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Introduction:
[bookmark: _Int_DTF14hz5][bookmark: _Int_GX140G4c]In contemporary marketing environments, consumers increasingly expect brands to demonstrate authenticity in their communications, values, and behaviour. Brand authenticity is often associated with transparency, honesty and consistency between a brand’s values and actions. Research suggests that authentic brands are perceived as more credible and trustworthy, which can positively influence consumer attitudes (Napoli et al., 2014). Comparably, consumers can be seen to create their own meaning of brand authenticity according to their own perception of genuineness and realness. Similarly, brand authenticity is closely linked to trust, as it helps build stronger consumer relationships and emotional connections. Businesses are increasingly expected to be authentic because, much like individuals on social media, it enhances their trustworthiness and relatability (Abratt et al., 2018). As a result, authenticity has become an important strategic consideration or organisations looking to build long-term consumer relationships. 
[bookmark: _Int_yMAQ8jfh]Generation Z, typically defined as individuals born between 1997 and 2012, are often characterised as digitally native, socially aware, and strongly influenced by brand values and ethical positioning (Francis & Hoefel, 2018). Unlike previous generations, these consumers are more likely to evaluate brands on social responsibility and alignment to their personal values. Consequently, organisations are increasing emphasis on authentic communication to engage the ‘Gen Z’ demographic. The reliance of peer- validation, influencer endorsements and brand responses are notably more rapid in trust-building across social platforms (Rao et al., 2025). The element of social media is important to consider in this research as it plays a key role in access to brands. 
[bookmark: _Int_dSlzW3MP]The aim of this research is to investigate the extent to which perceived brand authenticity influences purchase intention among Generation Z consumers. Specifically, the study seeks to explore how consumers understand authenticity and whether it affects their purchasing decisions. 
[bookmark: _Int_mBw7CuyY][bookmark: _Int_7sY8Zqh4]To address this aim, a mixed-method approach was used. Qualitative data, collected through three semi-structured interviews, explore the perceptions of brand authenticity in greater depth. Quantitative data, gathered through an online survey of 10 questions, highlights the patterns in attitude towards authenticity and purchase intention among Gen Z individuals. Together, these methods provide both exploratory insight and measurable data on the influence of brand authenticity on consumer behaviour. 



Part 1: Qualitative Research
1.1 Methodology 
[bookmark: _Int_BwtlYsM2]A qualitative research approach was adopted to measure the extent of which brand authenticity influences purchase intentions of Gen Z (18 - 25 year old) consumers. Semi-structured interviews were selected as the primary method, allowing for a consistent set of questions while also enabling the researcher to explore participant responses in greater depth. This approach enabled the researcher to capture detailed opinions, experiences and attitudes that may not be fully represented within quantitative methods. Three interviews of 15 minutes were conducted with the representation target group. The semi-structured format ensured key topics were consistently addressed as well as offering follow up questions to allow participants to discuss personal perspectives. This method was considered appropriate for exploring subjective interpretations of authenticity, as it supports rich data collection and allows for emerging themes to develop naturally. 


1.2 Data Collection
[bookmark: _Int_azFuc4yi]Data was collected through three semi-structured interviews with participants aged 18-25, ensuring alignment with the Gen Z target group. Participants remained anonymous to encourage honest and unbiased responses. Each interview lasted approximately 15 minutes and followed a pre-designed interview guide to maintain consistency, but allowing for probing questions where necessary. All interviews were recorded using Microsoft Teams within the university’s secure system to ensure data protection, confidentiality and compliance with ethical standards. Equally, all participants filled in an ethics form and understand the use of their data and the protection of their identities (see in appendix). The recordings were then transcribed for analysis. A thematic analysis approach was used to identify and interpret key themes and patterns. This involved grouping reoccurring ideas into broader themes, such as authenticity as a consideration, the impact of social media and trust as a method of connection to values. This process allowed for a structured yet flexible analysis of qualitative data, providing deeper insight into how brand authenticity is understood and valued by Gen Z consumers. 




1.3 Data Analysis 
Using the universities secure data system, three semi structured interviews were conducted and transcribed using Microsoft Teams. A thematic analysis was approach was applied to the data to identify recurring patterns and themes (Braun & Clarke, 2006) associated with perceived brand authenticity (see in appendix). 
[bookmark: _Int_FS5DJSCD][bookmark: _Int_y780IsCx]Several key themes emerged including the definition of brand authenticity being linked to honesty, transparency and trust. This aligns with existing conceptualisations of authenticity. Secondly, authenticity was largely identified as a secondary influence on purchase intention, with participants prioritising price and quality. Social media was also highlighted as both a facilitator and barrier to authenticity, with interviewees expressing skepticism towards overly promotional or influencer-driven content. Additionally, trust and customer experience were closely linked to perceptions of authenticity, particularly in post-purchase interactions. Finally, authenticity was found to be context-dependent, with greater importance placed on higher value or non-essential purchases, alongside themes of emotional connection and value alignment. 

1.4 Findings 
The findings indicate that brand authenticity has a moderate and context-dependent influence on the purchase intentions of Gen Z consumers, rather than the primary driver. Three dominant themes appeared: authenticity as a secondary decision factor, the role of social media, and the relationship between authenticity and trust/connection. 
Authenticity Consideration:
Authenticity was consistently positioned as a secondary consideration, with participants prioritising price and product quality in most purchasing decisions. While all participants recognised authenticity as desirable, only one participant identified it as a significant influence at the point of purchase. This was in context to higher value or long-term products. This suggests that authenticity alone is insufficient to drive purchase intention but can act as a differentiating factor, especially when other attributes are comparable. 
Impact of Social Media:
Social media was identified as a key space where authenticity is both constructed and challenged. Participants highlighted the importance of non-promotional content, transparency and genuine engagement, while expressing skepticism towards influencer marketing and overly curated advertising. This reflects a critical awareness among Gen Z consumers, who actively evaluate the credibility of online brand communication. 
Building Trust Using Shared Values and Emotional Connection:
Authenticity was strongly linked to trust, emotional connection, and shared values. Participants associated authentic brands with behaviours like, honesty, acting ethically and remaining responsive to consumers. This led to a greater loyalty and confidence in purchasing decisions. However, this influence was often more impactful in post-purchase communication or in building long-term relationships. Where authenticity is valued, its impact on purchase intention is supportive rather than decisive. 

