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[bookmark: _Toc241205690]Abstract
This dissertation evaluates the effectiveness of Nike's social media marketing strategy and its direct and indirect links with customer engagement, purchase behavior and brand loyalty as perceived by its customers. The study is positivist, deductive and quantitative, with an explanatory-correlational study design, guided by the models of Customer Engagement Theory, Relationship Marketing Theory, the Technology Acceptance Model and the AIDA heuristic. The data were obtained through an online questionnaire from 154 valid respondents and analysed with reliability analysis, descriptive statistics, Pearson correlations, multiple regression, and bootstrapped mediation analysis. The internal consistency of all the measures was satisfactory to good, with Cronbach's alpha values ranging from 0.716 to 0.873. Multiple regression analysis revealed that perceived Social Media Marketing Effectiveness was a significant predictor of Customer Engagement (β=.230, p=.004) and Brand Loyalty (β=.244, p=.002). Customer Engagement did not significantly predict Purchase Behaviour (β=.121, p=.135) or Brand Loyalty (β=.094, p=.227), while Technology Acceptance did not significantly predict Customer Engagement (β=.106, p=.183). The PROCESS Model 4 with 5,000 bootstrap samples did not find significant indirect results between Social Media Marketing Effectiveness and Purchase Behaviour via Customer Engagement (effect=.0367, 95% CI [-.0030, .0941]) or between Social Media Marketing Effectiveness and Brand Loyalty via Customer Engagement (effect=.0358, 95% CI [-.0075, .0873]). Based on the results, it can therefore be concluded that there is a positive relationship between Nike's social media marketing and customer engagement and loyalty, while customer engagement does not function as the proposed mediator between the perception of social media marketing and the results of customer outcomes. The study found that, in terms of social-media effectiveness, the direct, indirect and broader customer influences must be measured, not just engagement metrics.
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[bookmark: _Toc238525149][bookmark: _Toc241205693]1.1 Background of the Study
Digital technologies have transformed consumers' way of searching for information, communicating with brands and making purchase decisions (Kutnjak, Gregurec and Lucija Tomašek, 2022). Social media has become very significant due to its ability to integrate communication, entertainment, product discovery and customer interaction in one digital platform. This is a very mature environment in the United Kingdom. Ofcom (2025) found that UK adults spend an average of four and a half hours online a day in 2025, which is approximately 10 minutes more than in 2024. With so much activity taking place online, there is significant potential for retailers to engage with their audience multiple times via social media, digital advertising, branded content and interactive communication.
Digital channels are also growing in significance in the UK retail market. The percentage of electronic sales (internet sales) of total retail sales in Great Britain has increased from 19.2% in 2019 to 27.4% in 2025, according to the data from the Office for National Statistics (ONS) (2026). This shift means that online has moved beyond its role as a pandemic time filler and is now a permanent way of getting products into consumers' hands. Social media is no longer just a marketing vehicle for retailers; it's a part of the customer journey as well, and customers might find a product, learn about the options, engage in social interaction with a brand, and be pushed towards buying a product (Siregar et al., 2023).
Customer engagement is a key part of this digital world. According to Lim and Rasul (2022), Social media has further heightened the need for customer engagement as customers can interact with brands at any time and with other customers. Engagement can consist of cognitive attention, emotional resonance and active behaviours, including commenting, sharing, recommending or participating in branded activity. In addition, Kulikovskaja et al. (2023) illustrate that the type of social media content can elicit distinct engagement, and that engagement can impact broader marketing results, such as customer loyalty and word-of-mouth. Thus, the efficacy of social media marketing should not only be measured by the amount of content shared or followers gained but also by the quality of customer interaction and outcomes in terms of behaviour (Shahid, 2019).
The retail environment demonstrates that these are not guaranteed. Dolega, Rowe and Branagan (2021) determined that there is a positive correlation between social media activity and traffic to retail websites, but the correlation between traffic and orders or sales is not necessarily linear. Likewise, a study by Gutierrez et al. (2023) on 541 respondents in the United Kingdom revealed that positive consumer-brand interactions on social media boost purchase intention and that privacy concerns can reduce the impact of positive interactions. This indicates that retailers should consider the social media practices they could implement that stimulate meaningful engagement, and how engagement relates to purchase behaviour and long-term loyalty.
The Nike brand offers a timely organisation to examine these questions as the company has developed an integrated approach of retail, eCommerce, mobile apps, social media messaging, athlete partnerships and brand communities. NIKE, Inc. (2026) achieved full-year revenue of US$46.4 billion for the financial year ended 31 May 2026 at the global level. NIKE Direct reported US$17.7 billion, a 12% drop in NIKE Brand Digital revenue for the year. While not UK-specific, these are indicative of the strategic significance of Nike's direct and digital performance and how it's evolving. The relevance of Nike's social media marketing strategies and tactics in a competitive UK sportswear market is therefore applicable in the aspects of content, personalisation, influencer activity, customer interaction and digital engagement.
Based on this backdrop, the current study emphasises social media marketing and customer engagement with regard to Nike UK. It identifies the factors that may affect engagement, assesses customers' perceptions of Nike's social media marketing strategies, and explores the relationship between engagement and buying behaviour/brand loyalty. The study also takes into account the use of digital marketing that can be able to assist the company Nike in improving the interaction of its customers in the UK retail sector.
[bookmark: _Toc238525150][bookmark: _Toc241205694]1.2 Problem Statement
While social media provides retailers with a direct way to reach large numbers of online consumers, a central managerial and academic challenge is that there is no direct link between visible engagement and the commercial and/or relationship outcomes (Wang, 2023). Likes, comments, shares, and site visits are just a handful of metrics that indicate that customers have seen or interacted with content, but don't necessarily indicate purchase intent, repeat purchase or brand loyalty. For instance, Dolega, Rowe and Branagan (2021) determined that social media presence boosted the number of visitors to retail websites, but did not always correspond to higher order rates or sales. As a result, retailers must have proof that there is some type of social media activity that helps to build and drive engagement, and not just a quick head pay.
Consumers are highly engaged online, and online retail makes up a considerable proportion of retail sales; this is a significant issue in the UK market. Meanwhile, engagement isn't just about the promotion. Gutierrez et al. (2023) demonstrate that consumer-brand interaction can enhance purchase intention, whereas privacy concerns have the potential to disrupt this relationship. Despite a promising online presence, these factors can all diminish the impact of social media marketing.
The existing literature provides a general connection between social media marketing, engagement, and consumers' behaviour. However, three questions have not been addressed in this context. First, studies often examine engagement as an outcome, but not as a mediator between marketing perceptions and purchase behaviour and loyalty. Second, although traffic and engagement might not lead to sales, it is assumed to be a sign of commercial effectiveness (Dolega, Rowe and Branagan, 2021). Thirdly, there is a lack of evidence specific to the Nike customer base in the UK. The presented study therefore explores direct as well as indirect links between perceived social media marketing effectiveness, customer engagement, purchase behaviour and brand loyalty, keeping in mind that the design of the study is cross-sectional and thus cannot claim causality.
[bookmark: _Toc238525151][bookmark: _Toc241205695]1.3 Research Aim and Objectives
[bookmark: _Toc238525152][bookmark: _Toc241205696]1.3.1 Research Aim
The aim of this research is to evaluate customers' perceptions of Nike UK's social media marketing effectiveness and to examine the direct and indirect associations between social media marketing, customer engagement, purchasing behaviour and brand loyalty among the surveyed UK customers.
[bookmark: _Toc238525153][bookmark: _Toc241205697]1.3.2 Research Objectives
The research objectives are:
1. To determine how social media marketing can be used to improve customer engagement in the UK retail industry.
2. To assess customers' perceptions of the social media marketing tactics used by Nike UK across Instagram, TikTok, Facebook and X.
3. To analyse the direct relationships among Nike UK's perceived social media marketing effectiveness, customer engagement, purchasing behaviour and brand loyalty, and to test whether customer engagement mediates the relationship between social media marketing effectiveness and customer outcomes.
4. To examine whether technology acceptance provides additional explanatory value for customer engagement and customer outcomes beyond perceived social media marketing effectiveness.
5. To provide recommendations for enhancing social media marketing techniques at Nike UK and, where relevant, within the wider UK retail sector.
[bookmark: _Toc238525154][bookmark: _Toc241205698]1.4 Research Questions
[bookmark: _Toc238525155][bookmark: _Toc241205699]1.4.1 Primary Research Question
How effective is Nike UK's social media marketing as perceived by the surveyed customers, and to what extent are its associations with purchase behaviour and brand loyalty direct or statistically mediated through customer engagement?
[bookmark: _Toc238525156][bookmark: _Toc241205700]1.4.2 Sub-Questions
The study addresses the following sub-questions:
1. How can social media marketing be used to improve customer engagement in the UK retail industry?
2. How do customers perceive the effectiveness of Nike UK's social media marketing tactics across Instagram, TikTok, Facebook and X?
3. What direct and indirect relationships exist between perceived Nike social media marketing effectiveness, customer engagement, purchasing behaviour and brand loyalty?
4. Does technology acceptance of Nike's digital platforms explain additional variation in customer engagement or customer outcomes?
5. What recommendations could enhance social media marketing techniques at Nike UK and support customer engagement in the wider UK retail sector?
[bookmark: _Toc238525157][bookmark: _Toc241205701]1.5 Structure of the Dissertation
The dissertation has six chapters. Chapter 1 gives an overview of the study, including the background, problem statement, research aim and objectives, research questions and structure of the dissertation.
The literature review in Chapter 2 critically examines the research on social media marketing, customer engagement, purchasing behaviour and brand loyalty. It discusses alternative explanations, specifies the extent of measurement and causal constraints in previous research, analyses the context of Nike UK and constructs a theoretical, conceptual and hypothesis framework. Chapter 3 details and justifies the methodology, including positivist philosophy, deductive approach, cross-sectional explanatory correlational design, quantitative survey, sampling, measurement, multiple regression, mediation analysis and diagnostic requirements. The empirical results of the 154 valid questionnaires are presented in Chapter 4. It presents information on data preparation, demographics, reliability, descriptive statistics, correlations, multiple regression models, and archived SPSS output, diagnostics, mediation tests and hypothesis decisions. In Chapter 5, the results of the study are discussed critically in relation to the research questions, theoretical framework and previous literature. The dissertation ends with Chapter 6, which offers recommendations based on evidence, the main restrictions and future research priorities.
[bookmark: _Toc238525158][bookmark: _Toc241205702]1.6 Chapter Summary
This chapter has laid the groundwork and direction for the research. However, the value of digital channels is clear in the UK with the increase in daily online activity and online retailing, and previous research has identified that social media engagement does not necessarily result in purchase or loyalty results. The relevance of Nike is the fact that it has a strong digital footprint and its direct and digital channels are strategically relevant. In this regard, the chapter has clarified the research problem, aim, objectives and questions under which the research is conducted. The literature review in the next chapter critically investigates the literature regarding social media marketing, customers' engagement, purchasing behaviour and brand loyalty, after which the theoretical and conceptual background for the research is built.
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The potential benefits of social media marketing are often touted as a path to customer engagement, purchase behaviour and brand loyalty (Pathak, 2025). This relationship, however, is not automatic and is not the same for all customers, platforms and outcomes. A critical review needs, therefore, to be able to separate out what is communicated in the name of the brand, what is visible on the platforms, what generates psychological engagement, and what is commercial downstream. Likes, views, or website visits can mean attention, but it doesn't mean that they are the same as relational commitment, repeat purchase or loyalty. For instance, Dolega, Rowe and Branagan (2021) discovered that social-media activity can drive up retail web traffic while driving down the order or sales figures. This is crucial to the present study as it eliminates any potential inferences of the effectiveness of Nike UK's social media marketing strategy based on visibility alone.
There are alternative explanations in the literature. From this point of view, the relevant content, interaction and personalisation are considered as the factors that bring about engagement, as it makes communication more useful and socially meaningful (Oualid, Selma and Soufyane, 2024). Another interpretation focuses on current brand attitudes: If customers like a brand, they are more likely to follow it, interact with it and report loyalty towards it. A cross-sectional study cannot prove that these constructs are associated with each other, but it can estimate such associations (Elwahab et al., 2025). A third view is on platform and privacy conditions. What some customers may find to be relevant is the same personalised communication that could be experienced as intrusive by others, particularly if data practices are unclear. The review thus assesses the proposed relationships and clarifies their boundaries and the circumstances in which they can change.
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Customer engagement is a multi-faceted phenomenon comprising customers' cognitive attention, emotional involvement and behavioural involvement in brand interactions (Brodie et al., 2011). This is a more comprehensive definition than typical social media metrics, including likes, views, numbers of followers or shares. For instance, a customer may “like” a Nike post within seconds and without much thought, while a customer who posts user-generated content, joins a fit challenge, comments on a product issue, or asks a question of the brand may show “more substantive behavioural engagement” (Neupane, 2022). So don't assume that any platform activity is a sign of great customer–brand relationships.
In social media environments, B Mohamed, B Jamil and Mohamed (2025) list some of the possible factors affecting engagement. Well-written, entertaining, informative, and visually appealing content that is relevant to the interests of the customer can capture attention and interaction. Two-way communication could also be beneficial for engagement as it enables customers to ask questions, communicate opinions and receive answers from the brand (Etuk, 2018). In addition, when recommendations, advertising, or content are based upon a customer's interests and interactions, personalisation can also enhance perceived relevance (Zhu and Chang, 2016). Furthermore, user-generated content and influencer partnerships can help build the credibility of brand messaging, as consumers can see what happens to athletes, creators and other consumers and hear their thoughts rather than just the brand's own messaging.
But what is found in the literature doesn't necessarily mean that all engagement activities are equally effective. The success of engagement efforts might depend on the platform, kind of engagement, the consumer's prior experience with the brand, and the kind of engagement. Meta-analytic data provided by Blut et al. (2023) reveal that engagement programs are not equally effective on all engagement platforms, nor with all types of initiatives. This implies that social-media marketing should not be considered as a single entity. Each of the above examples may encourage engagement of varying kinds and intensities (Rahman, 2024).
The content, athlete alliance, brand story, community engagement, product promotion, and the integration of digital platforms in Nike UK's social media marketing campaign are crucial aspects of this issue (Li and Chen, 2023). Inspirational athlete content can resonate with the same person who otherwise doesn't like to see product promotions, and product-information content can be of interest mainly to another person who is more focused on practical fitness. Therefore, a composite index of perceived effectiveness of social media marketing can serve as a meaningful summarisation of customer perceptions, but it may mask differences in value of the content, credibility of the influencers, and engagement with the community and social media platforms, as well as responsiveness of social media platforms (Gayathri and Anwar, 2024). The study's social-media metric is thus defined as a perception of marketing effectiveness, and not as direct evidence of the impact of any specific Nike campaign on engagement.
Moreover, there can be factors in engagement besides social-media marketing. Those who already have positive attitudes towards Nike could be more inclined to follow Nike accounts, engage with the content, and report high levels of loyalty (Rabbanee, Roy and Spence, 2020). Engagement can also be influenced by a variety of factors, including Nike's brand identity, frequency of purchases, personal interest in sport, and previous satisfaction with the product. Thus, the link between perceived social-media marketing and engagement should be considered as an association only and not as a causal link. The study will still predict that there will be a positive relationship, as there are opportunities for customers to listen to, engage with and become more connected to Nike UK as a result of the relevant, interactive, credible communication.
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Social media presents opportunities for Nike UK to directly engage with customers, but significant challenges exist with regard to platform, privacy and measurement (Chai, 2024). Social media varies and has different types of posts, expectations and algorithms. Instagram and TikTok focus on video and image content, including short-form video content, while Facebook supports more content for the community and X supports faster public communication and customer-service replies (Sha, Dolan and Rashidirad, 2020). A platform presence, however, is not necessarily a guarantee that content will reach and impact the targeted audience. The distribution of messages is influenced by algorithms, competition for paid advertising, posting timing, content saturation, and customers' online behaviour, as these factors determine which messages will be viewed and responded to. (Ade Apriansyah, Muji Gunarto and Sulaiman Helmi, 2025).
A challenge for Nike UK is that a message for one platform can be different for another. The reuse of the same content across all platforms could be efficient, but the content might not be relevant if it is not specific to the conventions and the expectations of the platforms (Gilbert, Shilton and Vitak, 2023). Meanwhile, with the constant adaptation to trends, content fatigue can occur, or brand consistency may be lost. Nike, therefore, has to take care to ensure that it balances its creativity with a unified brand. Although increasing the number of posts can lead to increased engagement, the relevance, timing, authenticity and responsiveness of posts can be more important than the number of posts, according to La Ragione and Risitano (2025).
There's a related challenge in personalisation. Personalised ads and suggestions can save customers from searching and make the content more useful. Nike could better relate to their customers when getting them information about their previous interests, browsing and product preferences, as they can now see that Nike communication is relevant. Consumers can, however, sense a lack of transparency and control when personalisation is used without their awareness. Gutierrez et al. (2023) identified that customer–brand relationships on social media can positively influence purchase intention, but the negative effect of privacy concerns cannot be ignored. So, the notion that more data-driven targeting will equal more engagement isn't necessarily true.
Therefore, Nike UK must see privacy as a component of customer experience rather than a legal gimmick. The customer should be able to understand why he/she is being offered certain recommendations, adjust his/her communication preferences and feel confident that his/her personal data is being handled responsibly (Zhao, Fu and Bai, 2025). Transparency in data practices can build trust, and the opposite can reduce engagement and brand relationships. Instead, the strategic objective should be relevant and proportionate personalisation, but one that customers believe is helpful and fair (Casaca and Miguel, 2024).
Another difficulty is measurement. Details of likes, comments, shares, video views and follower counts are readily accessible, but insufficient metrics of the marketing's success. High engagement metrics may be indicative of temporary entertainment, controversy, or paid visibility (reach) through algorithms, not lasting customer engagement (Kumar and Sarkar, 2025). At the same time, a customer could form positive attitudes toward Nike without public contact with content. Social media marketing can boost traffic to retail websites without the commensurate rise in orders or sales, according to Dolega, Rowe and Branagan (2021). This is to show that engagement numbers and commercial results should not be considered interchangeable.
This study tackles this by looking at the perceived social media marketing effectiveness and customer engagement with it, purchase behaviour and brand loyalty. However, the survey results are based on what respondents thought they encountered in the campaign and not on what they actually saw or heard, nor on whether they purchased the product, or on the amount of time spent on the digital platforms, so respondents' perceptions should be taken with a pinch of salt. The analysis can show whether the Nike brand has improved specific social media metrics, like engagement and positive customer outcomes, among those who are more positive about its social-media marketing, but it cannot prove whether any campaign, platform algorithm, marketing activity or any other factor caused those outcomes.
[bookmark: _Toc238525164][bookmark: _Toc241205708]2.2.3 Implications for Effective and Responsible Engagement
Kumar & Sarkar (2025) suggest that Nike UK can go beyond the metrics of reach, likes, and follower growth on social media to better engage its audiences. Relevant content, use of the platform appropriately, credible communication, interaction with customers and responsible handling of data are all needed to effectively engage. But Bashar, Ahmad and Wasiq (2012) also show that there is no one-size-fits-all approach to social media tactics. The effectiveness of engagement efforts relies on platform features, intent of the audience, engagement content type, and customers' previous interactions with Nike and the competitive landscape. Nike UK, therefore, needs to experiment and assess its activities instead of taking the fact that it is highly visible for granted as an indicator of the presence of customer relationships and commercial value.
Nike UK first has to develop content strategies that focus on value to the audience rather than regular product promotion. Content may include practical advice on fitness, athlete and customer stories, product use, simple wellbeing tips, challenges in the community, and behind-the-scenes looks (Abed, Izadi and Do Young, 2025). Not only do they deliver information, motivation, or connection with other people, but they can also encourage participation in a way that is not purely an advertisement for products. However, the content must be optimised for the platform. Brief, trendy, and interactive videos may fit better for TikTok, whereas visual storytelling, product discovery, and community-based content may align more with Instagram (Manic, 2024). It doesn't mean Nike needs to do everything, but it does mean that content needs to be perceived as genuine and not too commercial/ promotional and align with the brand's values.
Secondly, treat customers as a way of building relationships. When Nike responds to questions, complaints, and customer-generated content in a timely and constructive manner, it can indicate that they value their customers' opinions (Johnen and Schnittka, 2019). Engaging the community through fitness challenges, user-generated content campaigns, and athlete-led discussions can enhance participation and social connection (Shah Baig, Elahib and Hashmi, 2023). The volume of feedback, however, is not the sole indicator of customer interaction. Nike UK should ask if interactions are beneficial, if problems have been addressed, if customers are feeling more positive about the brand and if interactions create desirable customer behaviour such as visiting its website, exploring its products or purchasing again.
Thirdly, personalisation should be transparent, controllable and proportionate. These insights can be used to craft content that resonates more with customers, but only when Nike UK has their consent and they are clearly informed on what data are being collected (Samanta, 2025). These are important as personalisation can be the boon of value, but the bane of trust when perceived as an invasive method of advertising. Privacy protection and ethical data use should then be seen as part of a social-media strategy, not an additional administrative challenge.
