaires, this method enables researchers to assess trends, generalise findings, and make conclusions from large sample groups, as explained by Saunders, Lewis, and Thornhill (2019).
Methodology and Approach to Research
The study will utilise a deductive methodology, in which research questions and hypotheses are developed based on theory, and the results are utilised to test these hypotheses (Cooper and Schindler, 2014). For this kind of study, a survey approach is suitable as it gives access to a variety of customer viewpoints in a comparatively short amount of time (Adams et al., 2007). Because the questionnaire is organised, it can be standardised, which makes the data appropriate for statistical analysis.

Method of Data Collection
A self-completion online survey will be used to gather primary data. It will gauge user opinions of Apple's design in a number of areas, such as usability, perceived innovation, and aesthetic appeal. Likert scale ratings, multiple-choice questions, and one open-ended question for optional comments will all be included in the questions. This approach improves accessibility and response rates while being economical, scalable, and convenient for participants (Crowther and Lancaster, 2009).


Method of Sampling
Users of Apple products who are at least eighteen years old are included in the target demographic. Participants will be chosen using a non-probability, purposive selection approach according to their familiarity with Apple products. This guarantees that only pertinent users with firsthand design expertise are included, even if it could restrict generalisability (Saunders et al., 2019). In order to provide significant descriptive analysis, a minimum of fifty replies will be need.
Analysis of Data
Descriptive statistics, such as means and percentages, will be used to evaluate quantitative data in order to find trends in customer sentiment. Trends in design preferences, the perceived influence of design on purchasing decisions, and variations within demographic groups will be the main topics of the investigation.


Ethical Aspects
The goal of the study and each participant's rights—such as confidentiality, anonymity, and voluntary participation—will be explained to them. A clear consent statement will be included in the questionnaire, and no personal information will be gathered. Walliman (2004) asserts that ethical research practices, especially in studies involving consumer perception and feedback, must respect respondents' autonomy and dignity.


(this box should expand as you type)

	

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

	8
	
Southampton
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	
N/A

(this box should expand as you type)



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

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

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

	18
	A globally responsible Wales
	☐
	☒

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

	
	


(this box should expand as you type)



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

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

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

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

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

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

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

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

	15
	Working with live vertebrate animals?
	☐
	☒

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

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

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

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

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

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

	3
	Vulnerable adults?
	☐
	☒

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

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

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

	8
	People engaged in illegal activities?
	☐
	☒

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

	☐
	☐

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



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

	10
	How many participants are expected?

	

30-40 (Survey questionaire)
(this box should expand as you type)

	11
	Who will the participants be?

	
Apple customers

(this box should expand as you type)

	12
	How will you identify the participants?
	

Participants will be identified as current Apple product users through a short screening question at the start of the survey.
(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

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

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

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

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

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

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

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

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

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

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

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

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

	1
	Full risk assessment completed and appended? 
	Yes 
	☒

	
	
	No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
  Emotional discomfort if participants feel strongly about their experiences with Apple products.
  Time burden, as completing the survey may take a few minutes.
  Data privacy concerns, although no personal data will be collected.


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

Informed consent will be obtained before participation.

The survey will include a clear explanation of its purpose, voluntary nature, and the right to withdraw at any time.

No personal or sensitive information will be collected.

All responses will remain anonymous and confidential.

The survey will be designed to take only a few minutes to complete, reducing time burden.


(this box should expand as you type)

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

	
	

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

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
  Time pressure related to data collection and analysis deadlines.
 Emotional strain when managing participant feedback or unexpected responses.
Data management responsibilities, ensuring all information is stored and handled securely.



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

A clear timeline will be followed to avoid last-minute stress.

Emotional strain will be reduced by keeping questions neutral and focusing on general product feedback.

Data will be stored securely, following ethical guidelines, to prevent any breach of confidentiality.

Support will be sought from academic supervisors if unexpected issues arise.


(this box should expand as you type)

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

	
	Risk to the University:

 Reputational risk if ethical procedures are not followed.
Data handling concerns if participant confidentiality is breached.


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



(this box should expand as you type)

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

	
	Risk to the environment:

N/A

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

The research will strictly follow the university’s ethical guidelines and approval processes.

 All participant data will be handled in line with GDPR and confidentiality standards.
The study will maintain a professional and respectful tone throughout, avoiding sensitive or controversial topics.

Any issues or concerns will be reported to the academic supervisor promptly.



(this box should expand as you type)



	
	Disclosure and Barring Service

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

	NO

	N/A


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

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

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

	
	

An overview of the study's purpose

Guarantee of privacy and security of data

The researcher's contact information in case they have any queries

A note of appreciation for their involvement

Following the completion of the study, participants could also be provided with a summary of the results upon request.

(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.

	
	
The study's objective

What is involved in participation

The fact that participation is optional

The freedom to leave at any moment and without consequence

Details about secrecy and anonymity

The supervisor's and researcher's contact information

Participants will be asked to click a box after reading this to indicate that they have read it, understood it, and consent to participate willingly.


(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. 

	
	



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

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

	2
	
Since personal data is not used in this study, it is exempt from all GDPR requirements. Nonetheless, the study's design adheres to the principles of the DPA 2018 and GDPR, including participant rights, confidentiality, and data minimisation.


(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
	


(this box should expand as you type)



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

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

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☒
	☐

	8
	Home or other personal computers?
	☐
	☒

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

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

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

	
	

(this box should expand as you type)



	
	Data Protection

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

	13
	Electronic transfer of data in any form?
	☒
	☐

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

	15
	Sharing of data with other organisations?
	☐
	☒

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

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

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

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

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

	
	
This study conforms with the Data Protection Act of 2018 and the GDPR. No sensitive or private information will be gathered; just anonymous survey data will be.
Before participating, participants will provide their informed consent, and they are free to leave at any moment. The researcher alone will have safe access to the data, which will be erased a year after the experiment is finished. No information will be preserved or sent outside.


(this box should expand as you type)

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

	
	
The student researcher (for collecting, analysing, and reporting the data)
The academic supervisor (for monitoring and providing feedback)


(this box should expand as you type)

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

	
	The student researcher 
The academic supervisor


(this box should expand as you type)

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

	
	
The electronic survey data will be kept on a password-protected, secure device. Access will be restricted to the researcher alone.

Every response will be saved digitally and kept confidential. Since no sensitive or identifiable information is gathered, the data will be retained for a maximum of one year without being archived.


(this box should expand as you type)

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

	
	
No, the UWTSD Research Data Repository will not hold the data.

For the purposes of academic evaluation, this student research project solely uses anonymous survey results. Use of the repository is not required because no sensitive or personal information is gathered, and long-term archiving is not essential.


(this box should expand as you type)

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

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





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Eliza Mihaela Mateiciuc
	Date:
25/10/2025



For STUDENT Submissions:
	2
	Supervisor:
	Mohammad Rahman

	Date:27/10/25

	3
	Signature:
	Mohammad Rahman

	



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

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

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

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

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

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

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.
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Distribution of Q4. How satisfied are you with the usability and ease of use of Apple products?
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Distribution of Q8. How likely are you to continue purchasing Apple products in the future based on design alone?
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