1.5 Interpretation 
The findings partially support existing literature, suggesting that while brand authenticity is associated with trust, transparency and emotional connection (Napoli et al., 2014 & Abratt et al., 2018), its influence on Gen Z purchase intention is not always direct. Although participants recognised authenticity as important, it was often secondary to price and quality considerations. This indicates a gap between perceived importance and actual behaviour. This contrasts with assumptions that Gen Z are primarily value-driven (Francis & Hoefel, 2018), suggesting instead that authenticity strengthens trust and long-term relationship development compared to immediate purchases. Additionally, social media is deemed as important in perceived brand authenticity (Rao et al., 2025). This proved true within the findings as participants were able to discuss the use of social media for marketing in detail.









Part 2: Quantitative Research
2.1 Methodology 
[bookmark: _Int_TZXeAmLY][bookmark: _Int_YFbHTes4]The quantitative data for this study was collected using an online survey created through Microsoft Forms. A survey method was selected as it enables the efficient collection of standardised data from a larger sample, allowing for the identification of trends and patterns in consumer attitudes towards brand authenticity in the ‘Gen Z’ (18-25) target population. This sample was chosen for the study due to the high engagement with digital platforms and online presence among young people. A convenience sampling method was adopted, distributing the survey through accessible methods online channels. 
The use of Microsoft Forms enabled efficient data collection, organisation and data protection. Responses were exported anonymously into Microsoft Excel for analysis, generating graphs and visual representation of trends and enhancing the overall reliability and presentation of findings (see in appendix). 
2.2 Survey Design 
The survey was designed to measure the influence of brand authenticity on purchase intentions among individuals aged 18-25. It consisted of ten questions, utilising five different question styles (see in appendix). Likert scale questions were used to assess levels of agreement with statements to quantify attitudes. Multiple choice questions were included to capture clear consumer preferences and behaviours. Ranking questions were also used to identify the relative importance of brand authenticity compared to other factors in decision making. Additionally, simple yes and no questions were used to establish clear behavioural trends, while one short-answer question allowed for a brief qualitative elaboration. This mixed-question design ensured that data could be statistically analysed while still providing contextual understanding of consumer reasoning, improving the depth and validity of the findings. There were 35 responses to the survey. 
2.3 Data Analysis 
The sample consisted of 35 respondents: 23 being aged 18-20, 7 being aged 21-23 and 5 being aged 24-25. Analysis showed that 70-80% of respondents rated brand authenticity as important (rated 4 or 5) on the 5-point scale, indicating a high initial level of importance. 
[bookmark: _Int_nw4Jbv5T]In terms of purchasing behaviour, 24 respondents in total said they purchase from brands they follow on social media very often, often or sometimes. This compares to the 32% that selected rarely or never. Similarly, “Have you ever purchased from a brand because it felt authentic or relatable?” had 71% of responses being yes, 6% being no and 23% being not sure. Ranking analysis revealed that product quality and price were most frequently placed as the top 2 deciding factors, with brand authenticity consistently ranked in 3rd place (above social media presence and recommendations from friend/family). Participants were given a list of descriptions and asked to select out of the multiple-choice options which ones they thought best described authenticity (also an option available for ‘not sure’). 35% selected a brand that is transparent and honest, 27% selected a brand that shares real values and beliefs, 22% selected a brand that engages with its audience openly and 14% selected a brand that shows behind-the-scenes content (only 1% selected not sure). Likert-scale responses also showed strong agreement with statements related to trust, transparency, values, and relatability. 97.2% agreed or strongly agreed with the statement “I am more likely to purchase from brands that appear transparent and genuine.” Similarly, “I trust brands that communicate honestly with their audience.” and “Authentic brands feel more relatable to me.” were answered 100% with either agree or strongly agree. Whereas “I prefer brands that show their values on social media” only had 83% of respondents agree or strongly agree. The question discussing the likelihood to recommend an authentic brand to others had an average rating of 4.11 out of 5 (5 being highly likely). Open- ended responses were coded into key words including transparency, honesty, consistency, and customer service. The most repeated words included ‘honest’ and ‘values’ at 16%, and the words ‘consistency’, ‘relatable’, ‘reviews’, ‘transparent’ and ‘open’ all within 13% of respondent's answers. 

2.4 Results 
Importance of Brand Authenticity:
[bookmark: _Int_aTRTCddF]The majority of respondents rated brand authenticity as highly important, with most selecting 4 or 5 on a 5-point scale. This shows that authenticity influences purchasing decisions within the Gen Z age group. 
Purchasing Behaviour and Social Media:
Most participants reported that they had purchased from a brand they follow on social media, frequency dividing respondents into very often (14%), often (20%), sometimes (34%), rarely (29%) and never (3%). Similarly, the agreement on the statement “I prefer brands that show their values on social media”, 17.1% strongly agree, 65.7% agree and 17.1% disagree. This demonstrates the influence that social media has on brand perception overall. Strong values, relatability and honesty seem to be key components that Gen Z look for when mating purchasing decisions.
Trust and Transparency:
There was a strong level of agreement with the statements “I trust brands that communicate honestly with their audience” and “I am more likely to purchase from brands that appear genuine and transparent” with 100% of respondents agreeing or strongly agreeing. Similarly, the open-ended question suggests that to be authentic a brand must convey themselves as ‘honest’, 16%, ‘transparent’, 13%, and ‘open’, 13%. Transparency emerged as a key factor of importance to the Gen Z respondents, influencing both trust and purchase intention. 
Brand Values and Relatability:
[bookmark: _Int_kcHKXL5q][bookmark: _Int_cM9gG6an][bookmark: _Int_VPrVPrM8]Respondents showed clear preferences to brands that communicate their values and appear relatable. 100% of respondents agreed or strongly agreed that authentic brands feel more relatable and 71% of respondents confirmed they had purchased from a brand because it felt authentic and relatable. In addition to this, 27% of respondents said a brand that shares real values and beliefs are defined as authentic. This highlights the importance of shared values in shaping consumer perceptions. 
Factors Influencing Purchase Decisions:
[bookmark: _Int_8tssa4Xc]While product quality and price were ranked the most highly in factors of importance, brand authenticity consistency appeared within the top 3 most important. This illustrates that authenticity can be a deciding factor when choosing between two brands.
Word-of-Mouth and Recommendations:
[bookmark: _Int_bmEre2if][bookmark: _Int_BKwSRVz5]Participants overall indicated a high likelihood of recommending authentic brands to others. Also, answers from the open-ended question, suggests 13% of the respondents are looking at brand reviews before purchasing, while others are also looking at the relationship with customers (3%). This shows authenticity contributes to positive word-of-mouth behaviour, even in online form. 