Lastly, Nike UK needs to adopt a more comprehensive measurement system. In addition to reach and visible engagement, performance can be measured with other metrics like meaningful comments, saves, click-through rates, product-page visits, customer-service response times, sentiment, conversion rates and repeat purchase rates (where data is available) (Nica et al., 2021). This would help to separate the short-term attention from the engagement that results in customer experience and longer-term customer relationships. It would also validate the theoretical model of this research that suggests that perceived social-media marketing effectiveness can be linked to purchase behaviour and brand loyalty partly via customer engagement. While there is general consensus in the literature that engagement is a multidimensional construct and not merely a metric, there is disagreement among authors on what factors influence engagement. Brodie et al. (2011) conceptualise engagement as cognitive, emotional and behavioural, which is echoed by Lim and Rasul (2022) who emphasise the interactive and platform-embedded nature of engagement. But the findings of a meta-analysis by Blut et al. (2023) counter this consensus: while there is some variability by engagement platform, there is also variability by initiative type, suggesting that none of these tactics is consistently effective at driving engagement. While Brodie et al. conceptualise their content through five key engagement dimensions, Kulikovskaja et al. present a more mechanistic consideration of different content forms and their corresponding engagement responses, with both forms having a distinct influence on outcome variables such as loyalty and word-of-mouth. These findings are further echoed by Krowinska and Dineva (2025), who also highlight how the form of branded content influences active engagement behaviours, building on Kulikovskaja et al., but with a nuance in relation to content typology. The common ground between these studies lies in the fact that they all argue that reach-based metrics cannot be considered a good proxy for engagement; the difference is in the explanatory driver, which is either platform characteristics (Blut et al.) or platform content (Kulikovskaja et al.; Krowinska and Dineva) or psychological state (Brodie et al.). This tension provides a justification for using perceived effectiveness as the predictor used in this study instead of one specific tactic.
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Nike's social-media marketing ought to be viewed as an extension of the company's direct-to-consumer and DTC marketing and digital presence (Constantinides, 2014). Social-media content can link to e-commerce, mobile apps, athlete partnerships, product launches, membership benefits and brand communities. Many touchpoints are not necessarily effective, but integration provides opportunities to take consumers from attention to information search, community participation to purchase. For the year ended 31 May 2026, NIKE, Inc. generated full-year revenue of US$46.4 billion, of which US$17.7 billion was from NIKE Direct revenue, and US$12.2 billion was from NIKE Brand Digital revenue, which fell by 12%. These are global, not UK-specific, results, but they highlight the need to separate out digital presence from customer outcomes.
Athlete-centred storytelling, sport, motivation, identity and performance are some of the themes that are always connected to Nike's brand communication (Fadillah, Hao and Long, 2021). This positioning can be furthered through social media platforms, where consumers can watch short videos, athlete content, product demos, event-related content and content from the consumers themselves. The strategic potential of this kind of communication is its ability not only to highlight the features of the product, but also to make the brand culturally and emotionally relevant, which is quite important (Fenias and Miguel, 2024). This is in line with studies on customer involvement that indicate that when customers perceive that the communication between the brand and them is relevant, credible, and meaningful, emotional, cognitive and behavioural engagement can occur. But emotional storytelling doesn't equate to loyalty. Purchasing more affordable products, preferring competitor products, viewing and sharing content without making a purchase, or appreciating inspirational Nike content while purchasing a lower-priced product are all examples of when a customer may prefer to buy something less expensive.
The adaptation of the platform is significant for Nike UK. Instagram and TikTok can be helpful for visual storytelling, athlete relationships, short-form video, and user-generated fitness content, while X can be helpful for quick messages and public engagement and customer service visibility (Triwidyati and Pangastuti, 2021). But not every campaign that's duplicated in another format for each platform is an activity that takes place there. There are distinct sets of relationship norms, algorithmic requirements and norms of authenticity for each platform. Content that performs well on TikTok may not perform well on Instagram, and high levels of engagement could be related to the entertainment and/or trending of content, instead of its content being of interest in terms of Nike products (Li, 2025). So, it is important to assess the effectiveness of Nike's strategy by considering reach, meaningful interaction, sentiment, click-throughs, product page visits, customer service outcomes and, where possible, indicators of conversion or repeat purchases.
Partnering with influencers, athletes, and creators can help Nike reach wider audiences and build trust through social proof, tying the brand to specific sports, fitness, or lifestyle communities (Wang, 2025). However, an influencer's influence is not as much based on the number of followers as on whether the person seems authentic and whether it's a trusted relationship with the audience. This could reduce trust if the partnership seems more business-like or if there are discrepancies between the creator's ideals and Nike's. Thus, Nike UK needs to invest more in longer-term and more credible collaborations with players and creators whose fanbase aligns better with the brand's target audience, and assess their outcomes not just by impressions or engagement metrics, but by tangible results (Peggiani and Lamberti, 2026).
User-generated content and involvement in the community could also boost Nike's social-media efforts. Promoting training experiences, sporting success or how to use a product by customers can help to drive more engagement and build social proof of value from peers (Thakur, Mehta and Mathew, 2021). However, user-generated content is not necessarily good or manageable. Can reveal complaints, criticism and dissatisfaction publicly, especially when customers think a brand is unresponsive. The problem is not simply to get customers to share content, but to manage the community's interactions effectively, understand their concerns and act on them with respect and level up their customer experience with feedback (Rane, Achari and Choudhary, 2023).
There is an additional opportunity and risk of personalisation. The Nike digital ecosystem can be used to provide more relevant content, product suggestions, and communication with member information (Rajeswari and Kannan, 2010). These practices can lower the effort required to search and enhance the perceived usefulness, especially when the customers willingly provide preferences. But privacy issues may arise when the customers are not aware of how and why their data is collected. Nike UK should thus ensure that it is relevant but at the same time transparent, with clear preference controls and use of customer information proportionate. However, more targeting doesn't always mean more effective targeting when it comes to a loss of trust (Bandi, Cohen and Ray, 2024).
[bookmark: _Toc234846392][bookmark: _Toc238525169]The studies confirming the influence of celebrities in brand communication are mixed on the effect, but they are quite divided on how this happens. While influencer marketing does seem to work on average, as identified in the Barari, Eisend and Jain's (2026) meta-analysis, the study noted that there are various factors to consider, including the type of audience and platform, so care should be taken to avoid making generalised claims. Ahmed, Islam and Ghaffar (2024) tighten this to a specific pathway by highlighting follower engagement and social attractiveness as mediators between the influencer and the loyalty relationship. According to Sporl-Wang et al., (2025), the most important factors for success aren't necessarily reach or followers; it's authenticity and audience-creator congruence. In contrast, Gu and Duan (2024) propose a theoretical perspective that is different from brand credibility theory. Gu and Duan (2024) suggest that the source of engagement is not directly connected to brand credibility, but rather the need for autonomy and relatedness. They go further than this into virtual influencers and discover similar engagement impacts to human creators, casting doubt on the importance of authenticity (Sporl-Wang et al., 2025). All these sources concur that the use of influencer/athlete content can contribute towards engagement, but differ in their understanding of how this happens, specifically authenticity, psychological need fulfilment or mediated social attractiveness, which means it is not possible to evaluate the strategy of Nike UK in a uniform manner without breaking down these paths. In general, Nike UK's social media strategy can help them engage customers by telling stories, engaging communities, creating content for platforms, leveraging influencer credibility, and integrating digital media. Due to the nature of Nike as a globally known brand, the strategy should be considered as a collection of practices which are context-sensitive and not just because it seems effective in general (Hou, 2023). This research study does not evaluate Nike's actual campaign performance nor gain access to internal platform analytics. Instead, it has focused on respondents' perceptions of the effectiveness of Nike's social-media marketing and how these perceptions relate to engagement, purchase behaviour and brand loyalty. This distinction is crucial in order to prevent casual and company-wide claims that are not substantiated with the cross-sectional survey data.
[bookmark: _Toc241205710]2.4 Impact of social media marketing on customer interaction, purchasing behaviour and brand loyalty
[bookmark: _Toc234846393][bookmark: _Toc238525170][bookmark: _Toc241205711]2.4.1 Factors affecting brand loyalty through social media marketing
Customer engagement is frequently suggested as a stepping stone between communication and behaviour as it fosters attentive, emotional and participative responses to a brand encounter and the resulting personal significance (Brodie et al., 2011; Lim and Rasul, 2022). However, this mechanism ought not to be taken for granted. The meta-analytic and review evidence shows a high level of heterogeneity between platforms, types of initiatives and customer contexts (Blut et al., 2023; Sporl-Wang, Krause and Henkel, 2025). It's not so much if social media ‘works' in general, but rather if perceived Nike social media effectiveness accounts for unique variation in engagement and downstream outcomes after accounting for overlapping constructs.
Conceptually, the purchase behaviour and loyalty should be distinguished from each other. Purchase intention or a visit to a product page is a more proximal behavioural response, whereas loyalty reflects a longer-term preference, recommendation tendency or repurchase willingness. Dolega, Rowe and Branagan demonstrate this point (2021): Digital activity can be responsible for traffic growth, but not for the orders or sales in proportion. Similarly, Majeed, Owusu-Ansah and Ashmond (2021) and Hanaysha (2022) have found some mediating mechanisms that account for the effects of social media beyond a direct effect, including brand equity and/or trust. In the Nike context, a consumer may value athlete storytelling, or engage with a post, but still decide to buy a competitor due to price, fit, product availability or prior experience. Therefore, the statistical significance of the results is not enough; the ability of the models to explain the phenomena and plausible influences left out of the analysis should be assessed.
[bookmark: _Toc234846394][bookmark: _Toc238525171][bookmark: _Toc241205712]2.4.2 Challenges faced for implementing effective social media marketing
There are three challenges in the interpretation of this literature. First, cross-sectional self-reported studies do not allow for temporal ordering: loyal Nike customers could rate Nike social media more positively, thus running the risk of reverse causality (Penney, 2017). Second, common method measurement can overestimate associations when both the predictor and outcome measures are measured in the same questionnaire at the same time. Thirdly, engagement measures are composed of qualitatively different behaviours. A ‘like' isn't a big deal, but ongoing engagement or emotional connection could be more significant. Another boundary condition is privacy concerns, as data-driven relevance can help provide convenience, but also erode trust if it is seen as intrusive (Gutierrez et al., 2023). It is a limitation of these restrictions that the present dissertation understands the coefficients as associations, and that multivariable models are used to determine if there are relationships when conceptually related predictors are introduced in the model together.
[bookmark: _Toc238525172][bookmark: _Toc241205713]2.4.3 Probable solutions of the problems
The strongest implication from the literature is that social media is a relationship and evidence system and not a broadcasting system (Kakembo, Annet and II, 2024). For each platform, it should be assessed for the outcomes that are clearly defined, such as meaningful interactions, product exploration, conversion and repeat purchase, rather than just for follower growth. Authenticity and audience fit are more defensible than raw reach for influencer and athlete partnerships, as in the case of credibility (Ahmed, Islam and Ghaffar, 2024; Sporl-Wang, Krause and Henkel, 2025). Similarly, the amount of participation in community activities should not be measured by the number of campaigns, but by the quality of the participation and retention of those involved.
The second implication has to do with transparency and measurement. While personalisation can enhance its relevance, it needs to be tailored to the right level, made clear and understandable, and under consumer control, as consumer-brand interaction effects can be undermined by privacy concerns (Gutierrez et al., 2023). Nike UK should thus use a mix of behaviour-based metrics and customer-reported metrics of trust, engagement and loyalty. In this dissertation, these arguments are sufficient to test direct paths and mediation. In the conceptual model, the indirect effect of the perceived social media marketing effectiveness on purchase behaviour and loyalty should be statistically significant from zero; otherwise, the recommendations should not be based on the model of indirect causality, as the indirect effect is not statistically significant from zero because of the pairwise correlation test results (Eslami, Ghasemaghaei and Hassanein, 2022).
The link between marketing and purchasing is both in the direction of the relationship and in the strength and mechanism of the relationship. The findings of Dolega, Rowe and Branagan (2021) are not as positive as others; they did not find that social media led to an increase in sales from the website proportionate to the increase in traffic. Majeed et al. (2021) and Owusu-Ansah and Ashmond (2021) also suggest that social media has a significant effect on purchase intention via brand equity and brand trust, respectively (both proposing psychological mediators which were missing in Dolega’s traffic-based analysis). Ibrahim's (2022) meta-analysis finds a positive social media–to–loyalty connection, but also reports that research findings differ significantly. Dolega, Rowe and Branagan (2021) also question the uniformity of the effects. This is because the relationship between marketing and loyalty is not always linear and consistent across customer segments, as presented by Ali et al. (2025) using both symmetrical and asymmetrical modelling. Although there is general agreement, Jai, Tong and Chen (2022) synthesise the antecedents of social-media brand loyalty generally, but recognise that there is no consensus regarding causal ordering. These sources together warrant discussing engagement, purchase behaviour and loyalty as conceptually distinct and empirically testable relationships instead of as one uniform one that is universally accepted.
[bookmark: _Toc234846396][bookmark: _Toc238525173][bookmark: _Toc241205714]2.5 Digital marketing activities
[bookmark: _Toc238525174][bookmark: _Toc241205715]2.5.1 Ways of implementing digital marketing strategies
Digital marketing efforts should be considered a portfolio, not a series of tactics. Social media posts, creator collaborations, user-generated content, apps, e-commerce, and personalisation can complement each other, but can each elicit different responses from customers (Beyari and Bahaaudeen, 2025). Studies on engagement initiatives reveal that the characteristics of the platform and initiative have a moderating effect on engagement (Blut et al. 2023), and research on influencers highlights the importance of authenticity, congruence and motivational fit, instead of just exposure (Gu and Duan 2024; Sporl-Wang, Krause and Henkel 2025). This shifts the focus away from simply more posts, more influencers or more targeting being better.
Social media should, therefore, be integrated with the broader digital customer journey for Nike UK. While content can generate attention and interest in a product, usability and quality of information, along with friction in websites and applications, are also critical to the transition to product exploration and purchase (Guoqiang and Bhaumik, 2024). Relevance of the Technology Acceptance Model (TAM): Perceived usefulness and ease of use can influence the willingness to use digital systems (Davis, 1989). But TAM does not guarantee that a user-friendly website will automatically result in emotional attachment and loyalty. This is crucial for the empirical model, where technology acceptance is examined as an extra predictor and not as an equivalent of customer engagement.
There should also be a link of marketing activity to outcomes at various points (Ambler and Kokkinaki, 2000). Reach and impressions are signs of exposure; saves, comments and participation are signs of engagement; product-page visits and purchase intentions are signs of movement towards transaction; repeat purchase and recommendation are signs of longer-term outcomes. However, Dolega, Rowe and Branagan (2021) show that transitions are not guaranteed to occur between the stages. In this case, a merit-level evaluation should consider incremental explanatory power and indirect mechanisms, as well as positive mean scores.
Studies of digital-journey mechanisms reveal an emerging consensus on multi-stage customer movement, but not so much on what drives it. However, while the role of eWOM is found to have significant impacts on purchase intention, as presented by Leong, Loi and Woon (2022), the TAM as presented by Davis (1989) instead provides a system-level explanation of platform-level behaviour instead of a social explanation. Wan et al. (2025) fill the gap that exists between these perspectives, as social media engagement influences purchase intent in a way that goes beyond eWOM and usability and is mediated by self-disclosure, a behavioural mechanism. On the other hand, Kothari et al. (2025) build on the idea that “credentials” and “perceived authenticity and sustainability” are key factors affecting consumers' reactions to social ads, which implies that content quality may be more influential than platform usability. By proposing a contingent curvilinear relationship between engagement and sharing behaviour, Taylor et al. (2023) complicate the above by suggesting that for some people, more engagement might not imply better sharing, undermining linear assumptions in linear TAM-based models and eWOM-based models. This body of work has concurred that digital marketing is a phenomenon that works on multiple parallel mechanisms (usability, peer communication, self-disclosure, credibility) and the relative contribution of those mechanisms is a matter of debate; for this reason, technology acceptance is used here as a separate mechanism, added to the others.
[bookmark: _Toc238525175][bookmark: _Toc241205716]2.5.2 Theoretical Framework
The theoretical framework brings together complementary theories, but does not assume that each of these theories is equally supported by the data. The central mechanism comes from Customer Engagement Theory, longer-term outcomes of relations from Relationship Marketing Theory, the enabling quality of digital platforms from the Technology Acceptance Model, and AIDA as a heuristic for communication stages only. This separation is crucial because the theories are not at the same level and should not be combined and presented as a single undifferentiated causal statement.
The Customer Engagement Theory suggests that engagement is a state that consists of three components: cognitive, emotional and behavioural, and depends on the context (Brodie et al., 2011). In a similar vein, Lim and Rasul (2022) highlight the active process of engagement in a social media context. In this theory, attention and interest, interaction and participation, emotional connection and relationship strength are directly related to the study's mediator, which is the questionnaire used in the study. Its downside is the measurement breadth, as a composite score can miss the identification of which of the three aspects of the cognitive, behavioural or emotional relationship to the product is associated with purchase or loyalty. The cross-sectional design also fails to show that marketing exposure is followed by engagement over time.
The AIDA model is one that goes from attention to interest, desire and action. It can be helpful here as a heuristic to illustrate the reasons behind product exploration or purchase that can be preceded by a process of engaging communication as described by Tristanto et al. (2021). But digital journeys are not linear: customers may be at different points in the process, come back to products again and again, have access to peer content and algorithms, or have robust product preferences. The model is thus not given the status of causality. However, it does offer the purchase-behaviour path as a simple and interpretable lens through which to examine the observed data, whereas the regression and mediation analyses assess whether this pathway is supported by the observed data.
Relationship Marketing Theory takes a different focus from the one of transactional interactions to trusting relationships, commitment and the creation of value through the relationship over time. Successful relational exchanges depend on commitment and trust, as Morgan and Hunt (1994) state. This approach is relevant to brand loyalty, as it is the more long term measures, such as recommendation, future purchase and competitive preference, are more enduring than the one-off social media interactions. Concurrently, product quality, price, service, and brand history outside of the survey model can create loyalty (Haq et al., 2025). Thus, a low or moderate R² would be theoretically possible and not indicative of an invalid regression (Chicco, Warrens and Jurman, 2021).
Davis (1989) hypothesised in TAM that perceived usefulness and perceived ease of use are factors that affect technology acceptance. It applies to Nike's website, app, and digital touchpoints, but its explanation is limited to customer engagement or customer relationship marketing. A digitised environment can be used to enable interaction, but not necessarily affect the emotional bond, while loyal customers could accept a less than ideal technology due to their attachment to the brand (None Zhang ZILONG et al., 2024). Therefore, the study examines technology acceptance as an independent variable, and returns a non-significant coefficient as an indication that digital usability cannot be assumed to be social-media engagement.
[bookmark: _Toc234846399][bookmark: _Toc238525176][bookmark: _Toc241205717]2.6 Literature Gap
The findings obtained from the literature reviewed in this chapter show a strong individual component, and each of the literature sources contains an explicit or implicit gap which motivates the present study.
Although well-established, the theory of foundation engagement has yet to be tested on an empirical level in the context of a particular brand. Brodie et al. (2011) define customer engagement as a multidimensional phenomenon but do not go so far as to measure it or discuss the implications of customer engagement on downstream outcomes. The field of engagement and social media research is lacking a one-stop, rigorous representation of the ways in which engagement manifests as outcomes across contexts, as identified by Lim and Rasul (2022) in their PRISMA-based systematic review of this field. In an explicit call for a future "way forward" for the field, the researchers Lim and Rasul (2022) conclude their PRISMA-based systematic review of engagement and social media research by stating that there is a need in the field for a one-stop, rigorous representation of how engagement outcomes are realised across contexts, which this dissertation is able to provide for Nike UK, in particular. Further, despite the engagement strategies' effectiveness on social media platforms shown by the meta-analysis of Blut et al. (2023), the researchers did not test the nature of the mediation between engagement and the achievement of marketing outcomes (which is the focus of this dissertation but was not tested by Blut et al. (2023) in their meta-analysis).
In the case of commercial-outcome studies, there is a parallel drop in engagement and conversion. Although Dolega, Rowe and Branagan (2021) show that social media activity can lead to increased traffic to the website, without a corresponding increase in orders or sales, their study does not investigate what psychological mechanism (engagement) may explain this relationship. Gutierrez et al. (2023) partially tackle this issue by demonstrating that the relationship between social media and purchase intention goes through privacy management, with privacy being portrayed as an 'Achilles heel' of engagement, but do not test the relationship between engagement and brand loyalty, nor use engagement as a formal mediator in their model. Both Majeed, Owusu-Ansah and Ashmond (2021) and Hanaysha (2022) have only a single mediator each, for brand equity and brand trust respectively, in just one product category each, and neither make claims on whether customer engagement as a mediator has an effect, nor generalise the finding beyond their specific sectors into sportswear retail.
Studies on engagement through influencers and content reach similar conclusions, with a focus on strategy without ever going through the purchase and loyalty stages. Influencer-to-follower engagement has been found to lie between the influencer and the loyalty construct by Ahmed, Islam and Ghaffar (2024) but has not been linked to a social-media-marketing-effectiveness construct. As a review, Sporl-Wang, Krause and Henkel (2025) do not empirically test mediation in one dataset, but they do synthesise predictors of the effectiveness of influencer marketing. Gu and Duan (2024) offer an explanation of engagement based on their theory of self-determination, but do not apply their theory to commercial measures like purchase behaviour or loyalty.
Lastly, the theoretical bases that were borrowed for this study come with their own sets of limitations. The TAM developed by Davis (1989) was designed to account for the phenomenon of technology adoption in the workplace, not brand engagement, and is not directly predictive of any emotional or relational consequences. The commitment-trust theory, which preceded the era of social media, was established by Morgan and Hunt (1994), and they extrapolate this theory's concepts to digital engagement.
[bookmark: _Toc234846400][bookmark: _Toc238525177][bookmark: _Toc241205718]2.7 Conceptual Framework
Conceptual model establishes direct, indirect and supporting relationships between the study variables. Perceived Social Media Marketing Effectiveness is used as the main predictor, while Customer Engagement is used as the mediator between Perceived Social Media Marketing Effectiveness and Purchase Behaviour and Brand Loyalty. Technology Acceptance is an additional predictor of Customer Engagement to determine if perceived usefulness, ease of use and digital convenience explain any variance beyond that accounted for by perceptions of social media marketing effectiveness.
[image: ]
Figure 1: Conceptual framework. Source: Author’s Design
The framework suggests that perceived Social Media Marketing Effectiveness positively influences Customer Engagement (H1); Customer Engagement positively influences Purchase Behaviour (H2) and Brand Loyalty (H3); perceived Social Media Marketing Effectiveness positively influences Brand Loyalty (H4); and Technology Acceptance positively influences Customer Engagement (H5). Also, the framework suggests two indirect relationships: Customer Engagement is a mediator between Social Media Marketing Effectiveness and Purchase Behaviour (H6), and Customer Engagement is a mediator between Social Media Marketing Effectiveness and Brand Loyalty (H7). These mediation hypotheses enable indirect pathways in the conceptual framework to be tested statistically, instead of assumed from separate direct pathways.