2.5 Interpretation 
The findings suggest that brand authenticity has a significant but not dominant influence on Gen Z purchase intentions. While authenticity strongly contributors to trust, relatability and willingness to recommend, it is not typically the primary deciding factor. Instead, practical considerations such as product quality and price remain the most influential drivers of purchasing behaviour. Authenticity appears to function as a ‘trust enhancer’, increasing the lighthouse of purchase when other expectations are met. This indicates that for Gen Z consumers, authenticity is essential for building long-term relationships and brand loyalty, but it must be supported by tangible value and product performance to fully influence purchase decisions. 

Discussion: 
The findings from both quantitative and qualitative data demonstrate a consistent pattern, suggesting that brand authenticity has a meaningful but indirect influence on the purchase intentions of Gen Z consumers. Quantitative results indicated high levels of agreement that authenticity is important and linked to trust and relatability, with most respondents recognising its role in shaping brand perceptions. However, ranking-based responses showed that price and product quality were prioritised, reinforcing the idea that authenticity is not the primary driver of purchase behaviour. 
[bookmark: _Int_kFvLjFP2][bookmark: _Int_AFQ9wnJk]This is supported by the qualitative findings, where participants described authenticity as valuable in building trust, confidence, and loyalty, but not always decisive at the point of purchase. Both data sets highlight the importance of social media, with authenticity being shaped through transparency, engagement, and content credibility. 
[bookmark: _Int_m68W1ntD][bookmark: _Int_G7ISImW4]The research objectives were achieved by identifying how Gen Z consumers define authenticity (e.g., honesty, transparency, value alignment by) and evaluating its impact on purchasing decisions. The mixed-method approach provided depth in confirming that authenticity plays a supportive role to other factors rather than immediate purchase intention. 










Conclusion:
[bookmark: _Int_3Vzq5X8m]This study set out to examine the extent to which brand authenticity influences the purchase intentions of Gen Z consumers. Overall, the findings suggest that while authenticity is highly valued, its influence is indirect and context dependent. This is supported by both qualitative and quantitative data results. Although survey data indicates strong agreement with the importance of authenticity, both data sets illustrate price and product quality to be the primary drivers of purchase decisions. Authenticity instead plays a key role in building trust, emotional connection and long-term loyalty. 
[bookmark: _Int_sQO6ZH50]In comparison, the qualitative data provided deeper insight into how authenticity is interpreted and applied, particularly through social media and brand interactions. Based on these findings, it is recommended that brands focus on transparent communication, consistent values and genuine engagement to strengthen consumer relationships. 
[bookmark: _Int_QUl1OmO3][bookmark: _Int_9BjubmZv]Limitations to this research include the small sample size for both data sets, which may impact generalisability. Future research should expand the sample size and possibly explore how different demographics within Gen Z feel about authenticity to enhance validity. 
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Appendix:
Ethics Form:

APPLICATION FOR ETHICAL APPROVAL

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

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

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

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

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Alyssia Frampton

	2
	Student Number:
	2327857

	3
	Email address:
	2327857@student.uwtsd.ac.uk

	4
	Programme of Study:
	BMSP5007 Business Inquiry & Research

	5
	Supervisor:
	Helen Evans 



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific dodes 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 
	☒



SECTION C: Details of Research Activity
	1
	Indicative title:
	Business Inquiry and Research Module Assignment 1, 
part 1 qualitative research report
part 2 quantitative research report
[bookmark: _Int_6DYhxhGZ]“To what extent does perceived brand authenticity influence purchase intention among Gen Z consumers?”

	2
	Proposed start date:
	12-03-2026
	Proposed end date:
	01-05-2026

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
This research activity forms part of the Business Inquiry and Research module assessment. The purpose of the study is to explore how perceived brand authenticity influences purchasing behaviours among Generation Z consumers.
The research will consist of two parts. Part 1 will involve a small-scale qualitative study using semi-structured interviews with three participants to explore in depth how Gen Z consumers interpret brand authenticity and how it affects their perceptions of brands. Part 2 will involve a small-scale quantitative study using an online questionnaire to collect survey data from a wider sample of Gen Z consumers aged between 18 and 25.
The research aims to provide both qualitative insights and quantitative evidence about the role of authenticity in shaping consumer attitudes and purchase intentions. The findings will help develop a better understanding of how authenticity influences marketing effectiveness and consumer decision-making among younger consumers.

	4
	Research Question
Part 1 – Qualitative Research Question
How do Generation Z consumers perceive brand authenticity and how does it influence their purchasing decisions?
Part 2 – Quantitative Research Question
To what extent does perceived brand authenticity influence purchase intention among Generation Z consumers aged 18–25?