[bookmark: _Toc234846401][bookmark: _Toc238525178][bookmark: _Toc241205719]3. Research Methodology


[bookmark: _Toc234846402][bookmark: _Toc238525179][bookmark: _Toc241205720]3.1 Introduction
Research methodology can be regarded as a framework showing the logic between the research questions and the evidence and analytical procedures (Rayshan, 2025). The Research Onion is adopted as an organising framework since it is layered and entails a set of philosophical, design, strategy, time-horizon and analytical choices that need to be consistent with one another (Saunders, Lewis and Thornhill, 2023). The study uses positivism, a deductive, quantitative mono method, an online survey and a cross-sectional time horizon. Importantly, this design is classified as an explanatory-correlational design, as the study has tested hypotheses, estimated multiple regression models, and evaluated indirect effects (Putri, Rezani and Hermina, 2025). The use of the word 'explanatory' does not mean 'experimental causality'. Statistical explanation of association.
[image: ]
Figure 3: Research Onion Model
Source: Adapted from Saunders, Lewis and Thornhill (2023).
The methodological choices are derived from the aim of research. Standardised survey items yield numerical construct scores, the deductive hypotheses are tested by correlational analysis and ordinary least-squares regression, and customer engagement is analysed as a statistical intervening variable. All observations were made at a single point in time and without experimental manipulation or temporal sequencing, so it is interpreted as associations across cross-sections. This distinction continues in the findings, discussion and conclusion.
[bookmark: _Toc234846403][bookmark: _Toc238525180][bookmark: _Toc241205721]3.2 Research Philosophy
Research philosophy has to do with assumptions about what is credible knowledge and how that knowledge may be studied (Mwita, 2025). The study follows a positivist philosophy since the research operationalises theoretical constructs into measurable variables and analyses their connections through the use of statistical analysis (Saunders, Lewis and Thornhill, 2023). Structured Likert-scale items measure Perceived Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour, Brand Loyalty and Technology Acceptance, but inferential statistical procedures are used to test predefined hypotheses.
Positivism is suitable since the study aims to determine observable patterns and statistical relationships between the study constructs based on standardised quantitative data (Maksimović and Evtimov, 2023). However, the application of survey measures does not mean that complex consumer experiences can be fully reflected using numerical scores. Possible measurement error, self-report bias and contextual effects are thus acknowledged in the interpretation of the findings.
[bookmark: _Toc234846404][bookmark: _Toc238525181][bookmark: _Toc241205722]3.3 Research Approach
The research methodology employed was deductive due to the fact that it starts with known theories and prior empirical studies, builds hypotheses based on those theoretical anticipations, and then tests those hypotheses with quantitative data (Creswell and Creswell, 2023). The theoretical foundation of the proposed relationships among the study constructs is Customer Engagement Theory, Relationship Marketing Theory, the Technology Acceptance Model and the AIDA heuristic.
The deductive method is suitable since the relationships to be analysed were predefined prior to statistical analysis (Mohammed, 2024). Direct hypotheses examine the relationships between Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour, Brand Loyalty and Technology Acceptance, and mediation hypotheses examine whether Customer Engagement offers an indirect linkage between Social Media Marketing Effectiveness and each of the two customer outcomes.
[bookmark: _Toc234846405][bookmark: _Toc238525182][bookmark: _Toc241205723]3.4 The research design
The research design is a cross-sectional explanatory-correlational study (Setia, 2016). The descriptive part serves to describe the features of the respondents and the distribution of the study variables, and the primary analytical task is inferential: to estimate correlations between constructs, determine the independent contribution of predictors with the help of multiple regression, and test the indirect correlations with the help of the mediation analysis.
It is a non-experimental study where all variables were measured at one point and not manipulated or sequenced over time. Thus, the statistical associations revealed by regression and mediation are viewed as relationships, but not as causes. The cross-sectional design also implies that reverse relationships are not to be dismissed. Customers who have higher existing brand loyalty might rate Nike social-media activities more favourably (Espuela, Reina and Sevilla, 2023). This means that no causal statements are made in the findings, discussion and conclusion.
[bookmark: _Toc234846406][bookmark: _Toc238525183][bookmark: _Toc241205724]3.5 Research strategy
An empirical method is one that is quantitative and conducted via the internet. When it comes to quantitative survey research, it is suitable for gathering standardised responses from a relatively large sample of people and measuring relationships between constructs that have been measured (Creswell and Creswell, 2023). Secondary academic and corporate sources are only used to create context and theory, and do not make the design mixed methods. The strategy is advantageous for replicable coding and statistical comparisons but also focuses on common-method risks, as predictors and outcomes are self-reported in the same instrument.
[bookmark: _Toc234846407][bookmark: _Toc238525184][bookmark: _Toc241205725]3.6 Data Collection Method
The primary data source was the structured questionnaire, and the secondary data source for the context was peer-reviewed literature, official UK statistics and NIKE corporate reporting (Kolev, 2019). Primary and secondary sources should not be mixed up with mixed-method integration. The empirical statements in chapters 4-6 derive from the responses to the questionnaire; secondary sources are used to interpret the consistency or challenge to existing knowledge of the associations made in the questionnaire.
[bookmark: _Toc234846408][bookmark: _Toc238525185][bookmark: _Toc241205726]3.7 Data Collection Technique
A questionnaire of eligibility questions, demographics and five-point Likert items was administered via Google Forms online. Participants had to be between 18 and 30 years old, based in the UK, users of social media and be a current or former Nike customer. Constructs of social media marketing effectiveness, customer engagement, purchase behaviour, brand loyalty and technology acceptance were assessed using multi-item constructs. Future-improvement items were considered as a preference only for recommendation, as statements like ‘Nike should provide more personalised content' are meant to measure desired improvements, not an experienced construct (Singh, Sethuraman and Lam, 2017). 
[bookmark: _Toc234846409][bookmark: _Toc238525186][bookmark: _Toc241205727]3.8 Population and Sample
The study targeted UK-based consumers aged 18-30 who use social media and are current or former Nike customers. These eligibility criteria were chosen because the study will examine only young adult consumers who have been exposed to Nike's digital and social media efforts. A complete sampling frame of UK Nike customers was not available, so a combination of convenience and purposive sampling was used.
https://docs.google.com/forms/d/e/1FAIpQLScfyjtsfWxoIKdDePVtYFRp34TY8_N4-JIWsKyd5tCdFKUUiw/viewform?usp=header
After screening, 154 valid responses were retained for statistical analysis. Responses that did not meet eligibility conditions and did not include usable data regarding the study variables were excluded. The sampling method used was non-probability, and the sample obtained is therefore not necessarily statistically representative of the total population of Nike customers in the UK. Demographic details of the final sample are given in a separate chapter (Chapter 4).
[bookmark: _Toc238525187][bookmark: _Toc241205728]3.9 Hypothesis Development
The hypotheses are drawn from the conceptual model and are presented before the interpretation of the model. If the theory in the literature suggests a positive relationship, a positive directional hypothesis is used, while mediation hypotheses are used to determine whether the indirect effect via customer engagement is different from zero.
H1: Perceived Social Media Marketing Effectiveness is positively associated with Customer Engagement among surveyed Nike UK customers. 
Rationale: When producing relevant, interactive and credible communication, participation and emotional connection should increase (Brodie et al., 2011; Blut et al., 2023).
H2: Customer engagement has a positive relationship with purchase behaviour, once the effect of perceived social media marketing effectiveness and technology acceptance is controlled. Rationale: engagement can help to shift customers from attention and interest to exploring products and taking action towards purchase, but is likely to be partial rather than deterministic.
H3: Customer Engagement is positively associated with Brand Loyalty after controlling for Social Media Marketing Effectiveness, Purchase Behaviour and Technology Acceptance. 
Rationale: Relationship theory implies that continued interaction can contribute to trust and commitment. However, loyalty can be the result of product or service attributes that are not in the social media arena (Morgan and Hunt, 1994).
H4: Perceived effectiveness of social media marketing positively correlates with brand loyalty, after controlling for customer engagement, purchase behaviour and technology acceptance. Rationale: Social-media communication can have a direct effect on brand meaning and relational value, apart from its indirect effect on both through engagement (Ibrahim, 2022).
H5: Nike's digital platforms' technology acceptance is positively related to Nike's customer engagement, given the effect of perceived effectiveness of social media marketing. Rationale: Davis (1989) proposed that TAM is more of an explanation of technology usage, and useful and easy-to-use digital touchpoints can enable interaction.
H6: Customer engagement will mediate the positive relationship between perceived social media marketing effectiveness and purchase behaviour. Rationale: This hypothesis does not assume mediation from individual significant regressions, but rather tests the central mechanism suggested by the conceptual framework.
H7: Customer engagement mediates the positive association between perceived social media marketing effectiveness and brand loyalty. Rationale: The product of the social media-to-engagement path and the engagement-to-loyalty path should be statistically significant from zero when engagement is the mechanism that connects favourable perceptions from social media to loyalty (Hayes, 2022).
[bookmark: _Toc234846410][bookmark: _Toc238525188][bookmark: _Toc241205729]3.10 Data Analysis
Responses from the questionnaire were transferred to MS Excel for preliminary screening, coding and data preparation. The cleaned dataset was then imported into IBM SPSS Statistics for statistical analysis. For each construct, the corresponding items on a Likert scale were averaged together to form composite scores. The built constructs were Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour, Brand Loyalty and Technology Acceptance. Future Improvement items were not included in the main regression models; they were analysed separately for description and recommendation purposes.
The internal consistency of the multi-item constructs was evaluated using Cronbach's alpha. Data were analyzed using descriptive statistics, including frequencies and percentages for demographic characteristics and means, standard deviations, minimum and maximum for principal constructs. Pearson correlation is then used to find out the direction and strength of the bivariate relationships among the study variables.
The direct hypotheses were tested using multiple ordinary least-squares regression analysis. Three models were fit. Model 1 tested the effect of Social Media Marketing Effectiveness and Technology Acceptance as predictors of Customer Engagement. Model 2 investigated Purchase Behaviour through Social Media Marketing Effectiveness, Customer Engagement and Technology Acceptance. Model 3 investigated the relationship between Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour and Technology Acceptance with the construct of Brand Loyalty.
Multicollinearity was evaluated from tolerance and VIF values; independence of residuals from the Durbin–Watson statistic; normality of residuals based on histograms and normal P–P plots; linearity and homoscedasticity from residual-versus-predicted-value plots; and influential values from Cook's Distance.
The mediation analysis was performed with Hayes' PROCESS macro for SPSS, Model 4. Two mediation models were estimated, Customer Engagement as a mediator between Social Media Marketing Effectiveness and Purchase Behaviour, and Customer Engagement as a mediator between Social Media Marketing Effectiveness and Brand Loyalty. They calculated the indirect effects using 5,000 bootstrap samples and 95% confidence intervals. Indirect effects were deemed statistically significant when the 95% bootstrap confidence interval excluded zero. All other inferential tests used a significance level of p < .05. Since the study was cross-sectional and non-experimental, the study results were considered associations rather than causal relationships.
[bookmark: _Toc234846411][bookmark: _Toc238525189][bookmark: _Toc241205730]3.11 Ethical Considerations
Ethical issues are applied to the research process, and the rights, privacy and wellbeing of participants are protected. The data collection in this study will only commence once necessary ethical approval for UWTSD has been obtained. The research will follow the UWTSD Research Ethics and Integrity Policy, the UWTSD Research Data Management Policy, relevant Open Access requirements, the UK General Data Protection Regulation (UK GDPR) and the Data Protection Act 2018. The participants will be adults aged 18- 30 years, and the study will not intentionally recruit vulnerable participants. 
All potential participants will be given a Participant Information Sheet prior to participation that will outline the purpose of the research, what participation entails, how the data will be used, the expected survey procedure and participants ' rights. Next, informed consent will be documented by a written consent statement in electronic format prior to providing access to the questionnaire. Participation will be voluntary, and someone can refuse to answer a question and can withdraw from the questionnaire at any stage before submission without penalty. No tricks will be employed. The participant is allowed to withdraw his/her response to the survey within 14 days from the survey completion until a decision is made, by contacting the researcher using the information provided in the Participant Information Sheet and Consent Form (Al Habsi, 2024). 
Once the withdrawal period has ended, the responses will be anonymised and added to the data set, and it will no longer be possible to identify and remove a response. Data minimisation will be carried out throughout the study. Participants will not have to write their name, and the data collected will consist of variables that are important for the research, like age class, gender, nationality or education. The study will not aim to gather data of any special category, such as opinions on politics, religious beliefs, health information, sexual orientation, etc. If a volunteer provides this information in an email message, it will be kept in a different database from the questionnaire answers and will be deleted after the questionnaire data collection and withdrawal periods. 
The questionnaire will not knowingly gather or retain unnecessary digital identifiers, including information that could be used for location tracking purposes. Google Forms will be used to create a survey that will be downloaded and stored on secure, university-approved, password-protected devices, and only accessible to the researcher and supervisor. Data will be anonymised for analysis and analysed in summary format, without attributing to any individual participants. Anonymised research data will be kept securely for 5 years in accordance with the requirements of research data management in the university and will be securely deleted after that. These procedures are intended to maintain informed consent, confidentiality, anonymity, data protection and participant control throughout the study.
[bookmark: _Toc234846412][bookmark: _Toc238525190][bookmark: _Toc241205731]3.12 Gantt Chart and Time Frame
A Gantt chart is a type of project management tool that is useful to researchers for organising and tracking research in a particular period of time. It illustrates the flow of activities, the length of the tasks, and how tasks are related to each other in the project. A Gantt chart is a visual schedule that makes scheduling the research activities easier than a simple calendar or milestone plan that may not include enough detail, and can be useful to ensure that the research activities are completed in time (Palombarini, and Martinez, 2022). It also enables the researcher to track progress and pinpoint any slowdowns that could impact the project.
The study period was from May to September 2026. After gaining approval of the topics and literature development, the questionnaire was prepared and then made available online and was followed by screening of responses, coding and analysis of the data, reliability analysis, descriptive statistics, correlation analysis, multiple regression analysis and mediation testing. The last stage involved critical discussion, conclusion and recommendations, and reporting and revising the documents. The programme is thus descriptive and inferential analysis and not just descriptive statistics only.


Gantt Chart (05 May 2026 – 25 September 2026)
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[bookmark: _Toc238525192][bookmark: _Toc241205733]4.1 Data Coding, Transformation and Demographic Profile of Respondents
[bookmark: _Toc238525193][bookmark: _Toc241205734]4.1.1 Data Coding and Preparation Process
The data from the survey were downloaded to Microsoft Excel and then analysed in IBM SPSS Statistics. The answers to the questionnaires were systematically coded into numerical data that can be analysed quantitatively. In order to achieve uniformity, the coding procedure was used for the demographic variables, categorical questions, and Likert scale measurement items. Each question in the demographic and screening questions was given a number. Questions related to eligibility and consent were recoded as binary coded variables: “Yes” = 1 and “No” = 0. 
Categorical responses to demographic variables were coded numerically. Age groups were coded according to the predefined survey categories: 18–20 = 1, 21–24 = 2, 25–27 = 3, and 28–30 = 4. Gender was dichotomised (Female = 0, Male = 1), allowing for differences in gender to be incorporated into any analyses performed as needed. Education was also coded to numerical categories, maintaining the original meaning, as the other categories were frequency of using social media and frequency of purchasing Nike. The question "Which social media platforms have you encountered Nike content on?" was a multiple-response question that the respondent could check off if they had seen Nike content on the platform. So, this variable was broken down into dummy variables for each platform. Instagram, TikTok, Facebook, X, YouTube and Other were each individually coded with 1 as the answer to the question of whether this platform was selected and 0 as the answer to the question of whether this platform was not selected. This change enabled the usage patterns on the platform to be statistically analysed.
[bookmark: _Toc238525194][bookmark: _Toc241205735]4.1.2 Coding of Likert Scale Measurement Items
A 5-point Likert scale was used to measure the main constructs of the study. All attitudinal statements about the Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour, Brand Loyalty, Technology Acceptance and Future Improvement Recommendations were coded consistently. The coding of the Likert scale questions was in the following way:
Table 1: Coding of Likert Scale
	Response Category
	Numerical Code

	Strongly Disagree
	1

	Disagree
	2

	Neither Agree nor Disagree
	3

	Agree
	4

	Strongly Agree
	5


[bookmark: _Toc238525195][bookmark: _Toc241205736]4.1.3 Construction of Composite Variables
After coding, composite variables were created by calculating the arithmetic mean of the items belonging to each construct. Because the 1-5 metric is the same as the original, and different numbers of items can be represented on the same metric to better compare constructs, mean scores were used instead of sums. Future Improvement items were also averaged for descriptive purposes only and were not treated as a predictor of brand loyalty, as the items measure desired changes, not experienced interactions.
Construct Mean= 
The mean transformation method was selected because it maintains the original 1–5 Likert scale interpretation while providing a single representative score for each theoretical construct.
Table 2: Composite Variable Table
	Construct
	SPSS Computation
	Analysis Use

	Social Media Marketing Effectiveness
	Mean(SM1-SM7)
	Reliability, descriptive, correlation, regression and mediation

	Customer Engagement
	Mean(CE1-CE6)
	Reliability, descriptive, correlation, regression and mediation

	Purchase Behaviour
	Mean(PB1-PB5)
	Reliability, descriptive, correlation and regression outcome

	Brand Loyalty
	Mean(BL1-BL5)
	Reliability, descriptive, correlation and regression outcome

	Technology Acceptance
	Mean(TA1-TA4)
	Reliability, descriptive, correlation and additional predictor

	Future Improvement Preferences
	Mean(FI1-FI3)
	Reliability and descriptive recommendation evidence only


[bookmark: _Toc238525196][bookmark: _Toc241205737]4.1.4 Demographic Profile of Respondents
The total number of responses collected was 154. The achieved sample represented all four age groups in the intended target group of 18 to 30 years old, and respondents varied in their experience buying Nike products and in their social media usage.
Table 3: Age Distribution of Respondents
	Age Group
	Frequency (n)
	Percentage (%)

	18–20
	22
	14.3

	21–24
	11
	7.1

	25–27
	66
	42.9

	28–30
	55
	35.7

	Total
	154
	100.0
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Figure 4: Age Group

The largest age group was 25–27, representing 42.9% (n=66), followed by 28–30 with 35.7% (n=55). Respondents aged 18–20 represented 14.3% (n=22), while 7.1% (n=11) were aged 21–24. The sample is still clustered around people aged 25-30.
Table 4: Gender Distribution of Respondents
	Gender
	Frequency (n)
	Percentage (%)

	Male
	86
	55.8

	Female
	68
	44.2

	Total
	154
	100.0
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Figure 5: Gender Distribution

The sample comprised 86 men (55.8%) and 68 women (44.2%). There were therefore representatives of both sexes, though there were more males. Gender is used descriptively rather than as a basis for claiming the percentages observed reflect the larger population of Nike UK customers.
Table 5: Nationality Distribution of Respondents
	Nationality
	Frequency (n)
	Percentage (%)

	British
	18
	11.7

	UK
	28
	18.2

	Other
	108
	70.1

	Total
	154
	100.0
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Figure 6: Nationality Distribution
The majority of respondents (70.1%, n=108) were recorded in the Other category of nationality, followed by UK (18.2%, n=28) and British (11.7%, n=18). The sample is thus a mix of nationality backgrounds although there were categories in the original questionnaire for British and UK nationalities.
Table 6: Education Level of Respondents
	Education
	Frequency (n)
	Percentage (%)

	Secondary school
	7
	4.5

	College or A-Level
	20
	13.0

	Undergraduate
	13
	8.4

	Postgraduate
	114
	74.0

	Total
	154
	100.0
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Figure 7: Education Level Distribution
The sample was highly skewed towards the postgraduate level, as 114 respondents (74.0%) had a postgraduate qualification. 13.0% were in college or at A-level, 8.4% in undergrad and 4.5% in secondary school. The findings show that this sample includes more highly educated people than might be expected in a random sample.
Table 7: Daily Social Media Usage of Respondents
	Daily Social Media Usage
	Frequency (n)
	Percentage (%)

	Less than 1 hour
	13
	8.4

	1–2 hours
	25
	16.2

	2–4 hours
	22
	14.3

	More than 4 hours
	94
	61.0

	Total
	154
	100.0
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Figure 8: Social Media Usage Distribution
There was a moderate level of social media use: 94 respondents (61.0%) used it for over 4 hours a day, and 22 (14.3%) used it for 2-4 hours a day. Twenty-five (16.2%) respondents used social media for one to two hours, and 13 (8.4%) for less than one hour. The sample is therefore relevant for digital marketing exposure research.
Table 8: Nike Purchase Frequency of Respondents
	Nike Purchase Frequency
	Frequency (n)
	Percentage (%)

	None in last 12 months but purchased previously
	10
	6.5

	Once
	54
	35.1

	2–3 times
	82
	53.2

	4–5 times
	4
	2.6

	More than 5 times
	4
	2.6

	Total
	154
	100.0
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Figure 9: Nike Purchase Frequency Distribution

Nike purchases were relatively common: 82 respondents (53.2%) bought two to three times in the past year, and 54 (35.1%) bought once. Ten respondents indicated that they had bought before, but not in the past year (6.5%) and eight respondents had purchased four or more times (5.2%). This meant that most respondents had their own experience of buying Nike products within the last few years.
[bookmark: _Toc238525197][bookmark: _Toc241205738]4.2 Frequency Analysis of Survey Responses
Items on Likert scale were analysed by frequency and descriptive analysis. A total of 154 valid responses were received. A summary of how the overall responses were distributed for each construct is presented below..
Table 9: Summary of Likert-Scale Response Patterns
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The overall feedback was favourable, but not all the endorsement for any individual item of feedback necessarily reflects explanatory links between constructs. This is why the frequency analysis is performed descriptively, and the relationships suggested are tested by correlation, regression and mediation.
[bookmark: _Toc238525198][bookmark: _Toc241205739]4.3 Reliability Analysis of Measurement Constructs
Table 10: Cronbach’s Alpha Reliability Statistics for Measurement Constructs
	Construct
	Number of Items
	Cronbach’s Alpha (α)
	Reliability Level

	Social Media Marketing Effectiveness
	7
	0.862
	Good

	Customer Engagement
	6
	0.873
	Good

	Purchase Behaviour
	5
	0.813
	Good

	Brand Loyalty
	5
	0.833
	Good

	Technology Acceptance
	4
	0.772
	Acceptable

	Future Improvement Preferences
	3
	0.716
	Acceptable



The Cronbach's alpha scores for the six multi-item scales ranged from 0.716 to 0.873, all above 0.700. The internal consistency in the constructs is acceptable to good. The results indicate acceptable to good internal consistency across all constructs, supporting the use of the corresponding composite scores in subsequent analyses. 
[bookmark: _Toc238525199][bookmark: _Toc241205740]4.4 Descriptive Statistics
Table 11: Descriptive Statistics of Measurement Constructs
	Construct
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Social Media Marketing Effectiveness
	154
	2.14
	5.00
	3.86
	0.63

	Customer Engagement
	154
	1.67
	4.83
	3.52
	0.72

	Purchase Behaviour
	154
	1.00
	5.00
	3.65
	0.72

	Brand Loyalty
	154
	1.80
	5.00
	3.60
	0.69

	Technology Acceptance
	154
	1.75
	5.00
	3.78
	0.69

	Future Improvement Preferences
	154
	1.33
	5.00
	3.59
	0.70



Social Media Marketing Effectiveness was rated highest (M=3.86, SD=0.63), followed by Technology Acceptance (M=3.78, SD=0.69) and Purchase Behaviour (M=3.65, SD=0.72). The average results were 3.60 for Brand Loyalty, 3.59 for Future Improvement Preferences and 3.52 for Customer Engagement. Generally, positive means describe respondents' attitudes but do not show explanatory relationships among constructs.
[bookmark: _Toc238525200][bookmark: _Toc241205741]4.5 Pearson Correlation Analysis
Table 12: Pearson Correlation Matrix of Study Constructs
	Relationship
	Correlation (r)
	Significance

	SMM Effectiveness – Customer Engagement
	0.244
	p=0.002

	SMM Effectiveness – Purchase Behaviour
	0.270
	p=0.001

	SMM Effectiveness – Brand Loyalty
	0.331
	p<0.001

	Customer Engagement – Purchase Behaviour
	0.190
	p=0.018

	Customer Engagement – Brand Loyalty
	0.206
	p=0.011

	Purchase Behaviour – Brand Loyalty
	0.255
	p=0.001

	Technology Acceptance – Customer Engagement
	0.137
	p=0.089

	Technology Acceptance – Brand Loyalty
	0.248
	p=0.002

	Brand Loyalty – Future Improvement Preferences
	0.353
	p<0.001



Note: ** p < .01; * p < .05 (two-tailed).
Correlations were generally positive and small to moderate. Social Media Marketing Effectiveness correlated significantly with Customer Engagement (r=.244, p=.002), Purchase Behaviour (r=.270, p=.001) and Brand Loyalty (r=.331, p<.001). Customer Engagement also showed significant association with Purchase Behaviour and Brand Loyalty. Technology Acceptance was not significantly related to Customer Engagement, whereas it was positively related to Brand Loyalty.
[bookmark: _Toc238525201][bookmark: _Toc241205742]4.6 Multiple Regression, Mediation and Hypothesis Testing
Table 13: Regression Diagnostic Review
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Diagnostic results were not suggestive of serious violations of the regression assumptions. The VIF values were near to 1, and the Durbin-Watson values were near to 2. For the three models, Maximum Cook's Distance was 0.071, 0.042 and 0.051, respectively, indicating that no observation had undue influence over the regression estimates.
Table 14: Multiple Regression Results
	Outcome / Model
	Predictor
	β
	p
	VIF
	R² (Adj. R²)
	Model F (p)

	Customer Engagement
	SMM Effectiveness
	.230
	.004
	1.02
	.071 (.058)
	5.736 (.004)

	
	Technology Acceptance
	.106
	.183
	1.02
	
	

	Purchase Behaviour
	SMM Effectiveness
	.226
	.006
	1.08
	.100 (.082)
	5.562 (.001)

	
	Customer Engagement
	.121
	.135
	1.08
	
	

	
	Technology Acceptance
	.105
	.184
	1.03
	
	

	Brand Loyalty
	SMM Effectiveness
	.244
	.002
	1.13
	.181 (.159)
	8.245 (<.001)

	
	Customer Engagement
	.094
	.227
	1.09
	
	

	
	Purchase Behaviour
	.144
	.068
	1.11
	
	

	
	Technology Acceptance
	.179
	.019
	1.04
	
	



Model 1 – Customer Engagement
Social Media Marketing Effectiveness was more influential and Technology Acceptance was less influential. 
Model 2 – Purchase Behaviour
In the Purchase Behaviour model, Social Media Marketing Effectiveness was the highest standardised coefficient, followed by Customer Engagement and Technology Acceptance. 
Model 3 – Brand Loyalty

The highest standardised coefficient for Brand Loyalty was found for Social Media Marketing Effectiveness, followed by Technology Acceptance, Purchase Behaviour and Customer Engagement. 
Where:
· ZSMM = Social Media Marketing Effectiveness (standardised) 
· ZCE = Customer Engagement (standardised) 
· ZPB = Purchase Behaviour (standardised) 
· ZBL = Brand Loyalty (standardised) 
· ZTA = Technology Acceptance (standardised)
The results of the multivariable analysis indicated that Social Media Marketing Effectiveness significantly predicted Customer Engagement (β=.230, p=.004), but Technology Acceptance was not significant. The model accounted for 7.1% of the variance in engagement. In the Purchase Behaviour model, Social Media Marketing Effectiveness was significant (β=.226, p=.006), and Customer Engagement and Technology Acceptance were not. The model accounted for 10.0% variance. For the Brand Loyalty model, Social Media Marketing Effectiveness (β=.244, p=.002), and Technology Acceptance (β=.179, p=.019) were significant, while Customer Engagement and Purchase Behaviour were not. The model explained 18.1% of the variance in Brand Loyalty. The models offer some important relations, but leave a lot of variation unaccounted for.
Table 15: Mediation Analysis Through Customer Engagement
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After specifying Customer Engagement as a mediator, PROCESS Model 4 with 5000 bootstrap samples demonstrated no significant mediation effect. The indirect effect for Purchase Behaviour was 0.0367 (95% bootstrap CI: [-.0030, .0941]). For Brand Loyalty, the indirect effect was 0.0358, with an interval of [-.0075, .0873]. The intervals included 0, so neither mediation hypothesis was supported. 
Table 16: Hypothesis Testing Summary
	Hypothesis
	Tested Relationship
	Result
	Decision

	H1
	SMM Effectiveness → Customer Engagement
	β=.230, p=.004
	Supported

	H2
	Customer Engagement → Purchase Behaviour
	β=.121, p=.135
	Not supported

	H3
	Customer Engagement → Brand Loyalty
	β=.094, p=.227
	Not supported

	H4
	SMM Effectiveness → Brand Loyalty
	β=.244, p=.002
	Supported

	H5
	Technology Acceptance → Customer Engagement
	β=.106, p=.183
	Not supported

	H6
	CE mediates SMM → Purchase Behaviour
	Effect=.0367, CI [-.0030, .0941]
	Not supported

	H7
	CE mediates SMM → Brand Loyalty
	Effect=.0358, CI [-.0075, .0873]
	Not supported