	5
	Aims of Research Activity
[bookmark: _Int_A0iEE6FE]Part 1
The aim of this research activity is to explore how Generation Z consumers interpret and evaluate brand authenticity and how these feelings influence their attitudes and purchasing behaviour.
Part 2
The aim of this research activity is to measure the relationship between perceived brand authenticity and purchase intention among Generation Z consumers through the collection of survey data.

	6
	Objectives of Research Activity
Part 1
· Conduct three semi-structured interviews with participants aged 18–25.
· Explore participants’ views on authenticity in branding.
· Identify key themes relating to trust, transparency, and authenticity.
· Analyse interview responses using thematic analysis.
Part 2
· Design and distribute an online survey with up to 10 questions.
· Collect responses from 20–40 participants aged 18–25.
· Analyse survey data using descriptive statistics in Excel or MS Forms.
· [bookmark: _Int_32yml7x2]Interpret the findings to identify patterns in attitudes toward brand authenticity.

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

	7
	Data will be collected using two primary research methods: semi-structured interviews and an online survey questionnaire.
For the qualitative component of the study, three semi-structured interviews will be conducted with participants aged between 18 and 25. These interviews will last approximately 20 minutes each and will explore participants’ views on brand authenticity, their perceptions of authentic brands, and how authenticity influences their purchasing decisions. The semi-structured format allows the researcher to ask predetermined questions while also allowing flexibility for participants to elaborate on their experiences and opinions. With participant consent, interviews may be audio recorded to ensure accurate transcription and analysis.
[bookmark: _Int_MSFWGTbi]For the quantitative component, an online survey questionnaire will be created using a digital platform such as Microsoft Forms. The survey will contain no more than ten questions and will focus on participants’ perceptions of brand authenticity and their likelihood of purchasing from brands they perceive as authentic. The survey will primarily use closed-ended questions, including Likert scale and multiple-choice questions, in order to generate quantitative data that can be analysed statistically.
Participants will be recruited through personal networks and social media platforms and will be invited to voluntarily participate in the study. All participants will be adults aged 18 or above and will provide informed consent before taking part in the research.



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

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

	2
	Use of interviews?
	☒
	☐

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☒
	☐

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

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

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

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

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

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

	15
	Working with live vertebrate animals?
	☐
	☒

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

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

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



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

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

SECTION E: Intended Participants
	
	Who are the intended participants: 
	
YES
	
NO

	1
	Students or staff at the University?
	☒
	☐

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

	3
	Vulnerable adults?
	☐
	☒

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

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

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

	8
	People engaged in illegal activities?
	☐
	☒

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

	☐
	☒

	
	Details of any other participant groups:

	
	



	
	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?

	Approximately 23–43 participants are expected to take part in the study.
· 3 participants will take part in qualitative interviews.
· 20–40 participants will complete the online survey questionnaire.
Participants will be recruited through the researcher’s personal network and social media platforms. Participation will be voluntary and participants will be required to confirm that they are aged between 18 and 25 before completing the survey.

	11
	Who will the participants be?

	Participants will consist of Generation Z consumers aged between 18 and 25.
This may include university students and young adults who regularly engage with brands and marketing through social media platforms.

	12
	How will you identify the participants?
	Participants will be identified through personal contacts, university networks and social media platforms such as Instagram, WhatsApp, or LinkedIn. The survey link will be shared online and individuals who meet the age criteria will be invited to participate voluntarily.




	
	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 

	
	



	
	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 

	
	




SECTION F: Anticipated Risks

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

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
Participants may experience minor discomfort when discussing their personal opinions about brands or purchasing behaviour. However, the topic is not considered sensitive.
	How you will mitigate the risk to participants:
Participants will be informed that they may skip any question they do not wish to answer and may withdraw from the study at any time without providing a reason.

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
The main risk to the investigator is the potential for misunderstandings during interviews or difficulties managing personal data.
	How you will mitigate the risk to the investigator:
All interviews will be conducted respectfully and professionally, and all collected data will be stored securely using password-protected systems.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There is a small risk of reputational damage if participants’ personal data were mishandled.
	How you will mitigate the risk to the University:
All data will be anonymised and handled in accordance with the UWTSD Research Ethics & Integrity Code of Practice and the Data Protection Act (2018).

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
The study will be conducted online or through virtual communication platforms and therefore environmental risks are minimal.
	How you will mitigate the risk to environment:
No materials or procedures will be used that could harm the environment.



SECTION G: Feedback, Consent and Confidentiality

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

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

	
	Participants will be informed that they can contact the researcher via email if they wish to receive a summary of the research findings after the study is completed.


	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.

	
	Participants will receive an information statement explaining the purpose of the study, what participation involves, and their right to withdraw at any time.
For interviews, participants will provide written or verbal consent before the interview begins.
For the survey, participants will be shown a consent statement at the beginning of the questionnaire explaining that by continuing they are providing informed consent.

	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. 

	
	All participant responses will remain anonymous. No names or identifying information will be included in the research report. Participants will instead be assigned a unique identifier (e.g., Participant 1, Participant 2). Data will only be used for the purposes of completing this academic assignment.



SECTION H: Data Protection and Storage

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

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

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

	2
	Audio recordings from interviews and survey responses may constitute personal data. However, no names or identifying details will be collected unless necessary for consent purposes.

	
	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
	



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

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

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

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

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☐

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

	
	All data will be stored in password-protected files on the University Office 365 system. Audio recordings will be transcribed and anonymised before analysis. Any files stored on portable devices will be encrypted. All data will be deleted once the research project and assessment have been completed.



	
	Data Protection 

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

	13
	Electronic transfer of data in any form?
	☐
	☒

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

	15
	Sharing of data with other organisations?
	☐
	☒

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

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

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

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	All data will be stored in password-protected files on the University Office 365 system. Audio recordings will be transcribed and anonymised before analysis. Any files stored on portable devices will be encrypted. All data will be deleted once the research project and assessment have been completed.