Two hypotheses, H1 and H4, were supported. Neither H2, H3, nor H5 was supported statistically after adjusting for the other predictors, and the bootstrapped confidence intervals for H6 and H7 contained zero. The results also indicate significant direct relationships between perceived Social Media Marketing Effectiveness and both Customer Engagement and Brand Loyalty, but do not confirm the mediation hypothesis through Customer Engagement.
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[bookmark: _Toc238525203][bookmark: _Toc241205744]5.1 Discussion
This study aimed to assess customers' perceptions of the effectiveness of Nike UK's social media marketing strategies and to investigate direct and indirect relationships between Social Media Marketing Effectiveness, Customer Engagement, Purchase Behaviour and Brand Loyalty. The findings offer a differentiated response to this purpose. Overall, the respondents rated Nike's social-media marketing favourably, with Social Media Marketing Effectiveness having the highest mean score across the entire construct. The regression models, however, accounted for only 7.1% of the variation in Customer Engagement, 10.0% in Purchase Behaviour, and 18.1% in Brand Loyalty. The separation between positive perceptions and explanatory power is significant because positive perceptions of social-media activity do not always directly correspond with improved commercial or relational outcomes. Consequently, the results confirm that social-media marketing has an impact on customer outcomes, yet there are other influences at play.
H1 was supported by the significant association of Customer Engagement with Social Media Marketing Effectiveness when Technology Acceptance was controlled (β=.230, p=.004). This discovery resolves the first research goal on the subject of social-media marketing and its ability to help customers. It also aligns with the Customer Engagement Theory, which describes engagement as having a cognitive, emotional and behavioural component (Brodie et al., 2011). Lim and Rasul (2022) also highlight interaction and participation in social-media settings. Thus, the finding helps to affirm that relevant, interactive and credible communication is linked to higher customer attention, participation and emotional response. This reading is also supported by literature that highlights content relevance, personalisation, two-way communication, user-generated content, and influencer credibility as potential engagement factors. The R² value of .071, however, shows that Social Media Marketing Effectiveness only accounts for a portion of the variation in engagement. This indicates that other factors, such as prior attitudes towards Nike, sporting identity, satisfaction, peer influence and platform preference, could also play a role in engagement. H1 thus confirms the importance of social-media marketing but fails to make it the most probable explanation for customer engagement.
The second research goal was to understand customers' perceptions of Nike UK's approach to social media. The descriptive findings were largely positive, suggesting that Nike's digital and social-media campaigns were received well by its audiences. It aligns with literature that talks about Nike leveraging athlete storytelling, influencers, UGC, and platform-specific communication. However, positive perceptions should not be interpreted as a sign that all social-media strategies will yield the same behavioural result. However, engagement can differ across platform and initiative type, as demonstrated in Blut et al. (2023), and isn't just about exposure – it's about authenticity and audience–creator fit, as noted by Sporl-Wang, Krause and Henkel (2025). So the second research question, which was what is the perception of customers toward the tactics, was answered with the descriptive findings; however, it was not shown that all tactics create equal purchase and loyalty.
H2 not supported. Customer Engagement had a significant bivariate correlation with Purchase Behaviour (r=.190, p=.018) and became non-significant when controlling for Social Media Marketing Effectiveness and Technology Acceptance (β=.121, p=.135). This undermines the engagement-to-purchase pathway and weakens the logic of the AIDA heuristic. AIDA suggests a series of steps from attention to interest, desire and action, but today's digital customer journey doesn't always follow that sequence. Customers can interact with Nike content for entertainment, inspiration, information or community involvement without purchasing. Price, product need, availability, income, fit, and past experience can also influence purchase behaviour. This is in line with Dolega, Rowe and Branagan (2021), who raise doubts about whether digital engagement leads to proportional digital commercial outcomes. Importantly, Social Media Marketing Effectiveness remained a significant predictor of Purchase Behaviour (β=.226, p=.006), suggesting that there may be a more direct relationship with purchasing than the path proposed in the study.
Therefore, there was no support for H3. Customer Engagement was statistically correlated with Brand Loyalty (r=.206, p=.011) and was found to have a bivariate positive correlation with Brand Loyalty when controlling for social media marketing effectiveness and purchase behaviour and statistical significance was not achieved with technology acceptance (β=.094, p=.227). This questions the theory that increasing engagement equates with increased loyalty. Morgan and Hunt (1994) emphasise the concepts of trust, commitment and relational value in the theory of Relationship Marketing. The construct of Customer Engagement that was measured in this study, however, primarily reflects attention, interaction, participation and emotional connection. The non-significant H3 result might, therefore, indicate that engagement is not a complete representation of the relational mechanism that results in the development of loyalty. More appropriate for long-term loyalty indicators such as repurchase and recommendation are satisfaction, perceived quality, service experience, value and prior brand experience. Therefore, there is no rejection of Relationship Marketing Theory in the case of H3, but it does mean that engagement is not enough to explain loyalty.
On the other hand, H4 was supported. The effect of Social Media Marketing Effectiveness on Brand Loyalty was still significant even after the researchers accounted for Customer Engagement, Purchase Behaviour and Technology Acceptance (β=.244, p=.002). This will reinforce the direct relationship suggested by the conceptual framework and is consistent with Ibrahim's (2022) meta-analysis, which found a positive relationship between social media and loyalty. The authors of the literature also doubt the order of events. As pointed out by Jai, Tong and Chen (2022), it might be difficult to determine whether positive social media experiences affect a customer's loyalty or whether loyal customers evaluate branded communication in a more favourable way. This is a cross-sectional study and therefore, reverse directionality cannot be ruled out. Furthermore, the Brand Loyalty model explained 18.1% of the total variance, indicating that there was still a significant variance not explained. H4 is not a causal statement, though, just a statistically significant association.
H5 was not supported because Social Media Marketing Effectiveness did not significantly predict Customer Engagement when Technology Acceptance was controlled (β=.106, p=.183). Theoretically, this finding is important since the Technology Acceptance Model emphasizes perceived usefulness and ease of use, whereas the Customer Engagement Theory emphasizes cognitive, emotional and behavioural involvement. While a digital platform might be convenient and easy to use, it doesn't necessarily create a stronger emotional or participative response. Technology Acceptance did not significantly affect Purchase Behaviour in the Purchase Behaviour model (β=.105, p=.184); however, Technology Acceptance was significantly related to Brand Loyalty (β=.179, p=.019). The mixed pattern indicates that digital usability can be a part of the broader customer relationship but it will not fully explain engagement. It also aligns with the theoretical principle that digital outcomes can emerge from parallel processes such as usability, content, credibility, and relational experience.
The mediation analysis was the most direct test of the conceptual framework. H6 and H7 were not operational. The indirect effect of Social Media Marketing Effectiveness on Purchase Behaviour via Customer Engagement was .0367, which was not significantly different from zero given the 95% bootstrap confidence interval [-.0030, .0941]. The indirect effect on the outcome of Brand Loyalty was .0358 with a 95% bootstrap confidence interval of [-.0075, .0873]. Both mediation effects were not statistically significant because both confidence intervals contained a zero. The results of the findings showed that Customer Engagement did not act as the proposed statistical mechanism between Social Media Marketing Effectiveness and Purchase Behaviour, or between Social Media Marketing Effectiveness and Brand Loyalty. This is a critical contribution because it shows that mediation is not assumed merely because of the relationship between Customer Engagement and Social Media Marketing Effectiveness. The result also helps to close the literature gap, which was cited in the dissertation. Engagement is generally explored as an outcome and rarely tested as a formal mediator between marketing perceptions and downstream customer outcomes.
There was no strong mediation, indicating that other psychological or relational mechanisms might play a more significant role. The literature review highlighted prior research that has suggested some variables that might be mediators, including brand trust, brand equity, satisfaction, authenticity and perceived value. There can be mediation of social media effects, however, on brand-related relational mechanisms, not merely engagement, as proposed by Majeed et al. (2021) and Hanaysha (2022). So the results of the current study do not imply that Customer Engagement is not significant. Customer engagement is clearly correlated with the effectiveness of SMM for H1. The data, on the other hand, suggest that there is no significant transmission of the association to purchase or loyalty in this sample.
When combined, the results refine, and do not simply confirm the theoretical model. While there is support from the Social Media Marketing Effectiveness and Engagement from the Customer Engagement Theory, this isn't a complete pathway to Purchase Behaviour or Brand Loyalty. The importance of RMT is that loyalty can be based on trust and commitment, relational values, which can be sustained over a longer period than engagement. TAM does not provide a direct explanation of Customer Engagement as stated, but rather provides a complementary usability point of view. AIDA is still a very good reminder model of the various stages of customer response, but the outcomes are not necessarily definitive evidence of a linear journey from “attention” to “engagement” to “purchase” to “loyalty”.
The low R² values are also of theoretical importance. They argue that statistically significant relationships only account for a partial explanation of the outcome of the customer's experience. Other factors are uncovered in the literature search including product quality, price, privacy concerns, platform features, prior brand attitudes, satisfaction and previous experiences. This unexplained variance is thus in line with the multi-causal approach to customer behaviour. Positive mean scores or individual coefficients alone should not be used to judge statistical significance but along with the explanatory power and plausible alternative explanations.
Overall, the results give a nuanced response to the research questions. H1 and H4 provide direct relationships between Social Media Marketing Effectiveness and Customer Engagement and Brand Loyalty, respectively. After controlling for shared variance among predictors, H2, H3, and H5 were not supported. Indirect effects for H6 and H7 were also not supported as their bootstrap confidence intervals overlapped zero. The study therefore argues that Nike UK's social-media marketing efforts are pertinent to customer engagement and loyalty, but that the impact of stronger social-media marketing on the level of engagement and the impact of engagement on the purchase and loyalty do not constitute a linear progression in which increasing the former inevitably leads to increasing the latter. Instead, the evidence suggests that direct, indirect and parallel customer processes should be taken into account when evaluating social-media marketing effectiveness.
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[bookmark: _Toc238525205][bookmark: _Toc241205746]6.1 Conclusion 
This dissertation measured the effectiveness of Nike UK's social media marketing and its direct and indirect links with Customer Engagement, Purchase Behaviour, and Brand Loyalty. The study also examined whether Technology Acceptance added value in these relationships. A quantitative, cross-sectional, explanatory-correlational design was used, and 154 valid responses were analysed. The results offer a nuanced view of Nike UK social media marketing, rather than an indication that positive perceptions of social media marketing necessarily lead to engagement, buying and loyalty.
Respondents generally had positive views of Nike's social-media marketing and digital environment. The inferential analysis, however, showed that these positive evaluations should be separated from the strength of the relationships among the study variables. After controlling for Technology Acceptance, there was a significant relationship between Social Media Marketing Effectiveness and Customer Engagement (β=.230, p=.004), which supported H1. This suggests that when customers found Nike's social-marketing efforts more positive, they also reported higher engagement. However, only 7.1% of the variance in engagement was explained by the Customer Engagement model, indicating that there are many other factors contributing to engagement beyond those measured in this study.
Purchase Behaviour results were narrower. There was a positive bivariate correlation between Purchase Behaviour and Customer Engagement, but the latter was not a significant independent predictor after the other variables were controlled (β=.121, p=.135). Therefore, H2 was not supported. The overall model accounted for 10.0% of the variance, while Social Media Marketing Effectiveness continued to be significantly related to Purchase Behaviour. The results indicate that positive perceptions of social media are related to purchasing outcomes, yet social media engagement does not adequately explain purchasing behaviour.
Customer Engagement was not a statistically significant independent predictor after the other variables were controlled (β=.094, p=.227), and thus H3 was not supported. However, Social Media Marketing Effectiveness remained significantly associated with Brand Loyalty (β=.244, p=.002), which supported H4. Technology Acceptance was also a significant factor of the model, but it was not significant in predicting Customer Engagement. The model of Brand Loyalty had the highest explanatory power among the three models, accounting for 18.1% of the variance, while most of the variation in loyalty was not captured by the variables used in this study.
One of the main strengths of this study was the direct statistical analysis of the mediation relationships presented in the conceptual model. The indirect effect of Social Media Marketing Effectiveness on Purchase Behaviour via Customer Engagement was found to be .0367, and the 95% confidence interval for the effect was [-.0030, .0941] using PROCESS Model 4 with 5,000 bootstrap samples. The indirect effect on Brand Loyalty was .0358, with a 95% confidence interval (CI) of [-.0075, .0873]. Since both intervals included zero, H6 and H7 were not supported. These data are therefore insufficient to identify Customer Engagement as the statistical mechanism that links favourable perceptions of social-media marketing with Purchase Behaviour or Brand Loyalty.
All of these together, only H1 and H4 were supported; H2, H3, H5, H6 and H7 were not supported. These findings extend the conceptual model by showing that the relationships between digital marketing perceptions and customer outcomes are not linear, from social-media marketing to engagement to purchase to loyalty. Rather, the results indicate that direct and parallel relationships are better suited to explain the observed pattern. Although Customer Engagement is associated with Social Media Marketing Effectiveness, it was not substantiated as the proposed bridge to downstream customer outcomes.
The study thus addresses the primary research question, stating that Nike UK's social-media marketing is viewed positively and has a significant correlation with the most significant customer outcomes, namely Customer Engagement and Brand Loyalty. But its explanatory power is limited, and the associations it found should not be taken as proof that social media marketing is the sole driver of purchasing or loyalty. The wider explanation likely will include aspects of product quality, price, satisfaction, customer trust, service experiences, brand identification and prior service experiences.
Causal direction cannot be drawn from the study because it used non-probability sampling and self-reported measures, and population generalisation is not warranted because it was a cross-sectional survey. The problems are discussed further in Section 6.3. The study helps within these limits by clarifying the difference between perceptions of the positive and explanations of power, between direct relationships and indirect mechanisms, and between statistical associations and causality. It thus offers a scientific basis for generating more specific recommendations for Nike UK's social media strategy.
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The following recommendations are linked to the observed evidence, the study's limitations and specific, measurable actions.
Recommendation 1: Develop a platform-specific engagement-to-outcome measurement framework 
Nike UK needs to measure social-media campaigns in a structured way, separating exposure from engagement and customer outcomes. Reach, impressions, and video completion are indicators of exposure, and saves, shares, meaningful comments, and direct interactions are examples of engagement (Tan and Lim, 2020). These measures should then be linked, if consented customer data allow, to product page visits, app sessions, conversions, repeat purchases, and loyalty indicators. This is crucial because Social Media Marketing Effectiveness was found to be significantly related to Customer Engagement and Brand Loyalty, but the overall explanatory ability of the regression models was modest. Moreover, Customer Engagement did not play a significant role as a mediator between Social Media Marketing Effectiveness and either Purchase Behaviour or Brand Loyalty. Nike UK should therefore not consider likes, views or comments as a direct replacement for commercial or relational results (Ariestya, 2018). A dashboard accessible to campaign managers on platforms could be created for Instagram, TikTok, Facebook and X, so they can compare exposure, engagement and downstream customer outcomes by each platform. This would allow Nike UK to determine which activities are seen, which are interacted with and which activities are most associated with buying and loyalty behaviour.
Recommendation 2: Focus on content relevance, authenticity and interaction quality with ongoing testing
Social Media Marketing Effectiveness was seen as highly correlated with Customer Engagement; Nike UK should continue to invest in social media content which is relevant, credible and interactive. However, the extent of this information is not sufficient, given the abated explanatory power of the Customer Engagement model.
Content features, including storytelling format, content relevance, suitability of the athlete/creator, calls to action, and interactive features should be compared using structured A/B testing by the campaign team (Mohammad et al., 2024). Evaluation should be determined in advance of a campaign to ensure that, at the end of a campaign, the campaign is evaluated on the basis of meaningful outcomes rather than measures of engagement.
Reach isn't the only metric to consider when assessing partnerships with influencers or athletes — content is important, too, as is authenticity and audience fit. Nike UK also needs to keep an eye on the quality of the interactions, the type of feedback comments that the customers have and whether the customer's question or concern has been answered or not (Zahara, 2025). That would imply that social media communication can be "tested" and be a "proven" marketing instrument, not just that more content means more good relationships with customers.
Recommendation 3: Digital usability as an enabling condition rather than engagement
When the effect of Social Media Marketing Effectiveness is controlled, there is no significant association between Customer Engagement and Technology Acceptance. Yet, it was strongly related to Brand Loyalty in the loyalty model. Nike UK should therefore keep improving the usability and convenience of its digital offering, but should also bear in mind that usability is not the same as engagement (Su and Wang, 2024).
Nike's app and checkout process should be flawless and build up from social media content to product information (Aade, 2025). This may include stats such as task completion, checkout abandonment rates, navigation problems, app usability, and conversion rates to identify areas where users may be stumbling.
The goal of usability should be to improve the customer experience, rather than replace good content, customer service, or the value customers are expecting to get out of their purchase (Nwokedi and Nwafor, 2024). A convenient digital solution can remove the obstacles of interaction and purchase, but should be treated as a facilitator and not engagement and/or loyalty.
Recommendation 4: Improve personalisation, but ensure transparency and that customers have control
Customers also want more personalised content and increased transparency about how their personal data is used (Shaikh and Bansal, 2024). Therefore, Nike UK should continue to advance personalised communication, but also make sure personalisation is transparent, proportionate, and under the customer's control.
Clear preference settings and understandable information about how personalised content, recommendations or advertisements are created should be provided to the customers (Gough et al., 2025). Nike UK should also not retarget so much that it upsets customers or diminishes their confidence in the brand.
Personalisation does not have to be judged by response or conversion rates (Abbas, 2024). Other factors like opt-out behaviour, complaints, customer trust and satisfaction need to be taken into account as well. This would help to ensure Nike UK is not overly intrusive, while still remaining relevant.
Recommendation 5: Strengthen customer segmentation and the evidence base for future campaign decisions 
Nike UK shouldn't take the attitude that everyone under the age of 30 will react to social media in the same way (Rasmussen et al., 2021). Future campaign analysis should consider the differences between customer segments, including age group, social media usage levels, purchasing frequency, and other important behaviours.
Differences may occur at the segment level that are not apparent if the person who responds is looked at as a single homogeneous group. For instance, customers who use social media more or less frequently, or who have varying experience with shopping online, can respond differently to influencer marketing, customised content, or interactive campaigns (Gregoric, Nowik and Schorn, 2024).
[bookmark: _Toc241205748]6.3 Limitations and Future Research
This study has some limitations. Firstly, convenience sampling and purposive sampling were employed, so the results are not generalisable to all Nike UK customers (Etikan, Musa and Alkassim, 2016). Respondents aged 25-30 were more numerous, but all intended age groups were represented. The study was also based on self-reported responses to questionnaires, potentially subject to recall bias, social-desirability bias, and common-method variance. Further, the cross-sectional design precludes conclusions regarding causation between the identified relationships.
The models of regression also presented a moderate level of explanatory power, suggesting that additional factors, including trust, satisfaction, product quality, perceived value and brand identification, might affect engagement, purchase and loyalty. The diagnostic tests, however, did not show any serious violations of the regression assumptions.
Future studies should consider larger, more balanced samples, longitudinal or experimental designs, and alternative mediators (including trust, satisfaction, and brand identification). It could explore cognitive, emotional and behavioural engagement separately and include objective behavioural markers if available.
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For all Likert-scale statements, use: 1 = Strongly Disagree, 2 = Disagree, 3 = Neither Agree nor Disagree, 4 = Agree, 5 = Strongly Agree.
	Section
	Question / Statement
	Variable Code
	Measurement / Coding

	Consent & Eligibility
	I confirm that I have read the Participant Information Sheet, understand the purpose of the study and voluntarily agree to participate.
	Consent
	1 = Yes, 0 = No

	
	Are you aged between 18 and 30 years?
	AgeEligibility
	1 = Yes, 0 = No

	
	Are you currently living in the United Kingdom?
	UKResident
	1 = Yes, 0 = No

	
	Do you currently use at least one social media platform such as Instagram, TikTok, Facebook or X?
	SocialMediaUser
	1 = Yes, 0 = No

	
	Are you a current or previous Nike customer/user?
	NikeCustomer
	1 = Yes, 0 = No

	Demographic Information
	What is your age group?
	AgeGroup
	1 = 18–20, 2 = 21–24, 3 = 25–27, 4 = 28–30

	
	What is your gender?
	Gender
	1 = Male, 2 = Female

	
	What is your nationality?
	Nationality
	1 = British, 2 = UK, 3 = Other

	
	What is your highest level of education?
	Education
	1 = Secondary school, 2 = College/A-Level, 3 = Undergraduate, 4 = Postgraduate, 5 = Other

	
	Approximately how much time do you spend on social media each day?
	SocialMediaUsage
	1 = Less than 1 hour, 2 = 1–2 hours, 3 = 2–4 hours, 4 = More than 4 hours

	
	On which social media platforms have you seen Nike content? (Select all that apply)
	Platform
	Multiple response