	20
	List all who will have access to the data generated by the research activity:

	
	Principal researcher (Alyssia Frampton)
Module supervisor (required for assessment purposes)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The principal researcher (Alyssia Frampton) will act as the data custodian.

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be stored securely in password-protected cloud storage on the University Office 365 system until the completion of the project, after which it will be deleted.

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: 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:
	Alyssia Frampton
	Date: 
12/03/2026


	2
	Director of Studies/Supervisor:
	
	Date: 

	3
	Signature:
	

	



FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
	




Interview Transcripts/ Thematic Analysis:
	Interviews:
	Thematic Analysis:

	Interview 1- 
What does the term authentic brand mean to you? A brand that's... A brand that's genuine and real. I suppose a brand that is genuine towards its customers. Okay. Can you think of an example of a brand that feels authentic to you?  Nike. Why Nike? 'Cause I like that they sponsor athletes and take their [the athletes] values in account and have to align with them. What characteristics specifically make a brand feel authentic? Honesty, transparency, and real in a way that shows they put customers and values first. Has your understanding of authenticity changed over time? Yeah. Why? Different things matter as you get older. Like what? Brands, money, quality, lifestyle. Okay. As you get older you are more aware of buying quality products that last, not just what the trending thing is to have. For me its more of a case of if it ain’t broke don’t fix it. How important is brand authenticity when you decide whether to buy from a brand? Not really important. No? Why? No because other things should be considered first. There’s no point in buying a random product because you’ve seen it advertised on Facebook. Like what if its its terrible or bad quality? Okay. Has authenticity ever influenced you to buy something? No. Why hasn’t it? It just hasn’t been a deciding factor from what I can remember. Okay. Would you still buy from a brand you liked if it didn't feel authentic? Yes, because I liked the brand or product I would already have some type of loyalty to them. Okay. Do you think authenticity matters more at the first point of purchase or over time? Probably first point of purchase. Why? Because that's what might draw you in in the first place if you’re looking for something new from a new place. Okay. How does social media platforms influence how authentic you think a brand is? Very. Why? Some of it's fake and its very easy to be fake online. Are there specific things that brands do online that makes them feel more genuine? Sponsors, charity work. Yeah. Anything else? Not using such obvious ads like on TikTok. Okay. Do influencers affect how authentic a brand seems? Yes. Why? A lot of them are fake reviews and they are very obvious. You can see people on TikTok saying they use a product all the time and its great but they film it in the original packaging and you know its just rubbish. They lead you on to make this product so cool and stuff, and it's not. Okay. How important is consistency across platforms in shaping authenticity? … what do you mean? Do you like brands that you see all the time, or do you like just every now and then? Every now and then. If I see something I like, I'll buy it. Okay. Do you think authenticity affects how much you trust a brand? Sometimes. Why? If it’s a brand I haven’t bought from before I’m more likely to look for signs that it’s  trustworthy and genuine. Can you think of a time when a brand lost your trust? I bought some sweets from TikTok shop from a big sweet business and they arrived 3 days late, gone off and damaged. So I won't buy from there again. Okay. Would it have been better if the brand had... contacted you about the delay or sent you a replacement? I don't know. I didn’t want another one. They already lost my trust but I suppose the contact or heads up would have been better. Okay. Um, do you think a brand can recover trust once it's been lost? Sometimes. It depends on the service after theres an issue. Okay. Do you feel more connected to brands that appear authentic? No. Why not? Because I'll buy from anywhere if I like it and the quality is good. Okay. Would you recommend authentic brands to others? No. But would you recommend a product or the quality of a product to a friend? No. Okay. Why? Cause people are different. If I like something, someone else might not like it. Okay. How does authenticity compare to other factors, like price or quality or trends, when deciding what to buy? Well, if it's a trend, it's normally more expensive. Okay. So do price and quality matter more to you than authenticity? Yes. Why? Because brands can say anything online and stuff its more the actions that go with buying from them. Okay. Um, would you pay more for a brand that you believe is authentic? No. Why would you not pay more? Because if you can buy a hoodie for a tenner, why would you pay sixty quid for a hoodie? If it’s the same product basically and quality then authenticity doesn’t really come into it. Okay. Final question. Do trends ever override your decision-making when purchasing? Not anymore. No? When you get older trends just get less important. Okay. Thank you for your time. 

	
· Defined as genuine, transparent. 
· Value alignment 
· Secondary purchasing factor (peripheral consideration)
· Skepticism towards social media in excessive or poorly executed digital promotion
· Authenticity is more important at first point of purchase, when evaluating unfamiliar brands. 
· Trust is strongly influenced by experience.
· Authenticity evolves through maturity and is suggested to be less influential when practical considerations become more important. 