	
	Instagram
	Instagram
	1 = Selected, 0 = Not selected

	
	TikTok
	TikTok
	1 = Selected, 0 = Not selected

	
	Facebook
	Facebook
	1 = Selected, 0 = Not selected

	
	X
	X
	1 = Selected, 0 = Not selected

	
	YouTube
	YouTube
	1 = Selected, 0 = Not selected

	
	Other
	Other
	1 = Selected, 0 = Not selected

	
	How often have you purchased Nike products during the last 12 months?
	NikePurchaseFrequency
	1 = None in last 12 months but purchased previously, 2 = Once, 3 = 2–3 times, 4 = 4–5 times, 5 = More than 5 times

	Social Media Marketing Effectiveness (Independent Variable)
	Nike's social media content is visually attractive and catches my attention.
	SM1_Visual_attractiveness
	1–5 Likert scale

	
	Nike publishes social media content that is relevant to my interests.
	SM2_Content_relevance
	1–5 Likert scale

	
	Nike's social media content provides useful information about its products and activities.
	SM3_Information_usefulness
	1–5 Likert scale

	
	Nike adapts its content effectively for different platforms such as Instagram, TikTok, Facebook and X.
	SM4_Platform_adaptation
	1–5 Likert scale

	
	Nike's collaborations with athletes and influencers make its social media content more engaging.
	SM5_Influencer_collaboration
	1–5 Likert scale

	
	Content created or shared by Nike customers makes the brand appear more authentic.
	SM6_User_generated_content
	1–5 Likert scale

	
	Overall, I consider Nike's social media marketing to be effective.
	SM7_Overall_effectiveness
	1–5 Likert scale

	Customer Engagement (Mediator)
	I pay attention when Nike content appears on my social media feed.
	CE1_Attention
	1–5 Likert scale

	
	Nike's social media content makes me interested in learning more about its products or activities.
	CE2_Interest
	1–5 Likert scale

	
	I interact with Nike's social media content by liking, commenting, sharing or saving posts.
	CE3_Interaction
	1–5 Likert scale

	
	Nike's social media activities encourage me to participate in polls, challenges, discussions or similar activities.
	CE4_Participation
	1–5 Likert scale

	
	I feel emotionally connected to Nike through its social media communication.
	CE5_Emotional_connection
	1–5 Likert scale

	
	My interaction with Nike on social media strengthens my overall relationship with the brand.
	CE6_Relationship_strength
	1–5 Likert scale

	Purchasing Behaviour
	Nike's social media content increases my interest in purchasing Nike products.
	PB1_Purchase_interest
	1–5 Likert scale

	
	Seeing Nike products on social media increases my intention to purchase them.
	PB2_Purchase_intentionon
	1–5 Likert scale

	
	Nike's social media posts encourage me to visit its website, app or physical store for more information.
	PB3_Store_app_visit
	1–5 Likert scale

	
	Athlete, influencer or customer recommendations on social media increase my confidence in purchasing Nike products.
	PB4_Recommendation_influence
	1–5 Likert scale

	
	Positive experiences with Nike's social media increase my likelihood of purchasing Nike products again.
	PB5_Repurchase_intention
	1–5 Likert scale

	Brand Loyalty
	Nike's social media communication increases my trust in the brand.
	BL1_Trust
	1–5 Likert scale

	
	Regular interaction with Nike through social media strengthens my relationship with the brand.
	BL2_Relationship
	1–5 Likert scale

	
	I would recommend Nike to other people based partly on my experience with the brand online.
	BL3_Recommendation
	1–5 Likert scale

	
	I intend to continue purchasing Nike products in the future.
	BL4_Future_purchase
	1–5 Likert scale

	
	I would choose Nike over similar competing brands when the products meet my needs.
	BL5_Competitive_preference
	1–5 Likert scale

	Technology Acceptance
	Nike's website and digital platforms are easy to use.
	TA1_Ease_of_use
	1–5 Likert scale

	
	Nike's digital platforms are useful for obtaining product and brand information.
	TA2_Usefulness
	1–5 Likert scale

	
	Nike's online channels make it convenient for me to browse or purchase products.
	TA3_Convenience
	1–5 Likert scale

	
	Nike's digital services encourage me to interact with the brand more frequently.
	TA4_Digital_interaction
	1–5 Likert scale

	Future Improvement Preferences
	Nike should provide more personalised social media content based on customer interests.
	FI1_Personalised_content
	1–5 Likert scale

	
	Nike should increase direct interaction with customers through comments, polls, questions and live sessions.
	FI2_Direct_interaction
	1–5 Likert scale

	
	Nike should provide clearer information about how customer data are used for personalised digital marketing.
	FI3_Data_transparency
	1–5 Likert scale
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Construct Items Summary of Response Pattern

Social Media Marketing Effectiveness SM1–SM7

Respondents showed positive perceptions, particularly 

regarding influencer collaboration, content relevance and 

overall effectiveness.

Customer Engagement CE1–CE6

Responses indicated moderate-to-positive engagement, 

particularly relationship strength and emotional 

connection.

Purchase Behaviour PB1–PB5

Respondents showed positive purchase intentions, 

recommendation influence and repurchase intention.

Brand Loyalty BL1–BL5

Respondents showed favourable loyalty, particularly 

future purchase and competitive preference.

Technology Acceptance TA1–TA4

Respondents positively evaluated usefulness, ease of use 

and digital convenience.

Future Improvement Preferences FI1–FI3

Respondents supported personalised content, interaction 

and data transparency.
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Diagnostic Evidence Assessment

Multicollinearity VIF = 1.019–1.133 No material multicollinearity

Normality

Histograms and P-P plots 

broadly acceptable

No major concern

Linearity/homoscedasticity

Residual plots showed no 

strong systematic pattern

Broadly acceptable

Independence Durbin-Watson = 1.854–1.994 No material concern

Influential cases Maximum Cook's D = 0.071 No highly influential case
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Relationship Indirect EffectBootSEBootLLCIBootULCI Decision

SMM → CE → Purchase Behaviour 0.0367 0.0246 -0.003 0.0941Not significant

SMM → CE → Brand Loyalty 0.0358 0.024 -0.0075 0.0873Not significant
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Dataset-Shihab-Final. xlsx


Dataset-Shihab-Final.xlsx
Dataset

		Consent		Age eligibility		UK resident		Social media user		Nike customer		Age Group		Gender		Nationality		Education		Social Media Usage		Nike Purchase Frequency		SM1_Visual_attractiveness		SM2_Content_relevance		SM3_Information_usefulness		SM4_Platform_adaptation		SM5_Influencer_collaboration		SM6_User_generated_content		SM7_Overall_effectiveness		CE1_Attention		CE2_Interest		CE3_Interaction		CE4_Participation		CE5_Emotional_connection		CE6_Relationship_strength		PB1_Purchase_interest		PB2_Purchase_intention		PB3_Store_app_visit		PB4_Recommendation_influence		PB5_Repurchase_intention		BL1_Trust		BL2_Relationship		BL3_Recommendation		BL4_Future_purchase		BL5_Competitive_preference		TA1_Ease_of_use		TA2_Usefulness		TA3_Convenience		TA4_Digital_interaction		FI1_Personalised_content		FI2_Direct_interaction		FI3_Data_transparency		Instagram		TikTok		Facebook		X		YouTube		Other

		1		1		1		1		1		1		1		3		2		4		2		2		3		2		3		3		4		2		3		3		3		3		3		2		3		5		4		5		4		3		3		3		5		4		5		5		5		4		4		4		3		1		1		1		1		0		0

		1		1		1		1		1		3		1		3		2		4		2		4		4		2		3		3		4		3		2		2		3		3		2		3		4		4		4		4		3		3		4		3		3		4		2		4		3		3		3		3		3		1		1		0		0		1		0

		1		1		1		1		1		3		1		3		2		1		1		3		5		5		5		4		5		4		3		3		3		4		3		3		4		3		3		5		3		3		4		3		4		4		1		2		1		3		4		3		4		1		1		0		0		0		0

		1		1		1		1		1		3		1		3		2		4		3		4		4		3		3		4		4		3		1		2		2		2		2		1		3		5		5		4		4		3		3		3		3		3		4		3		3		4		4		3		3		0		0		1		1		1		0

		1		1		1		1		1		3		1		3		2		1		1		5		5		5		5		5		5		5		3		4		4		4		3		3		2		5		3		3		3		4		4		4		3		3		4		5		5		5		2		3		3		1		0		1		1		0		0

		1		1		1		1		1		1		1		2		2		4		2		4		3		3		4		5		4		3		3		4		2		4		2		3		1		2		3		3		2		3		4		4		4		3		4		4		4		4		3		4		4		1		1		1		0		0		0

		1		1		1		1		1		3		1		3		2		4		1		4		3		4		3		4		4		4		4		4		3		3		3		4		4		4		3		5		4		3		3		2		2		3		4		4		3		3		4		4		4		0		1		1		0		0		1

		1		1		1		1		1		3		1		3		4		2		2		2		3		3		3		4		3		3		2		3		3		4		3		3		4		4		3		5		5		3		2		3		3		2		5		4		5		4		3		1		3		0		1		1		0		1		0

		1		1		1		1		1		3		1		3		4		2		1		4		4		4		3		4		4		3		5		4		4		4		5		4		5		5		5		5		5		3		3		4		3		3		4		4		4		5		4		4		3		1		0		1		0		0		1

		1		1		1		1		1		3		1		3		4		4		3		3		3		3		3		3		4		4		3		2		3		3		3		2		3		5		3		5		4		5		4		4		5		5		4		5		5		3		4		3		4		0		1		1		0		1		0

		1		1		1		1		1		3		1		1		4		4		2		4		4		3		4		5		4		3		3		3		2		3		2		3		4		3		3		3		4		3		3		3		4		3		5		5		5		5		4		4		5		0		1		1		0		0		0

		1		1		1		1		1		3		1		2		4		3		3		3		3		3		3		3		3		4		2		3		2		3		3		3		4		3		1		4		2		4		4		2		4		4		4		5		5		3		5		3		5		0		1		0		0		1		0

		1		1		1		1		1		2		1		3		4		4		1		3		3		3		2		3		3		1		2		2		3		2		2		2		4		3		3		3		3		2		4		4		3		4		3		3		3		3		4		3		3		1		1		0		0		0		1

		1		1		1		1		1		3		1		3		4		4		2		3		4		4		4		3		5		2		5		5		4		5		5		5		2		3		4		4		5		3		4		5		5		3		4		4		4		4		4		4		5		0		0		1		0		1		1

		1		1		1		1		1		3		1		3		4		4		2		5		4		4		5		5		4		4		5		5		4		4		4		4		4		3		3		3		4		2		3		4		4		3		3		3		3		4		3		2		3		1		0		0		1		1		1

		1		1		1		1		1		3		1		3		3		2		3		4		4		5		5		5		5		4		3		4		4		5		5		4		3		4		3		4		4		4		2		3		3		5		4		4		3		3		5		5		5		0		1		0		0		1		0

		1		1		1		1		1		3		1		3		4		4		3		4		4		5		4		5		4		4		4		4		2		4		3		3		4		5		5		5		4		4		4		5		5		5		5		5		4		5		2		3		2		1		0		1		0		1		0

		1		1		1		1		1		3		1		3		3		4		2		5		5		4		4		5		4		4		2		2		1		1		3		2		3		3		3		4		3		2		3		4		3		3		3		5		3		3		3		2		3		1		0		1		0		0		0

		1		1		1		1		1		3		1		2		4		3		2		5		5		5		5		5		5		5		4		4		3		4		5		4		3		5		4		5		4		4		5		4		4		4		4		5		4		4		4		3		4		0		1		1		0		0		0

		1		1		1		1		1		3		1		3		4		4		3		4		3		4		3		4		4		5		2		3		3		3		3		2		3		3		2		2		4		5		5		5		5		5		2		4		3		3		4		3		3		1		1		1		0		0		0

		1		1		1		1		1		3		1		3		4		4		3		5		4		4		4		5		5		4		5		5		4		3		5		4		5		5		5		5		4		4		4		4		4		4		3		4		5		4		3		3		3		0		1		1		0		1		0

		1		1		1		1		1		3		1		3		4		2		3		5		5		4		3		5		5		5		3		2		2		2		4		3		5		5		5		5		5		4		4		4		5		5		3		3		2		4		3		5		4		1		1		1		0		0		0

		1		1		1		1		1		3		1		2		3		2		3		3		3		3		3		4		3		4		3		3		3		3		3		4		1		1		1		1		1		2		3		2		4		3		3		4		3		4		3		3		2		1		1		1		0		0		0

		1		1		1		1		1		3		1		3		4		2		1		5		4		4		4		5		4		5		4		4		5		3		3		5		4		4		4		5		4		5		4		3		4		5		5		5		5		4		4		5		4		0		1		1		0		1		0

		1		1		1		1		1		3		1		3		4		2		2		5		5		5		4		5		5		5		4		4		3		3		5		4		5		4		3		5		4		4		5		4		4		4		2		5		3		2		4		4		3		0		1		0		0		1		0

		1		1		1		1		1		3		1		2		4		2		3		3		3		3		2		3		4		2		1		2		2		1		2		3		3		3		3		3		2		2		3		3		3		2		2		2		2		2		4		4		4		0		1		1		0		0		1

		1		1		1		1		1		2		1		3		4		2		3		4		3		4		3		4		4		4		3		4		3		3		3		3		4		3		4		4		5		2		3		4		4		4		3		3		3		2		3		5		4		1		1		1		0		0		0

		1		1		1		1		1		2		1		3		4		4		2		5		4		5		4		5		5		5		4		4		4		5		4		4		4		5		5		4		4		5		5		5		5		5		5		5		5		5		4		4		4		0		0		1		0		1		0

		1		1		1		1		1		2		1		3		4		4		2		4		4		4		3		5		4		4		5		4		4		4		5		5		2		3		3		2		5		3		3		4		4		4		3		4		3		4		4		3		3		0		1		0		0		1		0

		1		1		1		1		1		2		1		3		4		2		3		2		3		3		2		2		3		3		3		3		2		3		3		2		3		3		3		3		4		3		3		4		3		4		2		3		4		1		3		3		4		1		1		1		0		0		0

		1		1		1		1		1		2		1		3		4		4		3		4		5		4		4		5		4		4		4		4		3		4		3		3		3		2		3		3		3		4		3		4		4		5		3		3		4		4		3		3		4		1		1		1		0		0		0

		1		1		1		1		1		2		1		3		4		4		3		4		5		3		3		4		3		4		4		4		3		3		3		3		3		4		4		5		4		4		3		4		4		4		5		4		5		5		5		4		4		1		1		0		1		0		0

		1		1		1		1		1		3		1		3		4		4		3		4		4		4		5		5		3		5		4		4		4		5		4		5		3		3		3		3		2		2		3		3		4		3		2		2		4		4		4		4		4		1		1		1		0		0		0

		1		1		1		1		1		3		1		2		4		4		2		4		5		4		4		5		4		5		4		3		4		4		5		4		2		4		2		2		2		2		3		3		4		2		3		4		3		3		3		3		2		1		0		0		1		1		0

		1		1		1		1		1		3		1		3		3		3		3		4		4		3		3		3		4		3		4		5		4		4		4		5		5		5		5		4		5		3		4		3		3		4		5		5		4		4		3		3		3		1		1		0		0		1		0
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APPLICATION FOR ETHICAL APPROVAL – INTRODUCTORY NOTES



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: 

“[C]reative 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 (academic staff or support staff);

· Individuals holding honorary title from the University;

· Postgraduate research students;

In all of these cases ethical review is required regardless of discipline.



The individual undertaking the research activity is known as the lead researcher.



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



For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:



		1

		Does your research involve <<something specific>>?

		YES

		Appendix

		NO

		



		2

		Have you completed appendix <<N>>? 

		YES

		√

		NO

		







Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.



		

		

		

		

		





		Return to the main form







NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it.



Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form.



Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form.








APPLICATION FOR ETHICAL APPROVAL

SECTION A: About You (Lead Researcher)

		1

		Full Name:

		Ronok Ahmed Shihab



		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:

		Swansea Business School





		4

		Campus:

		Swansea Campus





		5

		E-mail address:

		2506432@student.uwtsd.ac.uk





		6

		Contact Telephone Number:

		07951564740





		7

		Project Title

		Effectiveness of Social Media Marketing on Customer Engagement in the UK: A Case Study of Nike UK.





		8

		Proposed Start Date

		

05/05/2026

		Proposed End Date

		





		For students:



		9

		Student Number:

		Ronok Ahmed Shihab



		10

		Programme of Study:

		MBA



		11

		Director of Studies/Supervisor:

		Ben Chong







SECTION B: Grant or Contract Funding 

		1

		Has your research been awarded, applied for, or intend to apply for external funding?

		YES

		

		NO

		√



		2

		Have you completed appendix 1? 

		YES

		√

		NO

		







[bookmark: SEC_C]SECTION C:  Internal and External Ethical Guidance Materials

		Ethical Guidance Documents

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 Policy

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		UWTSD Open Access Publications Policy

		☒



		4

		UWTSD Export Control Policy 

Required if Appendix 8 completed

		☐

		5

		UWTSD Trusted Research and Innovation Policy 

Required if research is taking place outside the UK

		☐



		6

		UK GDPR and the Data Protection Act 2018

		☒









[bookmark: SEC_D]SECTION D: External Collaborative Research Activity 

		1

		Does your research involve collaborating partners at another institution or organisation?

		YES

		

		NO

		√



		2

		Have you completed appendix 2? 

		YES

		

		NO

		√







[bookmark: SEC_E]SECTION E: Details of Research Activity

		Aims, Vision and Approach of the Research (maximum 200 words per section)

Please outline what are you hoping to achieve with your proposed work and how will you deliver it?



		1

		Research aims and objectives



		The main aim of this research is to evaluate the effectiveness of social media marketing strategies used by Nike UK in improving customer engagement and brand interaction.

The main research questions are:

· To determine how social media marketing can be used to improve customer engagement in the UK retail industry.

· To assess the social media marketing tactics that Nike UK implements in digital media, including Instagram, Tik Tok, Facebook, and X.

· In order to test the effects of social media content on the customer interaction, purchasing behaviour and brand loyalty.

· The aim of the synthesis is to develop a relationship between digital marketing activities and the performance of customer engagement at Nike UK.

To offer suggestions on the means of enhancing social media marketing techniques in organisations within the UK.



		2

		Vision



		The aim of this research is to gain a more in-depth understanding of the role of social media marketing in customer engagement and brand interaction in the UK retail industry, specifically Nike products. This research will establish what the successful digital marketing strategies are for an organisation to establish a better relationship with their customers using social media like Instagram, TikTok, Facebook, and X. Another objective of this research is to offer valuable information about the influence of online content, influencer marketing and digital communication on customer behaviour, purchasing and brand loyalty. The study aims to illustrate how Nike UK can leverage social media to enhance customer satisfaction and sustain a competitive edge in today's digital landscape. In the future, the study will help businesses, marketers, and researchers to comprehend the increasing role of social media marketing in retail sectors. The study results will be valuable to the academic community and offer actionable insights to enhance digital marketing performance and customer engagement tactics. In general, the vision of the research is to motivate the organisations to use more innovative, customer-oriented and effective social media marketing strategies in the UK business environment.