	Interview 2-
What does the term authentic brand mean to you? Um, I think authentic brand means, um, a brand that is open and honest with its customers, um, a brand that is reliable, and relatable in a sense. Okay. Can you think of an example of a brand that feels authentic to you? Probably um, Gymshark is quite, is quite authentic because they post their consumer's content. They often, like, set trends and, and you feel a part of a community and because you know the videos and pictures they post they're from real people. Okay. What characteristics specifically make a brand feel authentic? I think a brand that is transparent, and genuine, um, but again, also relatable. Has your understanding of authenticity changed over time?I wouldn't say, like, the definition has changed over time, but maybe the importance has changed over time. Like when, you're younger, you don't really think about how relatable a brand is if you're not on social media or you're not seeing brands working with celebrities or sponsors. But as you get older and you can tell this feels a bit more fake, because you kind of understand the difference between real and fake. Okay. How important is brand authenticity when you decide whether to buy from a brand? Um, I wouldn't say it's something, like, that's really important, but I do always think in the back of my mind of, you know, the brands that I've seen on social media that I actually think, "Oh,  I really relate to them," or, "I really like their product and, and what their values are and things." I wouldn't say it's, like, really important in terms of, like, price and quality of, what you're actually buying, but I think it's really important for maybe your confidence in your decision or loyalty. Like, if maybe you're stuck between two brands and you think, "Well, actually, I feel confident in this decision because they care about their customers." Okay. Has authenticity ever influenced you to buy something? Um, yes, it has. I saw someone online give a real unsponsored review on a new skincare brand on YouTube and TikTok. So that’s something I bought recently because I trusted the person giving the review especially as it wasn’t paid. Okay. Would you still buy from a brand you liked if it didn't feel authentic? Um, I would, depending on what the product was and what the quality was. Like, if I was in desperate need of something, and I needed it the next day or whatever, then quite often I'll go to, like, Amazon, because of the convenience instead of the actual brand. Do you think authenticity matters more at the first point of purchase or purchase over time? I suppose to me, brand authenticity is more about loyalty. I think its different for everyone but for me, it would be more about if I've had really good treatment, really good customer service, maybe they've given me a personalised coupon to use after I've already bought something with them, then I'm more likely to stick with that brand and be loyal to them. Okay. How do social media platforms influence how authentic you think a brand is? Uh, I think with social media, everything can be faked, so you do take everything with a pinch of salt between what's real and what's not. Like, you see a lot of things that are AI. But overall I think social media, is a good way to connect with your customers. You can, reply to comments and questions instantly. Um, you can DM your customers about customer service, that sort of thing. You can do sort of trends that are going around that aren't promotional, and I think that helps them feel more authentic. Are there specific things brands do online that make them feel more genuine? Definitely, like, when their content isn't all centred around promotion. Like, you can have videos explaining the product, et cetera, how it's made, whatever, but I think just videos that are not even promoting the product at all, just promoting the people behind it maybe, um, make them feel more genuine. Okay. Do influencers affect how authentic a brand seems? I think yes. I think there's different types of influencers, and you kind of know which ones would be paid to say something and which ones wouldn't. I find quite often the most like trustworthy ones are either the more smaller local sort of influencers or the celebrity type influencers. Um, and it's generally like the people who are like the influencers sort of in the middle category that sort of lie and get paid to say like, "This brand is great," or get sponsored by a brand and that makes it seem inauthentic and just like their job almost. How important is consistency across platforms in shaping authenticity? Um, I think it's quite key. Like if you see a brand pop up on your feed sort of every day or every other day, that brand is always gonna be in your mind. Okay. So if you're thinking, "Oh, you know what? I really need a bracelet actually because mine's just broken. Oh, I've seen this brand on social media I'll look at their page,". Do you think authenticity affects how much you trust a brand? Yes, I do.I think especially if you buy from just a brand in general, um, if they're authentic or if they're not, it kind of gives you the, the confidence of, "Yeah, I'm happy with what I've bought. I'm happy with the product. I'm happy with the service. I'm happy with the values that the company have." And actually like, you know, they've delivered on what they've said they would've delivered on. Whereas if you don't trust a brand and they're not really authentic, then it, it does kind of show in, you know, how you receive a product based on delivery or quality or price, that sort of thing. Okay. What actions make a brand seem honest or transparent? I would definitely say like just owning mistakes. Um, it's very easy to be sort of caught out for something in this day and age if you, if you're trying to hide it. Um, so just being like open with your customers about, you know, something that went wrong or something, a product that failed sort of thing. Or maybe, there was a mistake in manufacturing or whatever like that. If you're honest about that before anybody catches you out, then it's less of a, a big deal I suppose. Can you think of a time when a brand lost your trust? Um, not off the top of my head. Um, I suppose... Oh, I'm trying to think. It’s okay. Um, I bought, when I bought Adidas trainers, they were really bad quality. And because they are  quite expensive, you expect the quality to be the same as ones that I've bought in the past, but actually the seams and the stitching, they weren't quite right. They have a returns policy, I did return them but there wasn’t really any like follow-up customer service or, anything to make you feel like valued as a customer after that. Okay. Do you think a brand can recover trust once it's been lost? Um, I do think it's possible, yeah. I think you just have to own, own your mistakes, don't you? Like, um, say with those Adidas trainers, if I'd returned them and customer service actually cared, they might said, "You know what? We'll look into the manufacturing, and we'll let you know”. Or they could of helped me find other sort of similar adidas trainers that will be the best quality. Yeah. Do you feel more connected to brands that appear authentic? Um, I suppose you do in a way, don't you? Like some, some brands you really enjoy seeing like posts on social media, or you really enjoy their ad campaigns. Um, so I think it depends on what your conversation is like with your customers. Does this connection make you more likely to buy from them? It honestly depends on the, on the price of the product and the quality for me. Like I follow a lot of like beauty brands, um, on social media, but I wouldn't actually purchase from them because of the price, but I do enjoy seeing like their promotion and, and things like that. Would you recommend authentic brands to others? I would actually, especially if I know that they would be getting the same sort of service or reliability. Okay. How does authenticity compare to other factors like price, quality, or trends when deciding what to buy? Uh, I think price and quality will always be the top, and I do sort of follow some kind of trends, um, particularly like in clothing or, uh, or makeup, that sort of thing. Um, but I wouldn't let the trend be my final decider on what to buy. I'd probably let authenticity be the decider then. What factors matter most to you? Definitely quality. Like, if I am gonna buy something, I want it to, to last or be a reflection of the price. Um, so definitely quality and price are the most important to me. Would you pay more for a brand you believe is authentic? It depends what it is. Say like I wouldn't just go buy a, a lip balm for fifty pounds just because I like the brand. That’s just not practical. But if it, if it was something like trainers or something long-lasting, then I probably would pay for... pay a little bit more. Not much more, but a little bit more for, for the extra sort of loyalty and, confidence. Are there situations where authenticity becomes less important? Yes. I would say that authenticity becomes less important where there's necessity. Um, for like when I buy things that I need for the next day on Amazon, I'm not really thinking about where the products have come from, et cetera. Um, whereas if it's a product I think is just nice and not a necessity then authenticity becomes more important to me. Okay. Do trends ever override authenticity in decision-making? Um, sometimes, but then I think the most authentic brands are the ones that do follow and set the trends.I suppose like an example would be SHEIN, um, they have clothes and things that are based on trends however I wouldn’t call them an authentic brand so. The fact they do well as a company, um, probably says that for some people, like, trends do override authenticity. For me though, authenticity is more important. Okay. How do you balance values with practical considerations, like cost? Um, I would say if it's a necessity, then I'm not really focused on which brand is authentic or where I'm buying it from, as long as I get the product when I need it, um, for the right price and quality, et cetera. Um, but if it's something that's like a luxury good in a way, I would prefer, um, that they were authentic or like a more genuine brand. Okay. Thank you. Thank you for your time today.
	
· Defined as an open and honest brand. Emphasis on reliability and relatability. Consumer inclusion and emotional connection are recognised as important. 
· Described as an important factor, but no the most important. Secondary factor (indirect influence) that increases with loyalty and confidence.
· Social media can be both a risk and opportunity. Recognised value in communication, engagement and trend participation. Authenticity enhanced with non-promotional online content. 
· People over product. 
· Trust is closely linked. With customer service and post-purchase experience deemed valuable in expereinces authenticity. 
· Open communication with mistakes and issues. 
· Authenticity is situationally dependent and more of an important consideration in non-essential/luxury goods. 
· Understanding of ‘mid tier’ influencers to be more untrustworthy due to paid endorsements. 

	What does the term authentic brand mean to you? Uh, to me it means a brand that is trustworthy and honest with its customers. If they have good customer services, good reviews, um, and they listen to customer feedback. A brand that is authentic will make you feel like your listen to and comforted in a way, I suppose. Can you give an example of a brand that feels authentic to you? Um, probably Poppi. It's a drink brand. I’ve recently looked on their socials and stuff and they're always talking to customers, like asking for new, uh, flavours of drinks to bring out, um, acknowledging reviews and things like that. Okay. What characteristics specifically make a brand feel authentic? …T o me it's a brand that you can trust. Maybe they've got, like, good ethics and they really care about their impact on people and the environment. Has your understanding of authenticity changed over time? I wouldn't s-  I'd say no, it hasn't changed. Um, maybe the things that are important to me are different, but I wouldn't say that a brand that sort of hides what they're doing, or ignores mistakes was less damaging than what it is now. Okay. How important is brand authenticity when you decide whether to buy from a brand? I'd say it's quite important to me actually.I like a brand that has good values and good ethics. And that they can prove that what they're doing is truthful. I also think that it’s easy to tell when a brand is being honest and when they're not. So has authenticity ever influenced you to buy something? Yes, definitely, particularly on, like, Instagram. If I'm sort of just scrolling on there and adverts and things come up, if they look like a good product and good quality, I'll look on their page, and I'll look for their values and how they treat their customers, if they reply to customers, if there's, like, any problems that they'd fix with the customers, things like that. Do a brand's values affect how authentic it feels to you? Oh, one hundred percent. I really appreciate brands that show their values and show what's important to them. Like, maybe they're giving to charity, and charity is important to them. I th- I think, like, showing values that way is, is really good. Would you still buy from a brand you liked if it didn't feel authentic? Um, I suppose I would, if I had to. But I'd always consider authenticity if I'm buying something that's expensive and maybe made to last. A handbag for example. If I want to spend so much money on an expensive handbag, I'd want it to be from a brand that's authentic and treats their customers well. I wouldn't want to buy a bag from a brand that wouldn't have good customer service. Do you think authenticity matters more at the first point of purchase or over time? Uh, I think it matters in both, to be honest. I don't think I could choose… I think at the first point of purchase, obviously you need to be showing people, what you stand for and how credible you are. But then again, some people build trust over time. So, like a loyal customer, for example, might, might find that they're more authentic because they get, um, like, personalized emails or early access, like, benefits. How do social media platforms influence how authentic you think a brand is? I think social media is a massive influence. I probably use it more than I use Google, to search things on TikTok and Instagram. Brand pages are really important because you can gather quite a lot. Not every brand is on social media, but I think all the ones that are authentic or are trying to be, are trying to connect with people on social media and I think it does influence how authentic they are. And I think it's quite easy to tell nowadays what, um, what is fake and what is real on social media. Are there specific things brands do online that make them feel more genuine? … I personally like when you know the people behind the brand. Like say there's a small, there's a small business. When you see videos or posts of the team, like appreciation posts. Because a brand is just a brand, but it's the people that run the brand that have the values and are authentic. Okay. Do influencers affect how authentic a brand seems? Yes. You obviously-- you always get the influencers that are purely just promoting a product. But I think it's more genuine when influencers receive PR and they jointly just review it. It definitely feels more trustworthy. So what specifically would you say makes an influencer seem trustworthy? … I would say an influencer that has a, a history of reviewing and recommending good products. Like, people have bought them and have tried them, especially because they have no kind of, commitment to the brand. Okay. How important is consistency across platforms in shaping authenticity? Uh, consistency is important because it's about...how often you're discussing your values and your ethics and not chopping and changing your mind. So yeah, I do think its important. Do you think authenticity affects how much you trust a brand? Yes, a hundred percent I do. Uh, when you... You can trust a brand that's not authentic, but you won't ever feel that confidence or sense of loyalty that you might do in an authentic one. When a company is authentic, they, they're a lot more open about their mistakes, about their values, and about their ethics. Yeah. I do think, au- to me, authenticity does mean that I trust a brand. Okay. What actions make a brand seem honest or transparent? Um, I think connecting with … people definitely on social media. Creating like a conversation almost. I do think that's really important, and I think it does show that they are-- like a brand is listening to what customers want. Also when you know the people behind the brand as well, it is really important. Can you think of a time when a brand lost your trust? Uh,  I can't think of one from the-- off the top of my head. But I know that, uh, I definitely don’t trust businesses who treat their employees unfairly and I probably wouldn’t ever buy from that brand again. So does that mean you don’t think a brand can recover trust once it's been lost? Hm, yeah, I do. How? I think it takes a bit of time, but I think being just open and honest, um, about sort of the misalignment, is important. I think it depends what it was, obviously, but I think you...can recover from it eventually. Do you feel more connected to brands that appear authentic? Why or why not? I do, I do feel more connected to brands that appear authentic because I feel like they're more relatable if they connect with my own values. It makes you feel that they aren’t just after your money but that they actually want to build a supportive community almost. Would you say this connection makes you more likely to buy from them? Yes. If I feel like I'm in a good community and I have a good almost like relationship with the brand, then I'm going to be a loyal customer. And I'm gonna support, support their business. Do you feel like certain brands reflect your personality or values? Yeah, a hundred percent I do. I love businesses that give back to charity, that talk about sustainability. Uh, I personally think that businesses should supporting fair treatment of employees and things like that… And they can prove that they support that as well, not just say it. Would you recommend authentic brands to others? Yeah, I would. Definitely, if I've had like a really good experience, then yeah. But then I might also recommend things that weren't based on authenticity as well, depending on what that was like. But overall, yes, I would. How does authenticity compare to other factors like price, quality, or trends when deciding what to buy? Honestly… I think, I think authenticity is, is, is up there. I do-- Price and quality are, are also so important as well because you don't want to buy something that's cheap but costs a lot essentially. You want to be able to get your money's worth. But I think that authentic brands wouldn't, wouldn't be giving out poor quality products. So I think to me, that sort of comes into the factor, like the quality of customer service as well. Um, so I do think price and quality and authenticity, where quality is the same as authenticity or is part of the quality. Which factor matters most to you? Probably quality. I, I don't mind spending a little bit more for something that, for that, something that is good quality and has good customer service. And if I am already loyal to the brand, then to me it doesn't feel like an extra sort of price. So you would pay more for a brand that you believe is authentic? Yeah. Yeah, I would. Okay. Are there situations where authenticity becomes less important? I suppose when, when you do really need something by a deadline. Like, if you're dying for some water, then you're gonna buy the water wherever you are, aren't you? It doesn't really matter where it's come from. Um, but I do try to value authenticity as the best that I can. Do trends ever override authenticity in your decision-making? Most of the time, I think they, they almost go hand in hand. I feel like the most authentic brands are sort of keeping up with the trends. Maybe that’s just for my demographic and what I'm interested in. Um, but no, I'd, I'd say that I still believe that authenticity is, uh, is one of my main factors that I look for. Okay. Final question: How do you personally balance values with p- uh, practical considerations like cost? Cost is always going to be important but, I would... I don't mind paying a little bit more for, for something to be authentic and for a brand to be authentic because essentially you would be getting what you pay for. I wouldn't go crazy with it. Obviously like if I have a limited budget, I'm gonna stick to the budget. But I do like to support authentic brands where I can. Great. That's all. Thank you for your time.