		3

		Approach



		The aim of this research is to assess the effectiveness of the social media marketing tactics that Nike has adopted in enhancing customer interaction and engagement in the United Kingdom retail sector. The research will explore the impact of platforms like Instagram, TikTok, Facebook and X on customer engagement, buying habits, and brand loyalty. It will also examine the link between the digital marketing activities and the performance of customer engagement and make recommendations to enhance the social media marketing activities in UK organisations. Theories that will be used in the research are Theories of Customer Engagement, Theories of Relationship Marketing and Theories of Technology Acceptance Model (TAM). The literature review will be supported by previous studies related to social media marketing, influencer marketing, online branding and consumer behaviour. Judicious academic journals, industry reports, and Nike annual reports will be utilised. Quantitative method research design will be used. Primary data will be gathered using online surveys and secondary data will be obtained from company reports, academic research papers and social media analytics. The target participants will be those who are customers of Nike, students at universities, people who use social media, and digital marketing professionals in the United Kingdom. Convenience and purposive sampling techniques will be used and a total of 80-120 participants will take part in the questionnaire.

(this box should expand as you type)



		4

		Location of research activity

Identify all locations where research activity will take place.



		· UWTSD Campus Carmarthen

· National Museum of Wales, Cardiff

· Trinity College, Dublin, Republic of Ireland

· Queens University, Belfast

· MetalFab Ltd., Bristol







		5

		Will any of your research be undertaken outside of the UK?

		YES

		

		NO

		√



		6

		Have you completed any of appendix 3? 

		YES

		

		NO

		√







[bookmark: SEC_F]SECTION F: Research Methods 

		Will the research activity include:

		YES

		NO



		[bookmark: _Hlk153204538]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:





		

		







SECTION G: Research Participants 



		Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.



		1

		Does your research involve human or non-human participants?

		YES

		Human Participants only

		NO

		









		Participant numbers and source

How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?



		1

		How many participants will be recruited and how was the number decided upon?

		This study is designed to include 80-120 participants. The sample size of 100 is deemed to be a good size for a study of a survey type, that examines customer engagement in the context of social media marketing effectiveness. The sample size in this range should give adequate information to detect patterns, trends, and relationships between Nike customers' social media marketing and their engagement. The number of samples is also small enough that it can be obtained within the time frame and available resources for conducting the research.



		2

		Who will the participants be?

		The age of the participants will be from 18 to 30 years old and should be current or past Nike consumers. The age group chosen for the study is the younger community due to the fact that this is one of the more active consumer groups on social media platforms and thus has the greatest potential to engage with Nike's social media marketing activities. Participants can be University students, young professionals and other consumers who know Nike and have interacted with the brand on social media.



		3

		How will you identify the participants?

		Convenience sampling will be used to determine participants. The researcher will go to the areas of the University campus and ask people to participate in the study. Persons will be given screening questions prior to accessing the survey to validate their age (18–30) and previous Nike product purchase or use. The data will be gathered from an online questionnaire by Google Forms. Participation will be voluntary, to ensure that there is no coercion possible. The researcher will explicitly inform the participant that they are not required to take part, and that not taking part will not bring them any harm. There will be no professional or academic or supervisory relationship used to influence participation.



		4

		Will you be excluding any groups of people, and if so what is the rationale for that?

		Yes the following groups will not appear:

1. The study is conducted on adults, thus, ethical specifications of research involving minors are avoided.

2. The study focuses on the attitudes of younger consumers who are more likely to actively use social media marketing. People who have never bought or used Nike products: The study aims to explore the engagement of customers with Nike's social media marketing efforts; therefore, those who have no prior experience with the brand are required to give meaningful answers.

The exclusion criteria are intended to provide good information from participants for the purposes of the research.



		5

		Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study

		No. No deception will be used in the research. Before consenting to participate, participants will be given clear information about the purpose of the study, what participation will involve, the ways in which the data will be used, and what their rights are as a participant.



		6

		Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 

		The participants will be told that participation is totally voluntary and they are free to stop participating in the study at any time without giving a reason. You may terminate the survey at any time before it is submitted. Participants can request to have their data removed from this project within 14 days of the survey, by contacting the researcher with the contact information listed on the Participant Information Sheet and Consent Form. From this point the answers to the survey questions will be anonymised and form part of the overall data-set and analysis. Once anonymisation has taken place, it will no longer be possible to identify and remove individual responses. It will be clearly explained to the participants before consent is obtained that it will be limited.



		7

		How long will the participant have to decide whether to take part in the research?

		Potential participants will be given the Participant Information Sheet before taking part in the survey. They will have adequate time to read information, think about participating, and have any questions if asked. No time limits for deciding. Each participant has the option of participating or not participating before taking the questionnaire and will be told whether or not they participate prior to beginning the questionnaire.



		8

		What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?

		The following arrangements have been made to assist participants in understanding and access:

· The Participant Information Sheet, Consent Form, and survey questions will use simple and easy-to-understand language without technical jargon, whenever possible.

· The survey is to be administered online using Google Forms, so the participants can take their time to complete the forms and do so in the setting of their convenience.

· Researcher support: Participants will be given the researcher's contact information and they can ask questions about the study before participating.

· Flexible access: participants can fill in the questionnaire on their computer, tablet or their smartphone, making it more accessible and convenient.

These are designed to allow participants to know what is required for the study and to give informed consent prior to participation.













SECTION H: Research with Vulnerable People 

		1

		Are your participants classed as vulnerable people?

		YES

		

		NO

		√



		2

		Have you completed appendix 4? 

		YES

		

		NO

		√







[bookmark: SEC_I]SECTION I: Research Involving Animals 

		1

		Are your participants non-human animals?

		YES

		

		NO

		√



		2

		Have you completed appendix 5? 

		YES

		

		NO

		√







[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service

		1

		Are your participants staff or offenders within the Prison Service or the Probation service?

		YES

		

		NO

		√



		2

		Have you completed appendix 6? 

		YES

		

		NO

		√







[bookmark: SEC_J]SECTION K: Health and Social Care Research

		1

		Are your participants selected due to their health or social care needs?

		YES

		

		NO

		√



		2

		Have you completed appendix 7? 

		YES

		

		NO

		√







[bookmark: SEC_L]SECTION L: Types of Personal Data

		Personal Data

Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153191083]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 and transcription of such are considered to be personal data.

		√☐

		☐



		

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

		

		



		Personal data collected from participants will be as follows:

Participants will not be asked to give their names. Participants can however be requested to provide an email address if they want to be contacted with more information concerning the study or exercise their right to withdraw their data within the withdrawal period defined. Data describing the sample will be collected including age range, gender, educational status and nationality, to explore whether there are differences in customer engagement across these groups.

Participants will be asked to fill in an online questionnaire which will include questions about their use of social media, involvement in Nike's social media marketing campaigns, social media content they think Nike has produced and their purchasing behaviour. These responses are required to fulfill the research aims and test the results of social media marketing's impact on customers.

Participants will be asked to give informed consent before taking the survey. Records of consent will be kept to show adherence to ethical and legal standards for research with human subjects. Personal data will only be collected where this is needed to enable the research objectives to be met. The survey will be designed to not collect unnecessary personal or sensitive information. Wherever possible, participation will be anonymous and participants will not be asked to give their contact details unless they choose to do so for the purpose of withdrawing from the study.

If an email address is obtained it will be kept separate from any other data obtained in the survey and only used for communication associated with the study. These contact details will be removed after conclusion of the data collection period as well as the withdrawal period.

Responses of the survey will be downloaded from Google Forms and will be saved in a secure manner on password protected devices and secure university approved cloud storage that the researcher and research supervisor will have access to only. Data will be kept secure in compliance with the General Data Protection Regulation (UK GDPR) and the Data Protection Act 2018.

Once the data has been gathered, all responses will be anonymised. Potentially identifying information given by participants will be stripped away before analysis. The anonymous data will only be used for academic research, reporting and publications.

Research data will be kept securely for five years after the study, per the university research data management policy. All electronic data will be permanently and securely removed after this retains.







		Special Category Data 

Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153206093]2

		Racial or ethnic origin

		☐

		☒



		3

		Political opinions

		☐

		☒



		4

		Religious or philosophical beliefs

		☐

		☒



		5

		Genetic, biometric or health data

		☐

		☒



		6

		Sex life or sexual orientation

		☐

		☒



		7

		Trade union membership

		☐

		☒



		If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:



		8

		



		9

		Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:



		Data minimisation measures

The research has been planned in such a way that only the minimum amount of personal data is collected that is required for the research objectives. The following measures illustrate compliance with the data minimisation principles:



Data on recruitment and consent

Participation will be anonymous, to the maximum extent possible. The participants will not need to submit their names. An email address will only be captured if participants would like to use their withdrawal rights within the withdrawal period or request additional information on the study. Data will be collected and separate from contact information and only kept during the data collection and withdrawal period.



Demographic data

Demographic data will be restricted to those variables that are directly relevant to research purpose, such as age range, gender, nationality and educational status. These variables are required to define the sample and to investigate any difference between the different demographic groups in terms of customers' engagement. Unnecessary personal identifiers, such as exact dates of birth, home addresses or telephone numbers will not be gathered.



Survey data

The questionnaire is targeted at participants' social media use, their engagement in Nike's social media marketing strategies, their attitude towards Nike's social media messaging and purchasing behaviour. Questions are intended to explore research goals and are not overly intrusive in personal information. No other unrelated personal life, politics, religious beliefs, health issues or other sensitive information will be requested of participants.



Online data collection

Google Forms will be used to gather data. The survey will not gather any information other than information required for running the survey platform, including IP addresses, location tracking data or any other digital identifier.



Anonymisation

All response to the surveys will be anonymous as soon as reasonably possible after the withdrawal period. The dataset will be anonymized by removing any information that may help to identify a participant prior to analysis. Anonymised data only will be stored for analysis and used in academic publications.



No data collected of special category nature:



The research will not seek and will not systematically collect special category data as defined under UK GDPR e.g. racial or ethnic origin, political opinions, religious beliefs, trade union membership, genetic data, biometric data, health data, data concerning sexual orientation. If participants provide such information in open-ended answers to survey questions, it will be deleted during anonymisation, unless it is directly relevant to the research objectives and it is voluntary and clearly expressed.



		10

		Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:



		For several reasons, it is not likely that this research will cause significant harm or distress to the participants when it comes to processing personal data. The participants are adult consumers (18-30 years) who are being asked about their experience with Nike products and Nike's social media marketing. This research topic is not sensitive, intrusive or potentially distressing, but is concerned with everyday consumer behaviour. Second, the data gathered focuses only on the fundamentals of the social media habits, customer interaction, and shopper behavior. There will not be any systematic data collected of special category data.

Thirdly, participation is informed and consensual. The Participants will be presented with a Participant Information Sheet, which will provide information about the purpose of the research, what participation will involve, how the data will be used, and the rights of Participants. The participant is free to refuse answering any question and can leave the study at any time during the withdrawal period without any negative consequences. Fourth, the anonymity of the participants will be maintained by separating the contact information from the answers to the questionnaire, by anonymizing data as quickly as possible, by having the electronic files stored securely and only accessible by the researcher and the supervisor. All data will be kept in secure locations on the university network through passwords, following university's data management regulations and UK GDPR requirements. Fifth, results will be presented in summary. The identities of individual participants will not be disclosed in any dissertation, presentation, publication or other research product. Because the research is not sensitive in nature, is voluntary, participants give informed consent, confidentiality is maintained, and data is handled securely, the interests of the participants are protected throughout the research process.







		11

		Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:



		The information gathered for this study will only be utilized for academic purposes to explore how effective social media marketing is at engaging customers in the case of Nike UK.

No data will be used to make decisions regarding the individuals who are participating in the activity or to take any action that will impact on the individuals. The subject of the research is not the assessment, evaluation, profile or judgment of participants. The data collected in the survey will not be passed to any other company or organisation that may be able to use it to make decisions regarding the survey participants, including employers, schools, government organisations, Nike UK. The analysis of data will be based on overall trends, patterns and relationships among the sample as a whole, rather than individual responses. Findings will be presented in summary (aggregate) form, through statistical summary and thematic observation as appropriate. The information about the participants' contact will only be used for the management of the rights of the participant and will not be used for marketing, promotional activities, customer profiling or for purposes other than the research. Wherever possible, data should be anonymised, at point of capture or after collation. In the case of data which cannot be anonymised, and for which pseudonymisation is not feasible, explain why it is not feasible. Where special category data cannot be anonymised, there should be explicit consent for sharing that data, unless there are good reasons not to.





		12

		Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.



		In this study all data gathered will be anonymised. The participants will not be asked to give their names in the survey process. Withdrawal requests will be collected in any email address entered and will be stored separately from the answers to the questionnaire and deleted after the withdrawal period. Open-ended responses will be reviewed prior to analysis to remove any information that might identify the respondent, and this information will be removed from the survey responses when they are downloaded from Google Forms. After anonymisation, each individual identifiable in the data will not be able to be identified as such. Data will only be stored in an anonymised format for analysis and reporting. The results of the research will be reported in a summary rather than identifying any individual participant. The study does not aim to gather special category data. If a participant gives a free choice response that contains special category information, this information will be deleted when making the data anonymised, except where it is directly relevant to the research objectives and where special consent has been given to include it. All research data can be anonymised effectively and therefore no personal research data will be used in the dissertation, publications, presentation or in any other research outputs.





		13

		If special category data cannot be anonymised, will you obtain explicit consent to share that data?

		YES

		NO

		N/A



		

		

		☐

		☐

		☒







SECTION M: Participant Information and Consent 



		Information for participants

It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 

		YES

		NO

		N/A



		[bookmark: _Hlk156475507]1

		Will you obtain written consent for participation?

		☒

		☐

		☐



		2

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

		☒

		☐

		☐



		3

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		4

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

		☒

		☐

		☐



		5

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

		☒

		☐

		☐



		6

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

		☒

		☐

		☐



		7

		Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 

		☒

		☐

		☐



		8

		If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?

		☒

		☐

		☐



		9

		Will you give participants the UWTSD Privacy Notice for Research?

		☒

		☐

		☐



		If you have answered NO to any of questions M1-M9, please provide justification detailing why this is necessary for the research.  



		10

		



		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 the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 



		11

		A Participant Information Sheet will be given to potential participants prior to the research. The purpose of the study, the research objectives, what participation will involve and the estimated time required, and what type of questions will be asked will be made clear in this document. It will also inform students that participation is voluntary, they can opt out at any point prior to anonymising the data, that all information will be maintained in a confidential manner and solely for academic purposes. Information on the researcher's contact will also be provided to enable participants to request further information or ask questions before deciding to participate. The Participant Information Sheet will be read, and participants will complete a Consent Form prior to participation in the study. The consent form will include a statement that participants have read and understood the information given, that they had the chance to ask questions and that they have agreed to participate in the research on their own free will. Consent will be documented on a signed written consent form for in-person participation, and on an electronic consent form checkbox for online surveys. Consent of each participant must be obtained before any data collection is done.



		Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  



		Please detail how you will treat confidential information:



		12

		I will not publish information of the respondents to others.



		Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.
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		1. Participant Consent Form

2. Participant Information Sheet



		14

		Consent form attached?

		YES

☐

		NO

☐

		N/A

☐







SECTION N: Research with Potential Military Application

		1

		Does your research have any potential military application?

		YES

		

		NO

		√



		2

		Have you completed appendix 8? 

		YES

		

		NO

		√







[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☒

		☐

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☒

		☐

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		Data classification and graphics can be created accurately through using AI without breaching any type of code of ethics for conducting the research. 















Section P: Research Data Management Plan



		1

		Data Summary



		This research aims at collecting both primary and secondary data to analyse the effectiveness of social media marketing strategies employed by Nike in enhancing the customer engagement. Primary data will consist of responses from an online questionnaire and possible semi-structured interview data from social media users, university students and Nike customers in the United Kingdom. Secondary data will comprise academic journals, Nike annual reports, social media analytics reports, marketing publications and online campaign materials. The data gathered will primarily be quantitative survey data, interview data, customer feedback, and digital marketing data.



		2

		Responsibilities



		The researcher will be mainly responsible for data management throughout the project. Tasks will involve data gathering, arranging, storing, analysing and safeguarding data. Supervisors/partner institutions will guide on ethical standards, Data Security, and research quality. The researcher will maintain confidentiality of all data collected and follow all university research policies.



		3

		Assessment of existing data



		For this research, existing data sources consist of academic articles, industry reports, company reports, and analytics of social media marketing and customer engagement on social media. These sources have background information and theory. But little research exists that is specifically targeted towards Nike UK and social media as a channel of customer engagement in the UK retail sector. Thus, primary data collection using questionnaires and interviews is needed to bridge this gap and get new results. 



		4

		Management and curation of data



		Response data will be systematically collected in folders, spreadsheets and digital documents. The survey data will be entered into the computer using a code and then saved in a Microsoft Excel file, and the interview responses will be saved in a Word document. All files will be clearly marked and dated for easy access and understanding. Consent forms will also be meticulously recorded throughout the project along with research notes and references.



		5

		Quality assurance of data



		Questionnaires will be well-designed and reviewed before being distributed to ensure data quality. Pilot testing can be done to detect errors or vague questions. Data will be reviewed periodically to prevent any data entry errors and redundancies. All interview recordings and transcripts will be thoroughly checked for accuracy. Secondary Data will be used from reliable academic and industry sources to enhance content validity.



		6

		Short-term data storage



		All information will be kept in a secure manner on the computers with a password and on a secure cloud drive (Google Drive or OneDrive) during the research. Data will be backed up on a regular basis to avoid data loss. Only the researcher and academic supervisor will have access to the data. The personal data of participants will be kept confidential and will be safeguarded by data protection guidelines. 



		7

		Long-term data storage and preservation 



		Significant research data—survey results, interview recordings, analysed results—will be retained for future academic reference. The data could be deposited in the university research repository or to secure digital storage systems. The research data will normally be retained for around five years in line with university policy and research ethics requirements. All the data gathered for sharing will be anonymised to ensure the confidentiality of participants.



		8

		Documentation and metadata



		The research data will consist of questionnaires, interview guides, consent forms, coding sheets, and reference lists. Information about collection dates, categories of participants and research methods will also be documented. Good documentation will aid future researchers in understanding the context, structure and purpose of the collected data.





		9

		Data sharing



		This research can be disseminated in academic publications or presentations or published in the future. The anonymized data may also be made available to researchers for educational research. Data sharing will not be used before the research is completed and ensure participant confidentiality. Restrictions may apply to personal or sensitive information. All privacy and ethical issues will be tackled by anonymizing the information before sharing. The data will be available for free for academic purposes and no fees will be charged for this data.