	
· Defined with trust, honesty, and strong customer relationships. Also linked to alignment of values such as ethical, sustainable, and corporate responsibility. 
· Significant influence on purchasing decisions as a pre-purchase evaluation tool. 
· Social media has a huge impact on communication, transparency and engagement. 
· Strong emotional connection when describing relatability and value alignment. Brands can be a reflection of personal identity. 
· Willingness to pay more for authentic brands for higher-end or long-lasting goods. 
· Authenticity is a contributing factor to purchase decisions (alongside price and quality). 
· Some practical considerations were discussed. 
· Authenticity is highly values, not absolute due to context-dependent purchase intentions (convenience and necessity). 






Survey:
Brand Authenticity & Purchase Intention (Gen Z) Survey
This is a survey linked to the research question: “To what extent does brand authenticity influence purchase intention among Gen Z consumers?”. 

By completing this survey, you agree to take part in a small-scale business research project carried out by a Level 5 student at the University of Wales Trinity Saint David (UWTSD). Your answers will be anonymous, and you will not be asked for your name, contact details, or any sensitive information. Your responses will be used only for this assignment, kept securely, and deleted once this work is marked. If you do not wish to participate, please close the form now. 

1.What is your age? Required to answer. Single choice. 
18-20
21-23
24-25
26 or above

2.How often do you purchase products from brands you follow on social media? Single choice. 
Very often
Often
Sometimes
Rarely 
Never

3.How important is brand authenticity when deciding whether to purchase from a brand?
1- Not important 
5- Extremely important Rating. 
1
2
3
4
5

4.To what extent do you agree with the following statement: Likert. 
“I am more likely to purchase from brands that appear genuine and transparent.”
Strongly Agree
Agree
Disagree
Strongly Disagree

5.Which of the following factors most influence your decision to purchase from a brand? Rank the following from most important to least important: Ranking. 
Price 
Brand authenticity
Social media presence 
Product quality 
Recommendations from friends/influencers 

6.Which of the following best describes an authentic brand to you? (Choose all that apply) Multiple choice. 
A brand that is transparent and honest 
A brand that shares real values and beliefs 
A brand that engages with its audience openly 
A brand that shows behind-the-scenes content
I’m not sure

7.Please indicate your agreement with the following statements: Likert. 
I trust brands that communicate honestly with their audience. 
Strongly Agree
Agree
Disagree
Strongly Disagree
I prefer brands that show their values on social media. 
Strongly Agree
Agree
Disagree
Strongly Disagree
Authentic brands feel more relatable to me. 
Strongly Agree
Agree
Disagree
Strongly Disagree

8.Have you ever purchased from a brand because it felt authentic or relatable? Single choice. 
Yes 
No 
Not sure

9.How likely are you to recommend an authentic brand to others? 
1 - Very unlikely
5 - Very likely Rating. 

10.In your opinion, what makes a brand feel authentic? Single line text. 
Enter your answer
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