		10

		Copyright and intellectual property ownership



		The copyright and Intellectual Property Rights (IPR) of the newly generated research data will belong to the researcher and the university according to institutional policies. Any secondary data sources utilized in the study will be retained by the original authors and publishers.



		11

		Resources



		This research will involve using resources such as Internet access, online survey tools, Microsoft Office software, cloud storage, and academic databases. Digital storage systems and university resources will be the primary means of storage and the associated costs are anticipated to be low. These expenses will be arranged by the researcher or using University facilities. Long term storage is suitable as the research data may be of future academic interest.







SECTION Q: Risk Assessment 



		
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



		[bookmark: _Hlk152919011]

		

		☒

		☐



		Risks to participants, researchers, and the University 



		2

		Social risks: disclosures that could affect participants standing in the community, in their family and their job.

		YES

		NO



		

		

		☐

		☒



		Social risks are low but not insignificant. The participant(s) are allowed to make statements regarding Nike UK, social media marketing, influencers, advertising, buying habits, and brand loyalty, that they don't want attributed to them in public. Digital marketing professionals can also post their business insights and opinions on marketing techniques, the efficacy of platforms, or industry practices that may be offensive if associated with their company. The survey is online and the answers are anonymous but the response is free so there is a possibility that the participant may unknowingly release identifying information about themselves or others in the free text response section.



		Data minimisation and anonymisation

In the survey, no names or personal identifiers or employer information will be sought except as necessary for the purposes of demographic analysis. Open-ended responses which include identifying data will be anonymized during data preparation.

Separate storage of contact information

Participant contact information will only be retained separately from survey responses if it is also requested for follow-up or withdrawal requests and will be removed at the end of the withdrawal period.

Confidential reporting

Only summary (e.g., percentages, averages, thematic summaries) will be reported. No one will be identifiable as an individual in publications or in presentations.

Participant control

The participants will be told that they can refuse to answer any question they do not want to answer and they will be able to withdraw their data within the withdrawal period mentioned.

Restricted access

Survey data will only be made available to the named researchers and identifiable information will be kept securely following the requirements of data management within UWTSL.



		3

		Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation

		YES

		NO



		

		

		☐

		☒



		No legal risks are anticipated. The research is about social media marketing and customer engagement in UK retail context and not about illegal activities, financial advices, regulated activities likely to lead to criminal/civil liability. The study will comply with UK GDPR and the Data Protection Act 2018. All data collected, stored and processed will be in keeping with UWTSD Research Data Management Policy.

		Informed consent

Prior to completing the survey, each participant will be given a clear Participant Information Sheet and consent statement.

Data protection compliance

Data will be kept securely and the data will only be released to the research team and will only be kept for the time approved.

Handling unexpected disclosures

It is improbable but participants will be told if they tell information about serious illegal activity or risk of harm, researchers may have to act in line with legal and ethical duties.



		4

		Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.

		YES

		NO



		

		

		☐

		☒



		Economic damage is expected to be minimal. All participants will be asked to fill in a voluntary online questionnaire on social media use and engagement with Nike UK. They’ll never have to provide banking information, financial account information or commercially sensitive information. The research is not about buying, paying or financial transactions.

		As with all other anonymisation and data protection practices, no information that could potentially cause financial loss will be released.







		5

		Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.

		YES

		NO



		

		

		☐

		☒



		The risk of damage to the reputation is not considered significant. This study employs the traditional scientific quantitative research methods in examining social media marketing and customer engagement. The topic is in line with the mainstream marketing and consumer behaviour research and is not controversial interventions or misleading practices.

		Research integrity

The study will follow UWTSD Research Ethics and Integrity Policy and accepted academic practice.

Transparent reporting

The methods, limitations, and findings will be presented in an accurate and transparent manner.

Responsible dissemination

The results will be reported in a generalised form, but without any unsupported claims regarding Nike UK or any of the participants.







		6

		Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.

		YES

		NO



		

		

		☐

		☒



		N/A



		N/A





		7

		Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics 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.  

		YES

		NO



		

		

		☐

		☒



		The research will not be expected to cover extremely sensitive issues. Some may be uneasy talking about their buying habits, social media consumption, their impression of the influencer marketing concept, or their opinion on Nike's marketing strategies. Digital marketing professionals also may not be as inclined to voice their own opinion and feelings about their company or industry.

Strategies to mitigate risks

Advance information

Participants will be provided with a Participant Information Sheet which will outline the study and questions that will be asked before deciding to participate.

Voluntary participation

The participant is free to refuse to answer any question, and can finish the questionnaire at any point before it is submitted and delete his/her data if technically possible within the specified withdrawal period.

Neutral question design

Survey questions will be neutral and will not ask for sensitive information such as personal, financial, medical, or political information.

Confidentiality

Responses will be anonymised and reported in aggregate only.

Support information

In cases of unexpected distress a participant will be informed that participation is voluntary and will be given the opportunity to withdraw at that time; general wellbeing resources will be provided if requested.





		

		Health and safety risks



		8

		Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.

		YES

		NO



		

		

		☐

		☒



		N/A



		N/A







		9

		Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.

		YES

		NO



		

		

		☐

		☒



		Very few activity hazards are expected. Normal screen usage and participation online is the primary consideration. Time spent analyzing survey and social media records can be a long time, potentially leading to fatigue if not properly managed.

		Reasonable working practices

Researchers will periodically stop data collection and analysis sessions.

Ergonomic setup

Analysis of the data will be carried out in a standard office or home working configuration.





		10

		Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.

		YES

		NO



		

		

		☐

		☒



		N/A



		N/A





		11

		Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 

		YES

		NO



		

		

		☐

		☒



		N/A



		N/A







		12

		Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields

		YES

		NO



		

		

		☐

		☒



		

N/A



		N/A





		13

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

		YES

		NO



		

		

		☐

		☒



		N/A



		N/A









SECTION R: Disclosure and Barring Service



		Disclosure and Barring Service



		1

		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





		

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

		☐

		☒

		☐



		2

		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.

		









[bookmark: SEX_S]SECTION S: 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 Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 





		1

		Name of applicant

		Ronok Ahmed Shihab



		2

		Electronic or written signature of applicant:

		[image: ]



		3

		Date

		24/05/2026



		4

		Name of Director of Studies

		Ben Chong



		5

		Electronic or written signature of Director of Studies:

		Ben Chong



		6

		Date

		24/05/2026







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		1

		☒

		I have read the guidance notes supplied before completing the form.



		2

		☒

		I have completed all relevant sections of the form in full.



		3

		☐

		I have attached a copy of the Participant Information Sheet (PIS) or Consent Form



		4

		☐

		I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)



		5

		☐

		I have attached a full risk assessment (where appropriate) 



		6

		☒

		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



		7

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy



		8

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy



		9

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy



		10

		I have completed the following appendices:

		1

		☒

		2

		☐

		3

		☐

		4

		☐



		

		

		5

		☐

		6

		☐

		7

		☐

		8

		☐







		

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.























END OF MAIN FORM


[bookmark: APP_1]APPENDIX 1 – Grant or Contract Funding



		A1.1

		Has your research been awarded external funding?

		YES

		☐

		NO

		☒



		A1.2

		Have you applied for funding / awaiting decision?

		YES

		☐

		NO

		☒



		A1.3

		Are you intending to apply for funding?

		YES

		☐

		NO

		☒



		A1.4

		[bookmark: _Hlk152243903]Funding Body

		



		A1.5

		Lead institution (grant holder)

		



		A1.6

		If awarded, grant reference

		



		A1.7

		If awarded, grant value

		



		A1.8

		If awarded, start date and duration

		







		

		

		

		

		





		Return to the main form












[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity



		INSTITUTION 1                        



		[bookmark: _Hlk152247185]A2.1

		Name

		





		A2.2

		Researcher name and position 

		





		A2.3

		Role in project (e.g. co-investigator)

		





		A2.4

		Contact e-mail address

		





		A2.5

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		[bookmark: _Hlk152841402]

		

		









		INSTITUTION 2                      



		A2.6

		Name

		





		A2.7

		Researcher name and position 

		





		A2.8

		Role in project (e.g. co-investigator)

		





		A2.9

		Contact e-mail address

		





		A2.10

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









		INSTITUTION 3                       



		A2.11

		Name

		





		A2.12

		Researcher name and position 

		





		A2.13

		Role in project (e.g. co-investigator)

		





		A2.14

		Contact e-mail address

		





		A2.15

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









Add additional collaborators as needed



		

		

		

		

		





		Return to the main form





[bookmark: APP_3]




APPENDIX 3: Research Undertaken Outside of the UK



		A3.1

		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. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.



		If you are working outside the UK provide details of the location(s) in terms of country and city/town. Where you are working with organisations such as museums, schools, universities, or government departments include them here together with details of the contact person involved. Where there are specific local legal codes covering your research, e.g. for child protection or data protection, list them here and state how you will ensure that you comply with them.

If you plan to work outside your home country then check your government’s recommendations for the country in which you will be working. For the UK this information is available at https://www.gov.uk/foreign-travel-advice. It is also a good idea to make sure that you have the contact details of your nearest embassy or consulate in case of emergency. Travel insurance that covers working outside of your home country is recommended.



(this box should expand as you type)



		A3.2

		Responsible Research and Innovation

If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.



		A3.3

		Confirm that you have read the Trusted Research and Innovation Policy

		☐







		If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.

If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.

		Return to the main form





[bookmark: _Hlk160779412]

		Organisational Details



		A3.4

		Name of Organisation 



		



		A3.5

		Country where organisation is based:



		



		A3.6

		Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.7

		What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.8

		Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.9

		Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 



		



(this box should expand as you type)









		About New Partners



		A3.10

		Why does a partner want to work with you?



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.11

		What are they expecting in return for their financial support or involvement?



		Contact INSPIRE for support on this section.



(this box should expand as you type)





		A3.12

		Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.13

		Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.14

		Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.15

		Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.16

		Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)









		About Research Relationships

		YES

		NO



		A3.17

		Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?

		☐

		☐



		A3.18

		Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?

		☐

		☐





		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.19

		Who will own any IP that is generated?



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.20

		What plans do you have in place for protecting the resulting IP?



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.21

		What contractual requirements are you able to put in place to protect the interests of your academic institutions?



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.22

		What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.23

		Is there any physical separation or protection required between research in similar fields?



		Contact INSPIRE for support on this section.



(this box should expand as you type)









		About Existing Partners



		A3.24

		Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.25

		Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.26

		Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☐



		Contact INSPIRE for support on this section.



(this box should expand as you type)



		A3.27

		Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☐





		Contact INSPIRE for support on this section.



(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People



		Will the research involve data processing involving the following data subjects:

		YES

		NO



		A4.1

		Children under 16

		☐

		☐



		A4.2

		Adults with learning disabilities

		☐

		☐



		A4.3

		Adults with other forms of mental incapacity or mental illness

		☐

		☐



		A4.4

		Adults in emergency situations

		☐

		☐



		A4.5

		Prisoners or young offenders

		☐

		☐



		A4.6

		Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students

		☐

		☐



		A4.7

		People who have not given their explicit consent to participate in the project

		☐

		☐



		A4.8

		People engaged in illegal activities

		☐

		☐



		A4.9

		Any other people who can be considered vulnerable in the context of this project

		☐

		☐



		Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.



		A4.10

		Any inclusion of vulnerable people must be fully justified.







(this box should expand as you type)



		Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.



		A4.11

		How will you protect your participants from any negative impacts caused by your research process? This might include physical or emotional harm or discomfort. If vulnerable participants will be giving consent themselves then explain the steps you will take to ensure that they are not coerced into giving consent. If consent is to be obtained from a legal representative then how will you identify the appropriate person?





(this box should expand as you type)



		It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:



		A4.12

		DBS Check required? 

		YES

		NO



		

		

		☐

		☐



		A4.13

		DBS certificate obtained? 

		YES

		NO

		N/A



		

		

		☐

		☐

		☐







		

		

		

		

		





		Return to the main form










[bookmark: APP_5]APPENDIX 5: Research Involving Animals

		The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.



		Will the research involve any work with any of the following animals (including observation in their natural habitat)

		YES

		NO



		[bookmark: _Hlk156319509]A5.1

		Any living vertebrates, other than humans?

		☐

		☐



		A5.2

		Any living cephalopods?

		☐

		☐



		A5.3

		[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A5.4

		[bookmark: _Hlk156464303]Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		[bookmark: _Hlk156464347]A5.5

		Contact INSPIRE for support on this section.



(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 



		Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.



		Will the research involve any of the following?

		YES

		NO



		A6.1

		Staff in prison establishments

		☐

		☐



		A6.2

		Offenders in prison establishments

		☐

		☐



		A6.3

		The Probation Service

		☐

		☐



		A6.4

		His Majesty’s Prison and Probation Services

		☐

		☐



		All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:



		A6.5

		[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A6.6

		Have you applied to the HMPPS National Research Committee (NRC)?

		☐

		☐



		A6.7

		Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 

		☐

		☐



		A6.8

		Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		A6.9

		Contact INSPIRE for support on this section.







(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 

		All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:



		Will the data processing involve:

		YES

		NO



		A7.1

		Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.

		☐

		☐



		A7.2

		Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.

		☐

		☐



		A7.3

		Patients and users of the NHS (including NHS patients treated in the private sector).

		☐

		☐



		A7.4

		Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.

		☐

		☐



		A7.5

		Patients who are cared for in private and voluntary sector nursing homes.

		☐

		☐



		A7.6

		Confidential patient information.

		☐

		☐



		A7.7

		Clinical trial of a medicinal product or medical device.

		☐

		☐



		A7.8

		Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.

		☐

		☐



		A7.9

		Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.

		☐

		☐



		A7.10

		Foetal material and IVF involving NHS patients.

		☐

		☐



		A7.11

		The recently deceased under NHS care.

		☐

		☐



		A7.12

		NHS staff or premises.

		☐

		☐



		A7.13

		Practising midwives conducting a clinical trial.

		☐

		☐



		A7.14

		Investigational medicinal product.

		☐

		☐



		A7.15

		Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.

		☐

		☐



		A7.16

		Exposure to ionising radiation.

		☐

		☐



		A7.17

		Other health and social care related research.

		☐



		☐





		Please specify 

Contact INSPIRE for support on this section.



(this box should expand as you type)

		

		



		Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/  



		A7.18

		Does the research meet the HRA definition of research?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.19

		Is the Research being sponsored by a collaborating partner?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.20

		Has NHS ethics approval been granted?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.21

		Has INSPIRE undertaken an initial due diligence exercise?

		YES 

		NO



		

		

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 



		A7.22

		Contact INSPIRE for support on this section.





(this box should expand as you type)







		A7.23

		Have you been granted NHS ethical approval?

		YES

		Click to continue to Section R

		NO

		Return to the main form












[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses

		Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.

Will the research involve:



		Defence

		YES

		NO



		A8.1

		Military equipment and munitions

		☐

		☐



		A8.2

		Defence equipment, including satellites

		☐

		☐



		A8.3

		Technical data, including some border and port information

		☐

		☐



		A8.4

		Dual use research

		☐

		☐



		Materials and Technologies

		YES

		NO



		A8.5

		Nuclear materials, facilities and equipment

		☐

		☐



		A8.6

		Chemicals, microorganisms and toxins

		☐

		☐



		A8.7

		Electronics design, development and production

		☐

		☐



		 A8.8

		Computers

		☐

		☐



		A8.9

		Telecommunications

		☐

		☐



		A8.10

		Sensors and lasers

		☐

		☐



		A8.11

		Navigation and avionics

		☐

		☐



		A8.12

		Marine technology

		☐

		☐



		A8.13

		Composite materials

		☐

		☐



		A8.14

		Aerospace and propulsion

		☐

		☐



		Sensitive Information

		YES

		NO



		A8.15

		Cryptology

		☐

		☐



		A8.16

		Counterterrorism

		☐

		☐



		A8.17

		Counternarcotics

		☐

		☐



		A8.18

		Cyber-related

		☐

		☐



		A8.19

		Non-proliferation

		☐

		☐



		A8.20

		Transnational criminal organisations

		☐

		☐










		Genetic Resources

		YES

		NO



		A8.21

		Genetic material of actual or potential value

		☐

		☐



		A8.22

		Organisms, or parts thereof

		☐

		☐



		A8.23

		Populations (or organisms)

		☐

		☐



		A8.24

		Other biotic components of ecosystems

		☐

		☐



		A8.25

		Domesticated or cultivated species in which the evolutionary process has been influenced by humans

		☐

		☐







		Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:

		YES

		NO



		A8.26

		Physical transfer of goods, technologies, material or equipment

		☐

		☐



		A8.27

		Blueprints

		☐

		☐



		A8.28

		Plans

		☐

		☐



		A8.29

		Diagrams

		☐

		☐



		A8.30

		Models

		☐

		☐



		A8.31

		Formulae

		☐

		☐



		A8.32

		Tables

		☐

		☐



		A8.33

		Engineering designs and specifications

		☐

		☐



		A8.34

		Manuals and instructions

		☐

		☐



		A8.35

		Software

		☐

		☐



		A8.36

		Know-how

		☐

		☐







		Will your project transfer technology using any of the following physical methods?

		YES

		NO



		A8.37

		USB flash drives

		☐

		☐



		A8.38

		Portable hard drives

		☐

		☐



		A8.39

		Laptops

		☐

		☐



		A8.40

		Tablets

		☐

		☐



		A8.41

		Intangible forms by using electronic media, such as email, phone storage and cloud file sharing

		☐

		☐



		A8.42

		Physical exports

		☐

		☐







		Will your project involve any of the following?

		YES

		NO



		A8.43

		Oral transfer by phone or videoconferencing or presentations

		☐

		☐



		A8.44

		Travelling overseas for any purpose, while unintendingly carrying any of the above.

		☐

		☐



		A8.45

		Will you be hosting foreign visitors?

		☐

		☐










		If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.

		YES

		NO



		A8.46

		Full export control assessment required?

		☐



		☐





		A8.47

		Full export control assessment completed?

		☐



		☐





		A8.48

		Full export control assessment appended?

		☐



		☐









		

		

		

		

		





		Return to the main form
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PG2   ETHICS FORM       1     APPLICATION FOR ETHICAL APPROVAL   –   INTRODUCTORY NOTE S     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 :    “ [C] reative   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 :      M embers of staff (academic staff or support staff) ;      I ndividuals holding honorary title from the University ;      P ostgraduate  research students;   In all of these cases ethical review is required r egardless of discipline.     The individual undertaking the research activity is known as the  lead   researcher .     Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing  within normal educational requirements, and literary or artistic criticism.      For most projects you will only need to complete sections in the main part of the form. A few projects will  need more detailed ethical consideration and will need   you to fill in sections in an appendix. At some points  in this form you will be asked questions about your research in the following way:    


1  Does your research involve <<something  specific>>?  YES  Appendix  NO   


2  Have you completed appendix <<N>>?    YES  √  NO   


  Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix  is  a box. Clicking on this will return you to the question that originally took you to the appendix.    
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